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_ Distribiling 


In a Dynamic Economy 


Highlights of a pioneering study 
that sets down, analyzes and 
evaluates marketing patterns 

for apparatus and supplies 


page 77 
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an e-x-p-a-n-d-e-d line of 


witch and Outlet 











NO NAILS 
REQUIRED 


No more balancing, juggling or mis-aligned 
boxes when you install an APPLETON 
Eagle Claw" bracket switch box with claws 


pre-positioned to drive home at exposed 


angles for best grip. Claws are ready to 
be hammered into the studding. Just hold 


box with one hand . use hammer in the 


other 


No Nails! No Slips! Holes also pro- 


vided for use in tight places! 


Write for Literature! 


All ‘‘Eagle Claw'’ Bracket Boxes 
ore U.L. Approved 


APPLETON 


Industrial 
Lighting 








Sold Throu gh Franchised D: 


Pat. Pending 


m So successful have been the new APPLETON switch boxes 
with “Eagle Claw” feature that APPLETON now makes 
available a wide variety of boxes that require no nails for 
mounting. A few are illustrated here. In addition, all popular 
styles are “Eagle Claw” fitted. Next time you need switch or 
outlet boxes, specify APPLETON “Eagle Claw”... 


the original and the best! 


ELECTRIC COMPANY 


1701 Wellington Avenue ° Chicago 


Also Manufacturers of: 


en Sy Ps «ee 
aa las es 4 


“ST” Series Connectors 


13, Illinois 


a 


Malleable tron 
Unilet Fittings 





ECON:-FUSES 


+ + 
INSTANTANEOUS ACTION with the xclu IV 
ON SHORT CIRCUITS 
mediately when a dangerous short 
develops. The multiple restricted fus 
ing areas cause the heavier sections 
racer oa worse orn om | @ STOP NEEDLESS FUSE BLOWS 
pletely severing the circuit 
rime pevay on momentary) © MINIMIZE COSTLY DOWNTIME 


ee ee) _ ECON SAVES MONEY ON FUSING 
© EXTRA PROTECTION AGAINST BURNOUTS 








—. 





The fusible links open the circuit im 

















Exclusive Econ Alloy thermal element 
takes harmiess overloads up to 500% 

gives predetermined delay action 
to avoid unnecessary and costly fuse 
blows 











It'S THE EXCLUSIVE ACTION iN 
ECON'S SUPER SAFETY ZONE 

that makes the important difference 
L 


is are 

1elays 

; exceed 

tion. This 

Another good rea- 
F 
f 


ONOMY Fu C3. 








1x ary ere 


it’s always extra economy 
/ to call for 





When an overload exceeds the predeter 
mined heat and time limits, Econ Alloy re 
acts instantaneously changing directly 
from solid to liquid. The usual intermediate 
plastic stage is completely eliminated. Pro 
tecting action is fast and complete with 
Econ's Super Safety Zone 





ECONOMY FUSE AND MFG. CO. 


2717 Greenview Avenue, Chicago 14, Illinois 


This pioneer renewable /, ‘fuse manufacturer 
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June ,1958 


JACK AMANN 
San Francisco 
District Manager 


MITCH KARTALIA ia = pee : , 
Manager, Distribution ager, sales 


Equipment Sales 


BILL YOUNGER 
Eastern 
Sales Manager 


DICK RUSSELL 
Los Angeles 
District Manager 


HENRY ZIMMERMAN BILL MORIARTY 
Western Division 
Sales Manager 

We're looking forward to seeing you 

at the NAED Convention in San Francisco 


Sincerely, 


Ww. J. Moriarty 
r Relations Sp 


Distributo ecialist 
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Here’s a parcel 
of historical 
facts about 
NAED and a 
look at the 
future that will 
answer many of 
your questions 
about the 50- 
year old group. 


An unbiased 
and incisively 
clear look at 
the function 

of moving 
electrical goods 
from manufac- 
turer to ulti- 
mate consumer. 
Read it to see 
how you 
score... 
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Print Order This Issue: 13,443 


FEATURES 


Times and Trends: To NAED: Anniversary Greetings, 


To the Industry: A First Appraisal 


NAED—Yesterday, Today and Tomorrow 


Distributing Electrical Products 
In a Dynamic Economy .... Dr. Edwin H. Lewis 


DEPARTMENTS BEGIN ON PAGE 193 


“How I Sell the Tough Ones”’—in his own words, 
one distributor's salesman explains his tech- 
niques for overcoming even the strongest 
sales resistance, plus the convention report. 





PRICING 


The curse of the 
electrical supplies 
salesman |! 


eee 
But not when he uses 
NATIONAL PRICE SERVICE 


»Up to the minute 
net prices 


- Illustrations 


- Comparative catalog 
numbers 


Descriptions 


Zones where applicable 


All in one carefully organized, compact 
binder or with carrying case or desk rack 
to suif your preference and .........ss000 = 


without extra cost . 





HENDERSON-HAZEL CORP. DEPT. B86 


13601 Euclid Avenue, Cleveland 12, Ohio 


Please send complete details about 
NATIONAL PRICE SERVICE to us 


immediately - nc ligation 


Name 
Title . 
Company ..-- 
Address ... 


City one 
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Credits and Collections 


“Golden Gate in °58!” San Francis- 
cans are justifiably proud of their 
fabulous city and that famous span 
but we're sure they won’t mind shar- 
ing a bit of both with the estimated 
2,500 electrical distributors and man- 
ufacturers who'll converge on the 
town ‘long about June 7th. 

The cGecasion? The 50th annual 
convention of the National Associa- 
tion of Electrical Distributors. From 
all advance indications, East (of the 
Sierras) is going to meet West in a 
big way. 

Before and after the meeting, 
there'll be travel and relaxation—see 
America and Canada trips, cruises 
and flights to Hawaii, tours of San 
Francisco and scenic environs, as 
well as trips to California distribu- 
tors’ establishments to “see how they 
do things on the Coast.” 

But the convention won’t be all 
“beer and skittles,” as evidenced by 
the points to be covered. To wit: 
ways to solve distributors’ manage- 
ment and marketing problems; the 
role of the electrical distributor in 
the marketing of electrical products; 
the future outlook for the electrical 
industry; basic sales training for 
tomorrow’s salesmen. 

Special features: an idea-swapping 
session and a pre-convention “‘shirt- 
sleeve clinic.” All in all, a busy 
schedule 

Incidentally, a New York whole- 
saler (who isn’t going) told his part- 
ner (who is), “I know you miss *em, 
but isn’t there an easier way to see 
the Giants play again?” 


An important talk on the program 
will be delivered, Wednesday, June 
11 by Dr. Edwin H. Lewis, Professor 
of Marketing, University of Min 
nesota 

Dr. Lewis’s speech will be based 
on a comprehensive and thoroughly 
analytical study of the distribution 
of electrical products he has been 
conducting for the past two years 
under the sponsorship of ELECTRICAI 
WHOLESALING. For the complete re 
port on “Distributing Electrical Prod- 
ucts in a Dynamic Economy” se« 
page 

No golden anniversary is complete 
without a celebration. Beginning on 
page 6], you'll find EW’s salute to 
NAED’s past, present and future of 
progressive leadership. 


ELECTRICAL WHOLESALING—June, 1958 





) 
z 
= 
c 
w” 
oo 
= 
° 
zx 
> 
~ 
— 
4 
cs 
~ 
~~) 
vey 
= 
iv) 
| 
Co) 
“ 
o 
e 


Jun 





LETTERS TO THE 


EDITOR 





“Must” Reading 
Dear Sir 

The 
(“Volumitis Can Be 
is not 
which 


editorial in your April 
Deadly,” p. 


but is an 


issue 
43) 
only timely article 
ill electrical wholesaling man- 
agement should read 

I was so impressed by this down- 
to-earth that I would like 


to receive fifty copies of this editorial 


analysis 


for mailing to our management across 
the country 

I know them re- 
the magazine, but I am afraid 
some of them might have overlooked 
reading your message and would like 
to call this to their 


that most of 


ceive 


attention 
= 
MARKETING 

GENERAL ELE( 
BRIDGEPORT 


EDENFIELD 
MANAGER 
rRI¢ SUPPLY COMPANY 
CONNECTICUT 


Dear Sir 


[ was greatly impressed with your 
“From Volumitis To Healthy 
Profits,” the Keps Elec- 
tric Co. of Pittsburgh, which appeared 
in the April issue (p. 45) 

The Keps story is quite apropos 
considering the price cutting situation 
which has been prevalent in the elec- 
trical industry for 


Howev er, 


story, 


concerning 


years 

significant fea- 
ture of the story is that the manage- 
ment of the 


their 


the most 


company 
remarkable 


accomplished 
recovery by good, 
tried and proven business principles 

[his accomplishment should illus- 
trate to many electrical wholesalers, 
that the basic 
principles of business still apply and 
they look for any magical 


solutions to meet rising operation costs 


and also manufacturers, 
need not 


in the face of declining or a 
off volume 


leveling 


I should like to suggest that perhaps 
you make a reprint of this article and 
send it to 
reprint it in 
TRICAI 


your subscription list, or 
another ELEC- 
WHOLESALING every 
one interested in the electrical industry 
benefit the Keps 


a 2 


issue of 
because 
can 


from story 


SHERDEN 
PRESIDENT 
ELECTRICAI 
BUREAU, 
CHICAGO, 


MANU FAC 
INC, 


TURERS CREDIT 
ILLINOIS 


eo Ws. 
authoritative 


thank Sherden for his 
this arti- 


planned, 


reader 
comments on 
cle. Though no 
we will while they 
last. In EW will ex 
plore how Keps has continued to im- 
prove and health 
through application of sound and 
practical operating ideas. 


reprint is 
furnish tearsheets 
future issues, 


maintain business 


How About You? 


Dear Sir: 


You recently expressed inter- 
est in regularly having an article de- 
voted to opinion. You 
pointed out the difficulty of getting co- 
operation from distributors in return- 


distributor 


ing questionnaires 

Herewith is a list of 28 distributors 
who have agreed to promptly cooper- 
ate on questionnaires for the balance 
of this year. 

Please keep the questions simple 
and significant. Select important sub- 
jects. Do not ask for 

What about the 
month 


statistics. 
feasibility of each 
selecting important subjects, 
brief arguments for and 
against, and a_ distributor vote 
(Give panel opportunity of 
reading arguments first) 

I believe your requirement of 500 


present 


voting 


opinions (page 43, February) is too 
large. Even 100 geographically diver- 
sified opinions should be 
and significant 
We would indeed be happy to see 
you expand this program, and com- 
plete your cooperating panel. 
KENNETH HARTLEY 


interesting 


PRESIDENT 

THE ELECTRI 
OF CALIFORNIA 
LOS ANGELES, CALII 


CORPORATION 


e We Ken Hartley 
itiative in lining up 28 western partici- 
pants in EW’s distributor 
opinion polls 

On a regular and continuing basis, 


thank for his in- 


nationwide 


we plan to sample distributor opinion 


on topics equally as important as cash 


discount (have you registered your 


opinion on this one?) 
Any 


sueveswtions 


... More on Cash Discounts 


Dear Su 

We have with a 
of interest the various proposals con- 
cerning the cash discount situation 
in your February and feel the 
oul those al- 


read great deal 


sue, 
add voice to 
heard 

We are thoroughly in accord 
with standardization of a 2% discount 
for the multitude of reasons so ably 
expressed, and wish to add that we 
distributors given considera- 
tion for a uniform payment date and 
suggest proximo terms to eliminate 
the multitude of payment dates now 
existing 


urge to 


ready 


also be 


BEN R. SCHILLER 
rREASURER 
ELECTRICAI 
ILLINOIS 


SECRETARY 
WHOLESALI 
CHICAGO, 


SUPPLY CO. 


Dear Sir: 

After reading your February 
article and the various comments that 
were made regarding universal cash 
discount, we have taken this up with 
our different departments, and _ the 
consensus of opinion is that stand- 
ardization of the 2% cash discount 





2% Increases Lead 


As of May 14, here’s how 67 
distributors have expressed them- 
selves on cash discounts: 

e 64 want a uniform cash dis- 
count, 
variable cash dis- 


e 3 want 


counts, 
Of the 64 who want a uniform 
cash discount, 52 want 2%. 











would be a great help in both billing 
and paying bills 
I don’t know whether you realize 
the amount of trouble we have with 
this one detail in paying and billing. 

The majority of the 
comments in this issue alone, recom- 
mend standardization, and we are 
sure that if the manufacturers would 
follow this much _§har- 
mony would result. We are certainly 
in accord with this. 

Thank you much for taking 
up this subject in your article. I per- 
sonally feel that distributors welcome 
comments on this matter 


distributors’ 


suggestion, 


very 


LEVIN 
PRESIDENT 
HARLO ELEC 
CHICAGO, ILLINOIS 


TRICAL SUPPLY CO., INC. 


Dear Sir 

In your February 
noted the comments made by several 
wholesalers with stand- 
ardization of 


issue .. we 


reference to 


cash discount. 


This question has come up for dis- 
cussion periodically, and many 
wholesalers have brought this matter 
to the attention of our manufacturers. 
However, we have not been 
successful with the task. 
opinion that a standard 
2% would eliminate 
a lot of work in checking 
our customers remittances. 

At the present time, each remitt- 
ance must be checked against invoices 
to make certain that discount 
ducted is correct. 


too 
It is my 


cash discount of 
clerical 


de- 
Continued on page 54 
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Here is a complete and low-priced line of D-LUGS. These connectors 
are more compact and heavier in weight to insure cooler opera- 
tion under more severe loads, while being much easier to install. 
Only seven sizes accommodate from 14 SOL. to 1,000,000 CM. 


FEATURES: e Rugged construction 
e Made of high conductivity copper alloy 
e Suitable for all purposes 
e Variable, each connector takes wide range 
e Exceptionally compact 


e Reusable 


Write for detailed information and prices! 


t 
N 


IU \yDOSSERT MFG. CORP. 
243 Huron Street, Brooklyn 22, N.Y Representatives in all principal cities 


f 


TECHNICAL 
KNOW-HOW IN CANADA: 1 a 


NADA: W. S. Gerrie & Assoc., Ltd., Toronte 
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To NAED: Anniversary Greetings 


We salute the National Association of Electrical Distributors on the 50th 
anniversary of its founding. 

Coming as it does in a year marked by economic recession, this anniversary 
is a pointed reminder of the survival and growth qualities—through good, 
bad, and indifferent years—of the electrical wholesale distributor and the 
national association that represents his interests. 

But more than that, this milestone is a tribute to the men—now many of 
the second generation—who have worked through NAED for better industry 
standards. That this is no glittering generality can be seen in the pages of a 
report especially prepared for ELECTRICAL WHOLESALING (page 6/). Here 
are the specifics of past, present, and future good works. 

To all, the fact must be impressively obvious that NAED, under its dynamic 
and progressive leadership, will continue to serve its members and the industry 
with a growing program of constructive action. 


To the Industry: A First Appraisal 


As part of our celebration of NAED’s 50th anniversary, we are publishing 
the highlights of a pioneering study (page 77) made by Dr. Edwin H. Lewis, 
professor of marketing, University of Minnesota. 

Conceived by ELECTRICAL WHOLESALING and developed in its entirety by 
Dr. Lewis, this study takes in the panorama of apparatus and supplies dis- 
tribution from the point of production to the user. It presents for the first 
time in one package the over-all marketing patterns of the industry and the 
differences by major product line. Also—for the first time—it presents a 
down-to-earth analysis and evaluation of these practices by an outside expert 

The need for such a study had long been apparent. Unlike the production 
of apparatus and supplies, the distribution of these products had never been 
broadly explored or charted, nor had a purely objective evaluation been 
placed on the practices in use. As a result, the industry has had a long history 
of marketing decisions being made in a factual vacuum—often with unhappy 
results. Certainly, much of this economic waste could be avoided if the 
industry had the facts and some expert opinion available in one package. 

This was our thinking, seconded by a committee formed within the industry, 
when we invited Dr. Lewis to undertake the study. A recognized authority on 
marketing, he brought to the subject an objective approach of an order that, 
in Our opinion, could not be matched within the industry. The degree of this 
detached point of view is obvious in his statement that he did “not try to make 
a case for any particular method of distribution nor to support any specific 
type of middleman. . . .” Consequently, when Dr. Lewis comments on a 
distribution practice, he does so in the cold light of its contribution to mar- 
keting efficiency, as he sees it. 

No doubt there will be some who will quibble with his facts or challenge 
his conclusions. This is expected—and as it should be. From the interaction 
of ideas on this penetrating and practical report will come, we believe, an 
upgrading of the marketing practices of an industry. 


rsh —— 





June, 


NATION-WIDE 
SALES AND SERVICE 


Atlanta, Georgia 
*Cary Chapman & Company 
672 Whitehall Street S.W. 
Birmingham, Alabama 
*Cary Chapman & Company 
2516 Eighth Court N. 


Boston, Massachusetts 
* urley 
273 Congress Street 


William M. Selig 
99 Waban Hill Rood North 
Newton 
Chicago, Illinois 
*D. S. Davis & Company 
2915-2919 N. Paulina 
Cleveland, Ohio 
*Kilkenny Company 
1729 Superior Avenue N.E. 
Dallas, Texas 
*G. E. Anderson Company 
1901 Griffin Street 
Detroit, Michigan 
*C. W. Bates & Associctes 
6059 Linwood Avenue 


Elizabeth, New Jersey 
*S. H. Colman Company 
663 Pennsy!vania Avenue 
Farmington, Utah 
David Merrill 
190 W Ist Street East 
Greensboro, N. C. 
*Cary Chapmon & Company 
1009 S. Elm Street 
Honolulu, Hawaii 
Mr. Harold D. Kroh 
836 Ocean View Drive 


Kansas City, Missouri 
The Schooler-Gorman Co. 
1224 W. 9th Street 


Los Angeles, California 
*Allied Industries, Inc. 
412 Seaton Street 
Lovisville, Kentucky 
i ee 
121 Breckinridge Lane 
Colonial Building 
Madison, New Jersey 
Barclay More 
P. O. Box 238 
Miami, Florida 
*Cary Chapman & Company 
3370 N. W. 37th Street 
Milwaukee, Wisconsin 
Goehler & Adams 
6033 W. Biuemound Road 
Minneapolis, Minnesota 
*M. J. Pelletier 
324 N. Ist Street 
New Orleans, Lovisiana 
*Cary Chapman & Company 
213 S. Front Street 
New York, New York 
H. W. Emery & Company 
15 Whitehall Street 


Langguth Olson Co. (Export) 
37 Murray Street 


Philadelphia, Pennsylvania 
*W. A. Leiser & Company 
1219 Race Street 
Pittsburgh, Pennsylvania 
Alec Gipson 
122 Grant Avenue 
P. O. Box 5847 
*Charles R. Norrish Company 
2900 Smaliman Street 
Portland, Oregon 
*Bruce Emmett Company 
830 S. E. Alder Street 
St. Lovis, Missouri 
*Henderson Sales Company 
8131 Manchester Avenue 
Brentwood 
San Francisco, California 
*The Baxter Company 
101 Kansas Street 
Seattle, Washington 
*Bruce Emmett Company 
1016 First Avenue South 
Spokane, Washington 
Bruce Emmett Company 
5923 Drumheller 
Syracuse, New York 
Walter E. Daw 
Skyline Office Building 
753 James Street, Suite 225 
York, Pennsylvania 
W. A. Leiser & Company 
208 East Market Street 
*Warehouse Stocks 
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BUILDING WIRE 
Types RH, RH-RW, RHW, RHL, TW 


SERVICE ENTRANCE CABLES 
Types SE-U, SE-A 
Neutral Supported 


PORTABLE CORDS and CABLES 

CV CURED Types S, SO 

LEAD CURED Types S, SO 

LEAD CURED Types W, G, SHD, WELDING CABLES 








NON-METALLIC SHEATHED CABLEX 
Types NMC, UF 


COLLYER covers the nation 


to meet your complete 


wire and cable needs! 


Visit the 
Collyer Conference 
Booth 806 
NAED Convention 
Civic Auditorium 
San Francisco, Calif. 


June 8th-1 2th, 1958 


VARNISHED CAMBRIC INSULATED 
Types VCB, VCL, Interlocked Armored 


RR POWER CABLES — 600 to 8000 volts 
Types RR-USE, RR-DUCT, Silicone Insulated 





bc a ae _— i i el 


ASBESTOS CABLE 
Types AA, AVA, AVB, TA 


CONTROL CABLE 
Types RR, PVC, PZR, VC, Asbestos and Silicone 


COLLYER 
INSULATED 

WIRE CO. 

261 Roosevelt Ave. 
Pawtucket, R. I. 





TOP OF THE NEWS .. . and its significance to you 





Fair Trade Opposition 


New Machinery Order 


Copper Dilemma 


Unemployment Slide 


Lighting the Furnaces? 


Inventory Trimming 


Mirror of the Industry 


More Steeples 


Distributor Operations 


Buying Points Up 





The Justice Department is opposed to a Federal Fair Trade Law. 
Chey say that it would virtually repeal the Sherman Anti-Trust Act, 
and suppress competition at all levels of distribution. The authority 
of Congress to enact legislation of such a broad scope was also 


~ 


questioned. For more, see pages 216 and 223. 


According to the McGraw-Hill report on machinery new orders, 
capital goods producers expect a gain of 13% in the dollar volume 
of machinery new orders from the first quarter of 1958 to the first 


quarter of 1959. 


Governments, industrial leaders, and international price-study groups, 
are pondering over the big problem of finding ways to raise copper 
prices to a reasonable level, and prevent violent ups and downs. 
Sharp differences of opinion have flared up. 


Workers drawing jobless pay decreased 66,900 to a total of 3,265,700 
in the week ending April 26. 41 states shared in the decrease—the 
greatest since last July. However, the decline isn’t entirely due to 
people going back to work. Some have used up their benefits. 


The steel industry estimates about half the decline in production 
stems from using up inventories. When stocks are used up—cus- 
tomers have to reorder. Operations might rise from the present 50% 
capacity level to 75% without increase in the final use of steel. 


In March, inventory slicing amounted to $800 million—following 
declines of $700 million in January and February. For the first 
quarter it was 2.2 billions, or an annual rate of 8.8 billions. That's 
the fastest rate on record. 


How do I fit in? Ever ask this of yourself? Ever wonder how you 
fit into the pattern of the electrical industry? Now’s the chance for 
you, the electrical distributor, to take a good long look at yourself. 
In an E.W. sponsored feature, Dr. Edwin H. Lewis holds a mirror 
up in front of the Industry. Turn to page 77. You'll find yourself 


among the pages. 


We hear a lot about taxes, housing and machinery these days when 
all eyes are glued to business graphs. But how many out there know 
about the giant boom that’s been going on in church building? See, 
“News for the Industry,” on page 193. It tells you all about /t—and 
taxes, housing and machinery. 


he 12th annual survey by Industrial Distribution has brought up 
some figures you may want to compare with your own. Distributor 
gross margins decreased .4% holding steady at 22.4%, with some 
regions reporting increases. For °58 the outlook is a cost cutting 
one—with constructive action to cut costs and hike profits. 


Here’s some information that may affect your marketing plans for 
the rest of 1958. In a recent survey by Purchasing Week (based on 
the individual outlook of firms represented by purchasing agents, not 
on the prospects of business in general), it was found that 36% of 
purchasing executives anticipate a definite upturn in their company’s 
business in the next 60-90 days. 8% forecast decline. 44% expect 
to make significant increases in their purchases within the same 
period. 10% said their ordering would decline. 
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NEW 


PYLE-NATIONAL 
MERCURY VAPOR 
FLOODLIGHTS 


--»-rain-tight 
dirt-tight 
corrosion-proof 


The high lumen output and long life of mercury 
vapor lamps have now been combined with the 
many advantages of rugged, enclosed, cast alu- 
minum floodlight housings. Since they are corro- 
sion-proof and sealed to protect the interiors 
from dirt and moisture, the original high effici- 
ency of lens and reflector is retained indefinitely. 
The result—prolonged economy with exception- 
ally low maintenance and replacement expense. 
Floodlights are available in a wide range of 
sizes for mercury vapor lamps from 100 to 1000 
watts. Choice of specular or diffusing reflectors 
and five types of lenses provide a selection of 
beam patterns varied enough to meet the most 
exacting floodlighting specifications. Enclosures 
have universal body adjustments and are avail- 
able with many types of mounting bases. 
Send for Bulletin No. 640 containing latest informa- 
tion on operating and color characteristics and 
operating economies of available mercury vapor 
Sold Nationally Through Authorized Distributors. Write for Literature. lamps; how to select ballasts; short cut method 
for estimating floodlighting installations with 
THE PYLE-NATIONAL COMPANY selection tables and sample layout diagrams. 


WHERE QUALITY IS TRADITIONAL Mercury Vapor 


1352 North Kostner Avenue, Chicago 51, Illinois Industrial Lighting Fixtures 
Explosion-proof, dust-tight, 
Branch Offices and Agents in Principal Cities of the U.S. and Canada and vapor-tight industrial 
— ep ee i a mo agetagng ts mg vag Y lighting fixtures are avail- 
ment: international Corp., . . w r . 
ndustrial Export ” Geaied ee ay ~ Lan patton e ° able for mercury vapor 
lamps as well as incandes- 


CONDUIT FITTINGS © MOTOR CONTROLS © SWITCHES © PLUGS AND RECEPTACLES . : cent lamps. 
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NEW PRODUCTS 











Power Outlet 


For use in mobile home parks, 
farms, outdoor construction 


New 


pow Cl 


all-purpose weatherproof, 4-wire 

outlet is designed for use by 
mobile home parks, outdoor construc- 
tion, ranches 


outlet has 


farms and 


P-55-( 


Designated 
50-amp 
receptacle, and 


50-amp 


model 
250-v, 4-wire power! 
is protected with a 2-pole, 
circuit breaker. Maker claims 
top hub and bottom k o’s facilitate 


overhead or underground connections 


also 


Cover closes when in use and can be 
padlocked. e Midwest Electric Prod- 
ucts, Inc., Mankato, Minn. 


Circuit Breaker 


User is able to see when serious 
short circuits occur 


Company announces first electrical 
circuit breaker in which contacts are 
visible. Named ‘“Saf-T-Vue,” the 
breaker has removable transparent 
cover for easy trouble spotting. Saf- 
[-Vue is designed to meet modern 
plant safety codes. Manufacturer also 
notes transparent CYMAC cover 
(heat and break resistant) shows 
serious short circuits by darkening of 
its surface window. ¢ Westinghouse 
Electric Corp., Beaver, Penn. 


12 


Fluorescent Island Lighter 


User gets silent, vinyl plastic gas- 
keting that is rot, bug, and weather- 
proof 


Company offers new fluorescent serv- 
ice station island lighter designed to 
operate most efficiently with VHO or 
SHO lamps. Four lamps provide ap- 
proximately 40% more light than six 
HO lamps, manufacturer states. Fea- 
tures: light chambers tilted at 20-deg 
angle for better light distribution, 
appearance, and visibility. Lamps get: 
cooler operation and long life for 
transformers, due to free circulation 
of air. User advantages: silient vinyl 
plastic gasketing that is rot, bug, and 
weatherproof. New lighters produced 
in four, six, and eight ft. lengths— 
pre-wired and ready to mount on 
poles. Units can be easily combined 
for different lengths. e Revere Elec- 
tric Mfg. Co., Chicago, Il. 


Voltage Transformer 


3kva voltage transformer (shown 
above) is 51.4°/, smaller, 44°/, lighter 
than predecessor 


Two new voltage transformers in 
2kva and 3kva capacities offer same 
electrical performance as_ previous 
designs but feature reductions in size 
and weight, and new variations in 
circuit connections. Output arrange- 
ment now permits 3-wire 118/236-v 
loading, maker states. Regulation is 
1% on either 236-v or 118-v loads 
alone. Regulation close to +-1% is 
possible with wide variety of 118 and 
236-v-load combinations. Latest mul- 
tiple primary is said to have provision 
for 115-v, 208-v, and 230-v inputs. 
2kva model is 12.4% smaller-23% 
lighter than predecessor; 3kva_ is 
51.4% smaller and 44% lighter. 
Maker stresses absence of moving 
parts and tubes. No manual adjust- 
ments required; regulation action is 
completely automatic and continuous. 
Response time for correcting line 
voltage variations is within 1.5 cycles. 

e Sola Electric Co., Chicago, Ill. 
More New Products on page 250 


BRONGO 


CERTIFIED 


} 
tarde 


FOR SAFE, 


quality rible 


} } ] 
electrical cable S 


CONTINUOUS DUTY UNDER EXTRA- 
ORDINARILY RUGGED CONDITIONS 


FLAT TWIN PARALLEL 


HIGH VOLTAGE — 2001 to 15000 VOLTS 


RETRACTABLE REEL CABLES 


WESTERN INSULATED WIRE CO. 
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HEAVY DUTY 


RONG ‘ 


CERTIFfRi@s 


67.32% NEOPRENE JACKET 
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HIGH VOLTAGE TYPES W,G, AND RR CABLES 


RETRACTABLE REEL CABLES 
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Every Day 
More and More 
ELECTRICIANS — - ’ 


Are Using 
BUCHANAN 


Pres-SURE Romex 
connectors 








BUCHANAN 

“Ss Romex connectors __ fi 

are fh F EASIEST and FASTEST connectors CTS 

to install . . . NO screws, — NO locknut| | n 
ONLY one piece to handle, — Just squeeze them on! | 1- Insert Connector | Hores 

e se" Trade Size - fits 2" Knockouts. iE oS tho 
e Approved for 14/2, 14/3, 12/2, 12/3 and 10/2 oe 

Non-Metallic Sheathed Cable. | i e. Secret - 


Write for distributor information on pres-S Romex Connectors and 2 - Squeeze 
other acceptance-proven Buchanan products. 























ELECTRICAL PRODUCTS 


SURE ee eee eae eo ee : eter 
5 = = =) aA —s 
= LE So ‘ 
muh | 
ie L: ABBA Ret tty ) | iy 


CORPORATION 


Qne-Piec« Heovy Duty Medium Duty Coble Stoples HILLSIDE, NEW JERSEY 
Téfmino! Blocks pres-SURE-block pres-SURE-blocks , . 6 














Representatives in principal cities throughout the United States and Canada 
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A reputation for dependable 
performance provides momen 
tum for a steady volume of lamp 
sales when you Carry 


Champion line. 


Advertisements like that shown 
al-16-M C1 omelameleliiolis-megli-ma-lele 
tation among your customers 


month after month. 


And they're your customers 


when you sell Champion —a line 


limited to selected suppliers. 


thanks to 
CHAMPION LIGHTMANSHIP 


TEST EST ES Continuous testing is one of the many 
ways Champion applies LIGHT-manship to make sure that every 
Champion Lamp is uniform in life and light output that you don't 
have to worry about early burn-outs and early dim-outs when you 


use Champion lamps. 


CHAMPION LAMP WORKS 
Lynn, Massachusetts 


division of Consolidated Electr amr 
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Mey 
| L000 | 


fast, easy | 
seller 


| Seach 


sa 


ADJUSTMENT 


FULL ¥ 360 


® Exclusive friction-ring suspension rotates 


all the way around 


types — one for 
“Three 


© 10 different receptacle 
every job requirement—exclusive 
Sixty"’ feature 


SAFETY BRACKETS 


HANGER | "en. 4S — 
t K-101X) have safety brack- 
‘ 


ets, detailed above, which will 
hold on box ears should 
screws vibrate loose. De- 
signed for use with 4” con- 
crete rings, octagon boxes, 
SEH and GRF fittings 


For every 
fixture position 


® Aligns fixtures instantly, at any angle— 
with just a twist of the wrist 


® Simplifies engineering design, permits 
hanging two or four chains, or “*S'’ hooks, 
from small, compact arms 


® Bright Cadmium plated overall, provides 
neat, attractive installation. 


DON’T WAITT 


Contractors will be asking for this new 
Ideal-Simplet ‘“‘Three-Sixty’” Fixture 
Hanger. It gives them a faster, smoother, 
easier method of hanging any type of fix- 
ture on standard outlet boxes. 


STOCK UP NOW 

In addition, Ideal-Simplet has a complete 
line of conduit fittings and electrical spe- 
cialties for Contractor, OEM and Main- 
tenance use—supported by national adver- 
tising, direct mail, literature and catalogs. 


WRITE FOR DETAILS 


Pal ok sabe Ty 
Sept ott ELS 
Se aa ge et} 


ee Se re 
Bie Ag SIS 
Pre, Fes a: 2 


Get the facts on how to introduce the 


(DEAL SIMPLET FITTINGS, INC, 


1047-F PARK AVENUE, SYCAMORE, ILLINOIS 


OnNecees a 


. . 
we > "tee 
Pe PF oh - cg 


Sec: Om ‘on: 


4 MOLE Las 


to your contractor friends NOW, write... 


A Subsidiary of Ideal Industries, Inc. 
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FABULOUS NEW ADVANCE FLUORESCENT LAMP BALLAST.. 


folUr-Ue-tan-1-1e Mm co MMe) ol-1¢-t(- MM Ro ME (oM—4@ Mel -le1a-1-1-Mieolele) (1g 


Vy oh CoM ho ya alola-Me ile ]ah ame) ¢h¢ol0) aman [cloig-t-t-1-1- Mm ol-U11-(-) abi - SEC By, MR co ME SR alan 
eliminates use of costly radiators * 
joaee s HE 00° — * 
HERE 7 
ADVANCE TRANSFORMER CO. ° 2950 NORTH WESTERN AVENUE ° CHICAGO 18, ILLINOIS 











He's the KOOL KOIL PROOF 


AVERAGE TEST DATA* IN 40 C. CBM AND UL HEAT BOX 














BALLAST MAXIMUM MAXIMUM Watts ome PERCENTAGE OF 
TESTED COIL TEMP. °C CASE TEMP. °C Loss LIGHT OUTPUT 
(147 Standard) 
ADVANCE CAT. NO. 
RSH-2E75-S 89° 74° . 23 v 145 97.0 
Ballast ‘‘A”’ 108.5° 86° 26.5 139 93.2 
Ballast ‘'B”’ 105° 87° 28.5 ys 89.8 


























AVERAGE TEST DATA* — REPRESENTATIVE FIXTURES 


METAL SIDES AND PLASTIC DIFFUSER — 4-LAMP SURFACE MOUNTED 
ADVANCE CAT. NO. 














RSH-2E75-S 100.5° 87° 23.5 122.5 82.2 
\ Ballast “A” 124° 103° ye) 111.0 Le) 
Ballast ‘'B"’ pT a 102° 27 108.0 72.5 





DROPPED PLASTIC SIDES — GLASS BOTTOM — 4-LAMP SURFACE MOUNTED 
ADVANCE CAT. NO. 











RSH-2E75-S ee 89° 24 118 79.0 
Ballast ‘‘A"’ 127° 105° re) 107 71.9 
Ballast ‘'B" 119° 104° 27 104 69.8 





GLASS BOTTOM — 6-LAMP RECESSED TROFFER 





ADVANCE CAT. NO. 








RSH-2E75-S 91° 76° 22 115 77.2 
Ballast ‘‘A"’ 113° 91° 23 105 70.4 
Ballast ‘'B"’ 105° 94.5° 25 ney; 68.3 





GLASS BOTTOM — 4-LAMP RECESSED TROFFER 





ADVANCE CAT. NO. 





RSH-2E75-S 99° 86° 22 11 74.5 
Ballast "A" 120° Th 24 104 OW 


























Ballast ‘‘B"’ 117° 102° 27 100 67.3 
*TEST DATA COMPUTED WITH CERTIFIED (CBM) BALLASTS AND (2)F96T12 LAMPS. 





The new ADVANCE KOOL KOIL Fluorescent Lamp Ballast is 
i dal- We |a-t-0¢-1-) Mh cola 7- (ae 3-] Mame dal-Mlall-) ole Mol m@mile lola —.-lo\_lal agile laldiare| 
...1T SOLVES THE HEAT PROBLEM! 


This ADVANCEment required three years of exhaustive 
research, development and testing new grades of steel, wire, 
Tar-ielr-ualolame-lale Motolaal ole] lalel-muy tm Wate ihe IP AVeA\) | Oi silaleh a olalalel— 
the lighting industry the new KOOL KOIL series-sequence 
rey- 11 F-t-) a dal - 4 ao) ol-1e- 8 <-1- 2 ho MR Co 4. @ Bo [-le |g 1-1 Ma ovelo) lame 1h -1 Sa Lo BC) 
natola-Wm ite ]ah ameleh 4 010) aer- Vale ME lalota-y-t-\-\- Mm oy- 11-1) a RG ee CoE i a -— 


i ascal DATA—ADVANCE KOOL KOIL BALLAST—CAT. No. RSH-2E75-S 





/RATED 








CATALOG LAMP NOMINAL LAMP rat tatthi LINE WATTS OPEN DIMENSIONS IN INCHES 
NUMBER TYPE LAMP “| cincuit | VOLTAGE | CURRENT | Loss | CIRCUIT | Mi is as 
WATTS MA (AMPS) VOLTAGE! LENGTH WIDTH HEIGHT | MOUNTING 
(2)F96T12| 74 EET) 118 1.5 24 775 14%" | 3%" 135%" 1374” 









































|RSH-2E75-S (2\F72T12) 55.1 430.| 118 | 1.5.| 24 | 775 | 14% | 3%” | Im" | 13%” 





ADVANCE TRANSFORMER CO. ° 2950 NORTH WESTERN AVENUE e CHICAGO 18, ILLINOIS 








the new line... 
the full line... 
in boxes! 


The first name in fittings—is now your 
first choice in boxes! Many months of 
field work with contractors—elaborate 
development and engineering have 
underscored the launching of this major 
line in boxes. It offers every clean, crisp, 
quality feature you demand—clean 
knockouts, heavy-gauge steel construction, 
bright galvanize finish with anti-corrosive 
chromate protection. More than 
350 items fill out this new complete line— 
including switch and outlet boxes, bar 
hangers and covers—everything to meet every 
one of your requirements. Be sure to 
specify Efcor—in boxes and fittings— 
you can’t buy better! 





| 


SWITCH /\ND OUTLET BOXES 


mas CORP.» 37:50 S7th St., Woodside 77, N.Y. 


Send for this ; 
36-page informative, : ; ELECTRICAL /(‘IT 
- illustrated catalog of fe} 
i Efcor Boxes—today! ; 





’ 


m 20 Years! pasa noe Gat 


“Blended Light’ Protects Your Sight!” 


Unique reflector design MAKES 
FULL USE, for the first time, OF 
BOTH FLUORESCENT and IN- 
CANDESCENT SOURCES — 
blends them to give illumination 
that's easier on the eyes — uni- 
formly distributed over the work 


area. 


ARM EXTENDS by smooth Glide-Action. 
REFLECTOR TILTS, SWIVELS to any needed 


angle. 
ARM TILTS from vertical to horizontal. 


ARM ROTATES through 360°, locks at a 


touch. 


SPRING ACTION CORD extends and re- 


tracts with the telescoping arm. 





Push the profitable amplex line 
FOR SMART ACCENT LIGHTING 


SWIVELITES COLORBEAMS, SPOTLITES, FLOODLITES 











Exclusive double-ball Colorbeams in 8 brilliant 


4 swivel gives instant, } permanent colors. Spot- 
positive fingertip posi- lites and Floodlites from 
tioning. Available in F Baby to Super sizes, also 

, types for permanant in- PA other reflector lamps, 
stallation or as screw-in ral all with pure inside 
s and plug-in units. « a silver reflector surfaces. 


~ 





For complete descripiive literature on the entire amplex line write 





| amplex | CORPORATION 
| Glen Cove Road, Carle Place, L.I., New York Dept. EW-6 
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The distributor 
Shares in the sale 
of every product 

sold under the 

Edwards name 


WHAT YOU CAN 
EXPECT FROM 
EDWARDS ON PRICE 


WHAT YOU CAN 
EXPECT FROM 
EDWARDS ON 
SALES HELP 


WHAT YOU CAN 
EXPECT FROM 
EDWARDS 

ON STOCKING 


A major objective of our advertising 
is to promote the importance of sound 


just that simple. 


This is not only a firmly held policy. It is a 
fundamental protection for distributor 
profits, and thus it is the foundation of our 
sales growth. We must help the distributor 
make money too—because that is plainly 
the one way we earn his active cooperation. 


Good distributor relations are basically 


RoBert L. KEMPTON, GENERAL SALES MANAGER 


No direct selling: when we say that the 
distributor shares in the sale of every 
Edwards product, this means that your 
business can never be undercut by our 
selling direct. 


Edwards works with you ‘on the firing line’: 
e Our salesmen and field engineers give 
you on-the-spot sales and technical help 
with contractors, architects, consulting 
engineers, dealers, and other prospects. 

@ We are also eager to join you in mission- 
ary selling. 

@ We have a new program of expertly or- 
ganized sales meetings, to dramatize to 
your men the best ways to sell Edwards 
signaling products in many markets. 


Stock control: we Offer a voluntary plan 
that helps you get maximum sales volume 
from your inventory of Edwards products. 
How this plan works is explained more 
fully with a case history in the following 
pages. 


One-price policy: Similarly, you will never 
be undercut by Edwards giving a better 
price to another distributor. We maintain 
an absolutely uniform one-price policy. 


@ We furnish sales materials for your every 
need, including distributor and dealer 
product displays, promotion materials and 
programs, merchandising pieces, direct 
mail campaigns, and up-to-the-minute 
product and market information. 


And we back you up with consistent ad- 
vertising and public retations aimed at 
your prospects for Edwards products. All 
of these Edwards services help you com- 
pete against manufacturers who sell direct. 


Quality control!: we maintain modern 
manufacturing methods and rigorous qual- 
ity controls to make sure each item you sell 
lives up to the Edwards Company's ac- 
knowledged reputation for well-made, 
trouble-free products. 


The 
DISTRIBUTOR 


and successful methods of distribution 
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in the electrical industry. 


/ 
<< EDWARDS 





A SOUND 
PARTNERSHIP 


_—— 








Advertisement 


“We sell 
with stock and delivery” 


“The hockey scoreboard at Madison Square Garden needed six high-voltage push buttons in 
a hurry last fall,”” recounts Jack Gingold, who heads up City Electric Distributors. “We got the busi- 
ness because we stock the off-beat item that was needed. This order illustrates perfectly how, day in 
and day out in this tough New York market, business comes to us—because we maintain our reputa- 


tion for really full-line stocking and snappy delivery.” 





* wAR ian ee 


: 4 ; 7 es 
; 
. 








Fast delivery is another powerful 
City Electric sales service, which 
teams up with Jack Gingold’s full- 
line inventory policy. Gingold — 
with his brothers Charles, George, 
and Joe —has built a strong posi- 
tion as an independent distribu- 
tor in the intensely competitive 
New York market: he stresses 
that fast delivery from complete 


stocks can mean tremendous sav- 


Advertisement 


“We've proved that complete stocks 
bring in extra orders for fast-moving 
items too,”” Gingold emphasizes, “and 
not just for hard-to-find equipment 
Contractors want to do all of a day’s 
buying at one place, without sending a 
man to every wholesaler on the street 
When the contractor’s list has a hard- 
to-find item, he usually places the whole 
order with the distributor he knows will 


have the one ‘stopper’.” 


4 iy 
/ rer 
510 We st 34th § 


LOwsacee 


WHOLESALE DISTRIBUTOR 


ings for contractors who might otherwise be faced with idle labor and disrupted 


schedules 


Currently the Gingold brothers operate three trucks, make their own deliveries 


within a 50-mile radius. They offer the same needed stocking-and-delivery service 


to manufacturers, some of them with urgent deadlines to meet as in the case of the 


hockey scoreboard for Madison Square Garden, or like the Defense Department 


subcontractor who came to City Electric not long ago to pick up certain items for 


the Jupiter C satellite that was later successfully placed in orbit 
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John Klieg!, famed inventor and manu- 
facturer of theatrical and special- 
purpose lighting equipment, shows the 
control panel for the hockey and bas- 
ketball scoreboard that his company, 
Kliegl Brothers, built for Madison 
Square Garden. The control panel uses 
six of the unusual Edwards normally- 
closed-contact high voltage push but- 
tons, which were bought last fall from 
City Electric Distributors because this 
firm can deliver even unusual items in 


a hurry, from stock 


“We escape a lot of price pressure, too, 
because of the services we offer,” says 
Jack Gingold. “The convenience of a 
complete line available in a hurry far 
outweighs any small savings, which 
means that we can for the most part 
avoid the great emphasis on price that is 
the curse of so many distributors.” To 
make these services possible, without 
too much capital tied up in inventory, re 
quires careful control of the enormous 
variety of items stocked. Because of its 
full-line policy, inventory control pays 
unusually high dividends to City Elec 
tric. Here Charles Gingold checks in- 
ventory on Edwards products with 
Edwards man Bob Helm. 


How Edwards 
Stock Control 
helps City 
Electric... 


The Edwards Company offers a volun- 
tary stock control plan for distributors, 
to help them get maximum turnover 
and profit out of every dollar invested 
in inventory of Edwards staples such as 
Adaptahorn”, Adaptabel®, transform- 
ers, smal! bells and buzzers, push 
buttons and other contact devices, 
annunciators, and chimes. 


City Electric Distributors, Inc., will tell 
you that they gain in the following five 
ways by cooperating with the Edwards 
plan 


At regular intervals your Edwards 
salesman takes the inventory on 
Edwards products, helps keep 
stock set up for fast service. 


The Edwards salesman maintains 
for you all the records that are es 
sential to successful stock control. 


The stock control plan and inven- 
tory minimums are set up by mu- 
tual agreement, carefully tailored 
to fit your precise needs. 


You get the benefit of Edwards 
nation-wide experience and mod- 
ern business-computer control 
methods in analyzing your stock 
turnover and inventory investment. 


You reduce handling and paper 
work costs through less frequent 
ordering. 


_Epwarps 


Specialists in signaling since 1872 


Edwards Company, Inc., 
Norwalk, Connecticut. 

(in Canada: Edwards of Canada, Ltd, 
Owen Sound, Ontario) 





1958 is the salesman’s year—and the new Edwards 
“Better Selling” program is just what alert distribu- 
tors are now using to increase sales. And it’s backed 
by the Edwards policy of selling only through dis- 
tributors! It’s designed to fit your needs...to give 
you the sales assistance that will boost your volume 
and profit on the Edwards line. 

@ THE "BETTER SELLING” PROGRAM is complete —it 
includes product and market education, a remarkable 
new sales meeting plan, cooperative selling, stock con- 
trol, merchandising aids, direct mail, technical assist- 
ance, follow-up materials for your prospects and for 
your salesmen, and every other modern sales tool! 


DISTRIBUTOR 
— EDWARDS | 


@® THE "BETTER SELLING” PROGRAM is supported by 
advertising and public relations that sells the all- 
important services of the electrical distributor to your 
prospects and ours! 

@ THE “BETTER SELLING” PROGRAM takes care of all 
the details...simplifies and organizes sales effort... helps 
the distributor salesman do a top creative selling job! 
@ THE “BETTER SELLING” PROGRAM Can be fitted ex- 
actly to the needs of each distributor. 

Make sure you take full advantage of this entire selling 
program; call your Edwards salesman or write today for 
all the facts. 

Edwards Company, Inc., Norwalk, Connecticut (In 
Canada: Edwards of Canada, Ltd, Owen Sound, Ont.) 


Specialists in signaling since 1872 


DESIGN « DEVELOPMENT ¢ MANUFACTURE 
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Yes, there ARE clamps with 
complete enclosure 


over the entire range 


of conductors, from 


qmaximum 
to minimum) 


This is the Penn-Union “wrap-around” 
design: A continuous metal wall com- 
pletely enclosing any size conductor 
within the clamp’s range— minimizing 
cold flow, and giving greatest reliability. 
Heavy sections eliminate any danger 
of galvanic action with aluminum-to- 
copper. No copper liners needed. 


PENN-UNION , TYPE ADC Patent Pending 


conductors from No. 6 to JOOMCM ACSR 


Three types take the entire range. Each Penn-Union ADC clamp takes a range of aluminum, ACSR 
or copper in either groove. 


Type ADC, 1 U-Bolt, . é Type A30C, 3 U-Bollt, 
tokes conductors from tae takes conductors from 
No. 6 to 397.5 ACSR. 3/0 to 900 ACSR. 

Type A2DC, 2 U-Bolt, takes con- 

ductors from No. 4 to 605 ACSR. 


Caps and bodies, U-bolts, nuts and lockwashers are of 
high strength aluminum alloys (galvanized steel hard- 
ware also available). Spacers are pure soft EC alumi- 
num, conforming to conductor stranding, and are acid- 


a a = pt ath toe to provide an oxide 1/0 ACSR to No. 6 str. Galvanized steel hardware. 
ree, clean metallic contact surface. Hex head bolt optional. Each PCA 


VISIT US at BOOTH 114 clamp is filled with “Cual-Aid” con- 
NAED CONVENTION tact compound and packaged in indi- 
PENN-UNION ELECTRIC CORP., Erie, Pa. vidual plastic bag. 


There’s a NEW and BETTER way 


at 


Penn-Union Type PCA Clamp— for Easiest Installation 
This aluminum parallel clamp is hooked onto the run with 
a twist of the wrist, when only part open. But the fingers 
completely wrap around AL or CU conductors. 
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This picture shows why... 


Anaconda’s Duralox Cable 
cuts customer's installation 
costs up to 50% 


Duralox needs no conduit— 
saves your customers time, money, manpower. 


Duralox* is alre acy enclosed in durable yet Duralox is easily moved and is 100°, sal- 


exible, metal armor. Thus, it can be in- vageable — makes customers plant opera- 
stalled without conduit—in long runs over tions more flexible 
and around obstructions, in trays, indoors 
, And Duralox s lower reactance in higher 
or out. 
voltages — because of the close spacing ol 
conductors -results In reduced voltage drop 


and more efficient powel distribution. 


Be ready to supply new business with 
Anaconda Duralox Interlocked Armor 
Cable. It's available in all popular sizes and 
voltages - copper or aluminum conductors 
with rubber plastic or varnished-cloth in- 


sulation 


Talk to the Man from Anaconda about 
the profit opportunities in Duralex. And ask 


tor: 


BULLETIN DM5606 on Anaconda 
Duralox Cable or writ Ana 
conda Wire & Cable (¢ ompany 
25 Broadway, New York 4, N. ¥ 


MM THE FLEXIBILITY of Duralox Cable enables 
neat, efficient installation and facilitates 
equipm nt and terminal connections 


LIVE BETTER 


FITTING NEATLY AROUND BEAMS, Anaconda “emer” SEE THE MAN FROM 
4 Duralox Cable is installed at Louis Allis Com = 
pany Milwaukee. Cable is 600 volt. 500 Mem (j 


FOR DURALOX POWER CABLE 

















< 


: * | 

’ | 
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A lighting job to be proud of. Shopping center in Chicago area uses square shaped light patterns which “butt” together, eliminating 
Revere Ultra-Lites, which provide uniform, high-level illumination “dark spots.” The Revere heavy duty hinged poles allow mainte- 
while reducing pole requirements 50% to 75%. Ultra-Lites throu nance at ground level—an additional economy feature for the user. 


Outdoor lighting from one responsible source 


Widest line of matched fixtures 
offers the one best lighting solution 





Whether your customer is planning a parking lot fittings . . . Revere has them all, matched to “fit” for 
installation like the one shown above, or whether he’s top performance 
going to light a football field, Revere has the outdoor 
lighting equipment he’ll need. Only Revere offers the 
wide choice to do the best job the most economical way 
Hinged and rigid poles . . . mercury, incandescent or a letter will bring a Revere sales engineer to help 
ind fluorescent luminaires floodlights, fixtures and solve your customer’s special lighting problems. 


Write for catalog covering Revere’s complete line of matched outdoor lighting equipment 
CAVA Revere Electric Mtg. Co., 7420 Lehigh Ave., Chicago 31, Illinois 
VAABA- , Available in Canada thru Curtis Lighting, Ltd., Leaside, Toronto, Ontario 


You'll find it simpler, easier ordering from Revere: 
one shipping schedule, one billing schedule. And a call 


OUTDOOR LIGHTING: Industriat + Commercial * Service Stations * Streets * Sports * Airports * Shopping Centers 
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‘THIS TOOL IS YO 


URS “°°. 






WITH THE 


HYLUG KIT #11 


You get the $3.95 tool FREE of any extra charges in every 






HYLUGS 






in Flip-Top 





boxes come 






in 29 popular 





HYLUG KIT #11. It cuts bolts, crimps on HYLUGS, cuts and strips \ 





wire — and fits your hand the way a tool should. You also get 





250 HYLUG terminals in three Flip-Top boxes. .. sizes 18, 14 and 10. 
Do the job the modern way .. . flip out the HYLUGS you need as 






easily as reaching for a cigaret. See for yourself . . . call your local 






Burndy distributor and tell him you want to see the Kit. You'll breeze 






thru your next wiring job with Flip-Top HYLUGS and the Burndy HYTOOL 


Items bought separately cost $11.45 
$ 50 
price of Kit #11 complete with YIOM HYTOOL 

















58-9 


Norwalk, Connect. 
Toronto, Canada 





{ 7 4 mee i Co 
Sherarduct NO recent! ea 


Rigid Steel Conduit \(K 


(Prawn 


A 


LOOK TO NATIONAL ELECTRIC FOR DEBI 


“DOWER 


Xduct Junior E.M.T. 


Lo-Loss Feeder Busway “ % 


1.P.1. “Plug-in” Busway 


Nepcoduct 
Underfloor Raceways 


Headerduct 
Underfloor Raceways 





Metal Molding 





“Plug-in” Strip 


Baseduct 


Surfaceduct 





Twinduct 








Wirewa 


National Electric Products 


PITTSBURGH, 2 Plants « 12 Warehouses « 41 Sales Offices 








an unbeatable combination! 


1} Ol 0mn'7--la-Wre) mo) eles ilet-| M-> 4ol-1u1-1 | ct: 


ALABAMA 
BIRMINGHAM (5)—Robert S. Morrison, 15 yrs. expe- 
rience, 1028 Seventh Avenue, South—Fairfax 3-1559 


ARKANSAS 
LITTLE ROCK—N. B. Nichols, 18 yrs. experience. 
2509 Bishop Street—Franklin 4-6797 
CALIFORNIA 
SAN FRANCISCO—Electrical Sales Co. Robt. J. Henry, 
18 yrs. experience. 947 Folsom Street—Exbrook 7-2087 
COLORADO 
DENVER (2)—F. E. Staible & Sons. F. E. Staible, 40 yrs. 
experience. 2046 Arapahoe Street—Tabor 5-3991 
FLORIDA 


CLEARWATER—Elimer Rasmussen. 30 yrs. experience. 
Harry Meyer, 20 yrs. experience. 205 Court Square 
Building, 606 Court Street (P.O. Box 264)—3-2542 


FT. LAUDERDALE—P. J. Webb, 41 yrs. experience. 
2108 N. E. 22nd Street—Logan 4-5046 
MIAMI (47)—Bryan P. Fisher, 37 yrs. experience. P.O, 
Box 365, N. W. Station—Murray 8-3839 


GEORGIA 


ATLANTA (2)—Herman Junghans, 32 yrs. experience. 
(P.O. Box 111), 37 Wilshire Drive, Avondale Estates, Ga. 
—Butler 9-3284 


ILLINOIS 


CHICAGO (7)—Triangie Equipment Co., Inc. Ralph W. 
Anderson, 29 yrs. experience. 610 W. Van Buren Street. 
Franklin 2-3630 


Here's a combination 

that just cannot miss— 
quality-engineered and 
precision-built products and 


an organization of sales 


engineers whose combined oS) 
experience and technical gy 


know-how exceeds 1100 o) 
_—@ 


years. Put this team to work 
for you by including Frank 
Adam equipment on your 


next job. 


g 
Oe fe 


INDIANA 
INDIANAPOLIS (2)—Harry L. Dickinson, 40 yrs. expe- 
rience. 1635 Gent Avenue—Melrose 1-0993 


IOWA 


DAVENPORT—Midwest Equipment Co. Lee Larson, 18 
yrs. experience. P.O. Box 532, 2946 Arlington Avenue— 
7-4074 


DES MOINES—Midwest Equipment Co. Fred J. Rein- 
acher, 34 yrs. experience. 842 Fifth Ave.—Cherry 3-1203 


KENTUCKY 


COVINGTON—H. E. Bracke & Co. H. E. Bracke, 39 yrs, 
experience. Bern Hackman, 32 yrs. experience. 1653 
Madison Ave.—Hemlock 1-2299 


LOUISIANA 


NEW ORLEANS (12)—Wm. J. Keller, Sr., 48 yrs. expe- 
rience. 415 Natchez Street—Magnolia 3603 


MARYLAND 


BALTIMORE (2)—E. A. Gerstenberg, 40 yrs. experi- 
ence. 302 East Federal St.—Vernon 7-1100 


MASSACHUSETTS 
BOSTON (29)—Herbert Madden Co., Inc. Herbert Mad- 
den, 20 yrs. experience. 17-23 Phipps St.—Charlestown 
2-5310 


MICHIGAN 


DETROIT (35) — J. P. Laughlin, 43 yrs, experience. 
16245 Meyers Road—University 4-6424 


/_ 
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plus QUALITY PRODUCTS 


MINNESOTA 
MINNEAPOLIS (2)—Cooper, Page Co. S. H. Page, 27 
yrs. experience. Leo H. Cooper, 49 yrs. experience. 
b17 Natl. Bidg., 429 Second y So. fat 6-2121 


MISSOURI 
KANSAS CITY (8) — B. L. McCreary & Son. B. L. 
McCreary, 57 yrs. experience. 1819 Central Street— 
Harrison 1-1668- 


ST. LOUIS (6)—Otto H. Rottmann, 43 yrs. experience. 
1023 N. Grand Bivd.—Jefferson 3-7100 


NEBRASKA 
OMAHA (2)—Midwest Equipment Co. H. G. Sewell, 21 
yrs. experience. Al Sorenson, 32 yrs. experience. 1614 
izard Street—Atiantic 7600 


NEW YORK 


BUFFALO (2)—Herbert C. Zang, 27 yrs. experience. 
99 Crestwood Avenue—Victoria 3677 


MT. VERNON—Fred G. Kraut & Son. Fred G. Kraut, 
ma) 44 experience. 140 Mt. Vernon Avenue—Mt. Vernon 


SYRACUSE (10)—F. L. Grant, 40 yrs. experience. 625 
Cumberland Avenue—GR. 2-1831 


OHIO 
CLEVELAND (14)—Gordon F. Stofer & Bros. Gordon 
Stofer, 21 yrs. experience. 2400 Superior, N.W.— 
Superior 1-3535 


COLUMBUS (4)—Gordon F. Stofer & Bros. 101 N. High 
Street, Room 306—Capitol 1-4403 


Plugin-Type Busduct 


QP Circuit Breaker Panelboard 
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OKLAHOMA 
OKLAHOMA CITY (6)—Ray Sullens, a4 yrs. experi- 
ence. 1941 N.W. 17th St.—Jackson 8-2979 


TULSA (5)— Eimer W. Luebbert, 35 yrs. experience. 
1203 E. 31st St.—Riverside 2-8684 


OREGON 
PORTLAND—Smith & Thomas Co. Gordon Hooper, 20 
yrs. experience. 4333 N.E. 54th St.—Atlantic 1-2613 


PENNSYLVANIA 
PHILADELPHIA (6)—Robert Lombard, 11 yrs. expe- 
rience. 711 Cherry Street—Wainut 2-2655 


PITTSBURGH (36)—Wm. E. Wargo, 18 yrs. experience. 
211 Yarrow Lane—Tuxedo 4-5800 


TEXAS 


DALLAS (1) — James H. Meece, 12 yrs. experience. 
2807 Alien Street—Riverside 7-0108 


HOUSTON (2)—Barney L. Winkler, 27 yrs. experience. 
776a M. & M. Building—Fairfax 3-6225 


VIRGINIA 


RICHMOND—W. E. Sullivan, Jr., 18 yrs. experience. 
6211la West Broad Str. Road—Atlantic 2-4291 


WASHINGTON 


SEATTLE (4)—Smith & Thomas Co. Gwin L. Smith, 15 
yrs. experience. 568 First Avenue South—Mutual 6934 


SPOKANE—Smith & Thomas Co. James Chamberlin, 
20 yrs. experience. 7924 Excel Drive—Fairfax 8-1192 


SAHD Shutibrak 
Switch 


Klampswitchfuz Type Switchboard 


FRANK ADAM ELECTRIC COMPANY 
BOX 357, MAIN P. O. © ST. LOUIS 3, MO. 


makers of 
busduct * panelboards » switchboards + service equipment 
safety switches + Joad centers + Quikheter 





¢New From Ruby-Philite . . . 


14\ 


S/ |2%" 
TLIITIriitiiiirT 
R.S. 2 & 3 LAMP 40W — 49° LONG 
244" 
ee Y2m' 
LETIETITIrirrrrririrrrirrriiri4ririririiirry 
R.S.4& 6 LAMP 40W — 49° LONG 


@® NEW SERIES 21 was designed 
with the architect and consumer specifically in mind. 


Wide shallow sculptured steel sides; available in a variety of shieldings 
which can be interchanged in one complete fixture. 








SHIELDING NO. TYPE OF HINGED SHIELDINGS 





-3A SHALLOW SMOOTH FACE DISHED MOLDED PLEXIGLAS 
— 3D- SHALLOW RIBBED MOLDED VINYL 
- 4H HONEYCOMB LOUVER 
5 TRANSLUCENT WHITE PLASTIC LOUVER 
5C PLASTIC LOUVER AVAILABLE IN YELLOW, PINK, 
BLUE, GREY (LOW-BRIGHTNESS), AND GREEN 
FRAMED RIBBED ALBALITE 
ACRYLIC PRISMATIC CLEAR LENS 
POLYSTYRENE PRISMATIC CLEAR LENS 
CORNING NO. 70 LOW-BRIGHTNESS LENS 
CORNING NO. 71 LOW-BRIGHTNESS LENS 





Versatility of design creating 2 ft., 3 ft. & 4 ft. square fixtures -- 2% shallow 


lt 


e Write for catalog pages 


RUBY-PHILITE CORPORATION PROVEN 
32-02 QUEENS BLVD., LONG ISLAND CITY 1, N. Y. LIGHTING 
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is an investment 
with unlimited 
potential for 
Profits and 
Growth! 








Your Crouse-Hinds Distributorship Insures... 





Selected 
Distribution 
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We think of our distributors 
as partners in the marketing of our 
products. In that spirit we strive to do 
our part—as explained on these pages. 


In that same spirit we look for our 
distributors to do the same. With this 
in mind it is natural that proved, 
reputable firms are favored for 
appointment as distributors. This does 
not necessarily mean the largest firm 
in a given area. It does mean 
aggressive, forward-looking outfits 
who know that building a reputation 
for quality and completeness of stock 
and prompt, dependable service 
pays off in growing profits. 


Your Crouse-Hinds Distributorship Insures... 


in these three ways... 


AUTHORIZE O 
WSTRIBUTOR 


No direct factory- 
to-customer competi- 
tion. All sales devel- 
oped as a result of work 
by Crouse-Hinds field 
men are funneled 
through local distribu- 

tors. No two-timing ... all the leverage on sales 
opportunities is in your hands. 


One price, one discount for all. All Crouse- 
Hinds distributors are treated alike. List prices, 
discounts, terms, delivery and field service are the 
same for all. No “Special” discounts: Every last 
penny goes into the superior quality of products, 
service, and promotion of your opportunities. 


Distributorships are strictly limited to the 
number required adequately to serve a given 
area . . . assuring maximum potential for each 
distributor. 


A Crouse-Hinds Field Representative 
does not recommend the patronage of one distrib- 
utor over another. 





Your Crouse-Hinds Distributorship Insures... 


“Condulets* or approved equal” is a standard 
notation on spec sheets all over the country. This 
is a result of the proved quality, durability, and 
design leadership of the world’s most complete 
line. Here are just a few Crouse-Hinds “firsts” 


First complete line of explosion-proof equip- 
ment ... a head start for you in the rapidly 
expanding market for explosion-proof and dust- 
ignition-proof equipment in hazardous locations 


[Se —— 
ry 


The first approved lighting system 
for Class I, Groups A and B loca- 
tions. 


Examples: 


ys 


Just announced: The first 
explosion-proof lighting fix- 
tures for mercury vapor 


lamps. 
First cast conduit fittings . . . first complete line 
of such fittings. Contractors know they can get 


any regular or special fittings from you. There is 


only one “Condulet.” 
2S F 


First complete line of enclosed floodlights for 
heavy-duty use. 


Your Crouse-Hinds Distributorship Insures... 


Design 
Leadership 


Design Department: The Crouse-Hinds Design 
Department is the largest in our industry, han- 
dling both new product design and application 
engineering. This enables us to make the many 
design modifications for special applications re- 
quested by your customers. 


Testing Laboratory: The Crouse-Hinds Testing 
Laboratory is the only one in existence, outside 
of the Underwriters’ Laboratories, that is fully 
equipped to test explosion-proof equipment for 
all Classes and Groups under Article 500 of the 
National Electrical Code. 


Underwriters’ Laboratories 

Relations: A senior Crouse- 

Hinds engineer has the full- 
time job of Underwriters’ Laboratories Coordina- 
tor. Under his guidance, our engineering staff 
works very closely with UL on all product devel- 
opment. A UL inspector is in residence at our 
plant most of every year. 





Your Crouse-Hinds Distributorship Insures... Your Crouse-Hinds Distributorship Insures... 


Advertising 


Crouse-Hinds leaves no stone unturned to 
reach each of your prospects with effective 
advertising to let him know that you are his 
source of supply for Crouse-Hinds products 
to bring him into your establishment... in short, 
to convert suspects into prospects, prospects into 
purchasers, purchasers into regular customers 





Key man in these efforts is 


The Crouse-Hinds Field Representative 





Behind the Counter... He trains sales- 
men keeps your inside and outside men posted 
on latest products, answers their questions. Sup- 
plements day-to-day contacts with regular meet- 
ings on specific items, holds open discussions on 
current problems. Knows how, shows how for 
your customers with convincing demonstrations. 
Kee ps you informed on cle sign and applications 
er du os. At your TN makes — Monthly Trade Advertising in all the leading 
tions on stocking to insure a well-balanced supply national trade magazines, reaching the key buy 


} 
Ing influences In your are 


Most Complete Catalogs in the Business. \lor 
than 15,000 items listed in the Condulet line alone! 


Technical Literature, t 
eS 


plications, mailed by t 
’ , 
throughout the year 


Distributors’ Helps: Dir 


cards, ad reprints, and 


National Trade Shows, 
displays staffed by fie 


In the Field . . . He makes regular calls on 


customers and prospects in your territory. Helps 


uncover new sales potential by frequent talks CROUSE HIND és 
with architects, engineers. Assists customers in S 3 


specifying correct sizes, types, etc Explains appli- 
; MAIN OFFICE AND FACTORY: SYRACUSE, NEW YORK 


cations, ratings, code requirements. Follows up 
contacts W ith ( alls on everyone in customers @ CONDULET® ELECTRICAL EQUIPMENT (Explosion-Proof and Conventional) @ FLOODLIGHTING 
@ TRAFFIC CONTROL SYSTEMS @ AIRPORT LIGHTING and WEATHER MEASURING EQUIPMENT 


organization who influences purchases. Makes 


These products are sold exclusively through electrical distributors. For application engineering help. contact one 


ure customer's product information is up to date. of the following offices 


Helps prepare unusually complex bids ' j : tharscoryp 3 Emon 
. : Resident Representatives: Ai! 


LITHO IN U.S.A. 





June, 


No. 6 in a series 


Right off the CL/e%re _ 


A computer-controller system is 
said to be capable of landing 120 
jet planes per hour. Human con- 
trol can average no better than 
40 per hour. 


& 
Dockside facilities at SIMPLEX’ 
Submarine Cable Division in 
Newington, N. H. are extensive 
enough to continuously load two 
of the largest submarine cable 
ships simultaneously. 


& 
A new plant is reported to cut 
the manufacturing time of indus- 
trial carbon components from 
eight weeks to eight minutes. 
re 

A “building block’ technique, 
using miniature plug-in units, 
makes it possible to build an 
electronic computer small enough 
to go on an office desk. 


wa 
An iron-aluminum alloy has been 
made, the behavior of which in- 
dicates that there is a relation- 
ship between rusting and mag- 
netism. 
Some fruit trees have been found 
to ripen earlier after long ex- 
posure to gamma radiation. 
At least one of the new “‘exotic”’ 
rocket fuels is being made in 
solid form and others are ex- 
pected soon. 


& 
A patent has been issued for a 
radioactive “‘go-devil”’ (a device 
for cleaning pipe lines). If it 
sticks in a pipe it can be located 
with a Geiger counter. 


a 
It is estimated that malicious 
damage to street lamps costs 
New York City a quarter of a 
million dollars a year. A new 
plexiglas globe makes this sort of 
vandalism almost impossible. 


Cx 


Instead of the usual bracing and 
shoring, inflatable cushions are 
being used to wedge freight 
tightly in box cars. 


One of the new guided missiles is 
launched from an automatic base 
which computes the location of 
the attacking object, calculates 
its speed and the proper point for 
meeting it. It also loads and fires 
the missile automatically. 


A micro-porous synthetic ma- 
terial holds a liquid, such as an 
ink or lubricant, and gives it off 
at a controlled rate. 


Damage to small delicate parts 
on a conveyor can be avoided by 
a new belt that uses permanent 
magnets to hold the pieces apart. 


Glass-reinforced plastics can be 
strengthened by the use of a spe- 
cial new glass containing copper 
oxide. 


ho 


—, 


Further information on these 
news items and on Simplex 
cable is available from any 
Simplex office. Please be 
specific in your requests. 


A new wool-like synthetic fiber is 

yater-repellent, quick-drying 
and less expensive than other 
synthetics. 


A device for measuring the power 
output of a turbine involves an 
inner and an euter gear in con- 
stant mesh with free space be- 
tween the teeth. This space is 
filled with oil on which the pres- 
sure can be measured. 

Simplex Wire & Cable Co. was 
the first to adapt interlocked 
armor (CONDEX) for use with 
underground cable in 1924. 


A logging company is using plas- 
tic nails to fasten logs together. 
They neither rust nor damage 
saw blades. 


Paralyzed fingers can be made to 
move by means of tiny artificial 
muscles powered by a carbon di- 
oxide cartridge. 


4 - o 
** The American manufacturers of transoceanic telephone cables” 
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Research conducted by two 
Simplex scientists in the early 
1920’s resulted in the first truly 
moisture-resistant rubber insula- 
tion. The isolation and removal 
of the proteins that are always 
present in natural rubber was the 
basis of the now famous ANH Y- 
DREX family of insulations. 


Foamed aluminum is being made 
for use as a core in sandwich 
construction. 


An electronic device checks the 
accuracy of aircraft guns with- 
out firing them. 


<< 
~~ 


Rooftop Laboratory 


These cable samples, twisted 


ind bent 


to exert maximum stress on insulations 


and jackets, are 


undergoing sun-crack 


endurance tests atop the Simplex plant 


at Cambridge. Many of these 
have been exposed to the 
as long as fifteen years ind 

haven't cracked vet one 


ample of the many punishing 


This is 


samples 
elements for 
they 


ex 


tests 


which Simplex insulating and jacketing 
compounds, such as Anhydrex, Thermo 


plex and polyethylene, are 
before they win final approval 
It’s all part 


sub jec ted to 


of a comprehensive sys 


tem of quality control which has helped 


make Simplex the leader in cable 


search and manufacture 


re- 


SIMPLEX WIRE & CABLE CO. 


Cambridge, Massachusetts and 
Newington, New Hampshire 








STANDARD POWER FITTING 


Will accommodate ali known 
receptacies up to 50 amps 


ABANDONED OUTLET PLATE 
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CUSTOM TELEPHONE FITTING 


Will accommodate from one to three 
Western Electric 44-A terminal blocks 


FLUSH FLOOR SERVICE 
FITTING 


Jats aia t. q 


Tawa 


MULTIPLE TELEPHONE 
SERVICE FITTING 


Will accommodate up to six Western Electric 
44-A terminal blocks and one buzzer 


STANDPIPE FITTING 


i © 


SPANG SERVICE FITTINGS 


NEWEST DESIGNS 

All fittings are of engineered design to 
incorporate latest styling and easy- 
working features. 


FAST INSTALLATION 
EASY ADJUSTMENT 


Easy to wire. Extra-roomy design pro- 
vides ample working area and space for 
excess wiring. Fittings adjust quickly 


into place. 


COMPLETE LINE 

There’s a SPANG Service Fitting for 
every type outlet. Your choice of high- 
lustre brass or brushed aluminum. 


INTERCHANGEABLE 

SPANG Fittings are easily adapted to 
other underfloor duct systems. Exclu- 
sive SPANG Adapter assures fast in- 
stallations. 


LONG SERVICE LIFE 


Once installed, SPANG Fittings can’t 


SPANG-CHALFANT 


twist or turn. Exclusive neoprene gasket 
seal makes fittings watertight. 


MAKE SPANG 
YOUR FIRST CHOICE! 


SPANG Standard Underfloor Duct and 
SPANG Industrial Duct for use with con- 
ventional slab construction, and SPANG 
Headerduct for use in cellular floor 
construction offer many time-saving 
advantages. Available through SPANG 
Distributors all country. 
Write for complete information. 


across the 


DIVISION OF THE NATIONAL SUPPLY COMPANY 
General Sales Office: 2 Gateway Center, Pittsburgh 30, Pa. 


District Offices and Sales Representatives in Principal Cities 
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DWP RI 


THE BEST YOU CAN BUY! 
SPANG CONDUIT AND FITTINGS 


QUALITY-CONTROLLED 
MANUFACTURING 


SPanG Conduit and Fittings are manu- 
factured under close control to assure 
you of top-quality products. 


TOP-QUALITY FINISH 


Hot-dipped, black enamel or SPAN- 
GLEAM won’t chip, peel or flake under 
severe bending strains. All couplings 
are electro-galvanized. 
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TESTED AND INSPECTED 


Before shipping, a sample of each lot is 
carefully checked to be sure you get 
only the best! 


EASY TO WORK WITH 


Uniform throughout, SPANG Conduit 
cuts and bends easily, speeds installa- 
tions, helps cut time costs. 


LONG SERVICE LIFE 


SpaNG Conduit assures positive ground- 
ing, is highly resistant to corrosion, 


SPANG-CHALFANT 


DIVISION OF THE NATIONAL SUPPLY COMPANY 


General Sales Office: 2 Gateway Center, Pittsburgh 30, Pa. 
District Offices and Sales Representatives in Principal Cities 


provides years of top-quality wiring 
protection. 


MAKE SPANG 
YOUR FIRST CHOICE! 


You'll get top quality every time... 
and keep installation costs down, too! 
Your nearby SPanG Distributor carries 
the complete line of SPANG Conduit 
and Fittings. He'll give you top-quality 
service on your order. If you're not a 
SPANG “regular,” give SPANG a try. 
You'll like the results! 


VISIT SPANG 
BOOTH 603 


NAED Convention 
June 8-12 
San Francisco 





SORGEL Dry-Type Transformers 


To change higher voltage distribution service 
to lower voltage lighting and power circuits 


SORGEL Dry-Type Transformers 


are the most practical type for indoor installation 


SORGEL dry-type transformers can be installed at load centers, using 
higher voltage feeders, requiring smaller copper, increasing efficiency. 
improving voltage regulation and reducing wiring costs. 


COST LESS TO INSTALL, because they are all self-contained in a single 


unit — either single phase or 3-phase — equipped with substantial wall 
brackets or floor mounting base, No separate brackets to make or buy. 
Easily accessible, roomy connection compartment. Solderless terminals. 


QUIET OPERATION. All Sorgel dry-type transformers are so quiet that 
they can be installed in any convenient place in institutional, commercial, 
and industrial buildings, thus assuring the most efficient distribution, best 


voltage regulation, and lowest wiring cost. 


TYPICAL APPLICATIONS—( Jperate 120 volt lighting and portable equip- 
ment from 240, 480 or 600 volt power circuits. 

For high voltage interior distribution systems of 2400, 4160, 4800, 7200, 
13.200 and up to 15.000 volts 


= ol, iii 


i 
bole 
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1000 Kva, 3-phase, 13,200 volt 
substation, with primary fused 
load break switch, metering and 
secondary breakers. 


50 Kva 3-phase, 480 to 208Y/120 volts 
Wall mounting transformer. 
Connection compartment panel removed. 


Complete line 


V4 Kva to 3333 Kya single phase. 

1 Kva to 10,000 Kva 3-phase. 

All standard voltages, and 120 to 15,000 
volts, and any intermediate or special 
lower voltage. 


Tested and approved by Underwriters 
Laboratories on all ratings covered by 
the Re-Examination Service both 
single phase and 3-phase 


Sales Engimeers in Principal Cities. 
Consult the classified section of your phone 
directory or write to the factory. 


Also special transformers 
and saturable reactors 


Substation transformers 


The same quiet SORGEL trans 
formers, in ALL ratings up _ to 
10,000 Kva and up to 15,000 volts, 
are also incorporated in substa- 
tions. Procurable with any type 
or make of switchgear, and from 
any substation manufacturer. 


SORGEL ELECTRIC CO., 832 West National Ave., Milwaukee 4, Wisconsin 


SORGEL transformers are also regularly advertised in 
Power Industry—Consulting Engineer—El 


Maintenance lectrical Engineerine—OQOualified Contractor 


pr 


Industrial Heating—Chicago Electrical News—Thomas Register—MacRae’s Blue Book—Conover-Mast 
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To All Our Distributor Friends . 


i 


PHELPS DODGE © PPER PRODUCTS 
CORPORATION 


cordially invites you to 
our Conference Booth 
during the convention of the 
NATIONAL ASSOCIATION 
OF ELECTRICAL DISTRIBUTORS 


Civic Auditorium, San Francisco, Cal. 
june 8-12, 1958 


visit 


PHELPS DODGE CoPPER PRODUETS 


CORPORATION 


' 300 PARK 
AVENUE, N 
, ' EW YORK 
; “ae . 22, ws 


— 
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Only accurately tapped 


Columbus. 


COUPLINGS 


can assure 
tight connections 


COLUMBUS Couplings are precision manufactured 
throughout to ensure highest quality. Accurate tap- 
ping and careful special chamfering for water-tight 
joints assure completely satisfactory installations. 
Uniform dimensions resulting from precision man- 
ufacturing, plus rigid inspections, have created an 
increased demand for COLUMBUS Couplings every 


year. 


COLUMBUS Couplings are hot-dipped galva- 
nized or black enameled — available in all sizes 
from 42” to 6”. Sizes %” to 2” are conveniently 
packaged at no extra cost. Sell COLUMBUS fittings 
for profitable repeat sales. 


plus this extra service 


You can get speedy delivery of 
all COLUMBUS fittings from any 
of the 10 conveniently located 
warehouses. ? 





Look for the U. L. 
label when buying elbows 
and nipples. 


SOLD ONLY THROUGH 
RECOGNIZED WHOLESALERS 





CONDUIT PIPE PRODUCTS CoO., OF y CHIO 


PIPE COUPLINGS ¢- PIPE NIPPLES « ELBOWS, RIGID & E. M. T. 
RUNNING THREAD « GOOSENECKS © WALL PLATES 
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the virden 


| e efj- ri 
V-8046. Complete packaged ceiling $73.25 list. 
Slightly higher west of the Rockies. 


A 4’'x 6’ “Packaged” Unit for Bathrooms, Kitchens 


For New Homes...Old Homes...Modernization 


The new Virden Sunshine Ceiling.* A complete package. Plan now to use it in your next job, 

packaged unit that installs quickly and easily new or old. See the model now on display at 

to any ceiling surface. Electrical channel sys- your Virden distributor, or write John C. 

tem fastens to ceiling — satin white suspended Virden Co., Dept. EW, 6103 Longfellow Ave., 

grid holds plastic diffusers (814"’ drop). Uses Cleveland 3, Ohio. 

six 100W incandescent lamps to flood the room 

with even, glare-free “‘sunshine’’. A sure-fire Vird 

sales clincher in new homes. A terrific plus- ie en i 

profit maker for use in existing homes or on Distributors — Note! 

modernization jobs. A, Builders and contr. 
this ad in their me 
your model is on d 


actors will see 
azines, Be sure 
isplay! 


Luminous ceilings promise to be the next big 
development in home lighting. Virden brings 
it to you now in a complete easy-to-install 
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Chemical Manufacturers 
KILLARK 


Bottled Gas Co. Safety-proofed 
with Rugged, Non-sparking 


Killark Fittings and Fixtures 


The bottling and handling of propane gas 
requires care and caution every step of the way 
including safe, spark-free electrical fittings and 
lighting fixtures for the areas that are to serve it. 
To fill the need for quality-you-can-count-on fit- 
tings, the Ruby Propane Gas Co. of Effingham, 
Ill. chose the Killark line for installation 


throughout their plant 


fk lectr a al Contractor 


S {SUUEEE DEES 
a @e i wbi x BE we Lawrence Dust Electric Co., Effingham, Ill. 


Killark Representative 


, SPCRRTRTrs. Ralph Hinchman, St. Louis, Mo. 











: — >) 
Two scenes of the 
Ruby Propane Gas Co. o- 
loading dock, safely lit for A fs +.  e 
night use with Killark a 
Explosion-Proof fixtures. s } i 


See Killark Booth 314 In the background of this close- 
) OL & é « < > gas 
National Association Electrical ie pradilie yd pssst 
of safety”’: Killark explosion- 
Distributors Convention proof switches, explosion-proof 
receptacle and a 

seal-off fitting. 














ELECTRIC MANUFACTURING COMPANY 


Vandeventer and Easton Aves. St. Louis 13, Missouri 





Specify the Safety of 
rook ELTTTINGS 


Hazardous Plant Area Protected by Killark Fittings 
and Fixtures—-Strong Alumalloy Construction 
Rust and Corrosion Free. 


Because the E. F. Houghton Company of Detroit, 
Mich. manufacturers special chemicals, including oils and 
greases, the interior plant area requires explosion-proof 
electrical fittings. The Killark line of Alumalloy fittings 
was specified throughout the job...a tribute to Killark 
design for safety ...strength.. . long life... and good looks. 


Electrical Contractor: Sarin Electric Co., Detroit, Mich. 
Killark Representative: Reicher Elec. Sales Co., Detroit, Mich. 


e XP-215-22 
XT-2 Explosion-Proof Switch 
Fitting 
ae eet A ’ 
. e EY-2 





5 « EKK-218 
Seal-Off Fitting Flexible Coupling 
Mr. Vic Sarin of Sarin Elec. Co., looks on as a member of 
the E. F. Houghton Co. points to several Killark fixtures 
used to connect a pump installation. 





Killark Explosion-Proof fixtures now provide ample, safe 
light throughout the plant. They feature adequate ven- 
tilation for cool, efficient operation ...can be relamped 
in seconds without tools . . . have a rugged body to contain 
internal explosions, 


Killark Flexible Coupling is used to hook 
up motor installation. 








laniane 
KILLARK REPRESENTATIVES 


ATLANTA 8, — Ernest T. Loyd, Inc., 69 Mills St., N. W. DETROIT 14— Riecher Electric Soles Co., 8319 Mack NEW YORK CITY 33—W. J. Wickenheiser Co., 600 

BALTIMORE 18 — Leo T. McCourt Co., 11 West 25th Sr. Ave. West 18)st St., Room 22 

BOSTON 27 — Electrical Agencies, Inc., 49-51 ‘'D"’ St. KANSAS CITY 8—Wm. 8. Terry Organization, 616 PHILADELPHIA 3—Harry G6. <Anschuetzr Co., 2014 

BUFFALO — Eberhardt Electric Sales, 278 Johnson St W. 26th Sr. Chancellor St 

CHICAGO 7 — Harry J. Kahn Electric Sales, 1528 West LINCOLN — W. C. McConkle, 2467 Pork Ave PHOENIX — Kenneth Anderson Co., «/o Mr. Melvin C 
Adams St LOS ANGELES 33 — Kenneth Anderson Co. 123 South Long, 422 S$. 7th Ave 

CINCINNATI 37 — Arthur L. Ehlers Co., 1031 Meta Drive Myers St. PITTSBURGH 9— Crescent Sales o., Inc., 4830 

CLEVELAND 14—Lusty-Thomson Co., 2140 Humilton Ave MILWAUKEE 2-— Martin-Goertner Soles inc., 1108 McKnight Rood 

DALLAS 2 — Geo E. Anderson Co., 190! Griffin St. North Third SAN FRANCISCO —F. M. Nicholas Co., 714 Harrison St 

DENVER 4— Kenneth B. Schumann Co., 1073 Galapage MINNEAPOLIS 2-—Harry P. Smith Co., 826-27 Andrus SEATTLE 4— Northwestern Agencies, Inc., 4130 First 
t. Bidg. Ave., South 





























RATE THEM WITH THIS CHECKLIST 
YOU GAVE US YOURSELF 


Electrical distributors were asked, ““What do you want in an 
ideal product?” 

This checklist is made up of the 21 most-asked-for specifi- 
cations. Use this sheet to compare all the products you sell. 
We print it because we are confident you'll see that General 
Electric Lamps rate high on every point. 

An important part of our success is due to the top-flight 
distributors we have on our team. To these orgam:zations and 
the men that, day by day, do such an outstanding job, we, at 
General Electric, want to say “thanks” for helping make G-E 
Lamps one of the foremost products in the indus‘ry. General 
Electric Company, Large Lamp Department C-832, Nela Park, 
Cleveland 12, Ohio. 








1. PRODUCT 


[] Universally used 
[_] Repeat sales 
[_] Adequate production 


facilities 
e Constant demand 
C] Complete line 
[] Research leadership 
[J High quality and value 


Progress /s Our Most Important Product 


GENERAL 
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2. POLICY 3. SELLING 4. SERVICES 


[J Fair price gs Vigorous selling activities [J Nationwide sales and 
- ~ w Wings =rvice 
[_] Sound sales policy [_] Expanding market hipping service 
' ' : Nationwide engineering 
[_] Assured fair profit [_] Builds sales of other mer- [_] Nationwide engineering 
service 
[[] Reasonable stock chandise and equipment a 
investment a Promoted by 
; the stries 
. No obsolescence loss other industrie 
Public acceptance of 
manufacturer’s name 


Good consumer and trade 


acceptance of product pote 
wild sales 
ond jobs in 58 


A geressive, aine 
Aggressive, sustained GENERAL QD ELECTRIC 
advertising 


| ELECTRIC 
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Let Jefferson help you win 


those “SPECIAL” bids 


1OOr mercury 
11S the industryv’s PRIMARY 


CUSTOM-DESIGNED BALLAS' 


ve a specific requirement Jefferson car 
for example 
i 


nversior 


ballasts 1 lounted 


JEFFERSON SUPPLIED IT 


1 410) wat Dalla 


JEFFERSON SUPPLIED IT! 


1 (ommussion needed 
’ leads 


EFFERSON SUPPLIEL 


JEFFERSON SUPPLIED IT! 


THIMISSION nee 


s lor use on bridges an 


JEFFERSON SUPPLIEL 


y in Cluste 


JEFFERSON SUPPLIEL 


P 
rove 


haskets 


JEFFERSON SUPPLIED IT 


asses 


JEFFERSON SUPPLIEI 


JEFFERSON SUPPLIES IT 


Jefferson ELECTRIC COMPANY 


Bellwood, Illinois 
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=? 
So ee 


* 
“ 


perfect threads 


es; TT 


work faster and easier 


Blackhawk EMT Fittings have full, true, perfect threads for ease and speed of installation. 
Bodies of heavy steel — cadmium and zinc finished to eliminate corrosion on the unit itself. Blackhawk’s 
new EMT fittings are rain tight. Quality controlled at every phase of the manufacturing. In demand for 


electrical jobs large and small because they're easy to use. 


Blackhawk’s new EMT fittings are a product of continuing Blackhawk research and automated methods of 
manufacture. Order a stock today to meet the demand for these quality made, EMT fittings. A complete 


range of sizes is now available. 


Blackhawk Industries, Dubuque, lowa 
lackhawk 


Pay [osestries e Where the new ideas come from 
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Ever see tougher 
operating conditions? 


(3. THE TRACK-TAMPING MACHINE 
shown here, the cable is flexed 4,500 
times per minute. Eight powerful vibra- 
tory motors are used to drive eight tamp- 
ing assemblies. Each motor is powered 
with Tiger Brand Amerclad cable. 

It wasn’t always that way. Other cable 
did a good job—for a while. But the shat- 
tering vibration actually caused the 
jackets to peel away from the conductors. 
Then Amerclad, with its dynamically bal- 
anced conductors and tough, lead-cured 
jackets, solved the problem. In fact, the 
manufacturer says, 
superior to anything we have ever seen 


“Tiger Brand is 
for this type of service. It is completely 
dependable under all conditions.” 

For an interesting contrast, look at the 
power shovel pictures, and the three-inch 
diameter Amerclad. It’s the same kind 


of cable used on the track tamper, only 
bigger and with more conductors. Oper- 
ating conditions are different, though. 
Some of the cable is right in the blast 
area where it is dragged over sharp rocks 
and pounded by dynamite-propelled 
boulders. The cable operates 24 hours a 
day at temperatures that range from 
100° in the shade to minus 40° in 
shoulder-deep snow. 

When you specify Tiger Brand Amer- 
clad, this is the quality you get. We 
make no second- or third-grade line. All 
Amerclad is made to the same exacting 
specifications—designed for users who 
demand the very best because they can’t 
afford expensive down time. Why not 
call your American Steel & Wire sales 
man and ask for more information about 
this quality cable? 


1 are trademarks 





Railroad track tamper is a completely self-contained unit. No- 
tice the eight cables which feed separate vibratory motors. 


Notice the long span of the cable bridge and the extreme flexi- 
bility of the Amerciad in the foreground. It’s the same cable. 
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This is a typical power shovel at the mine. The Amerciad runs along the ties and under the tracks. 


,. (s) Tiger Brand Electrical Wire & Cable 


a standard Tiger Brand cable for every special job! 
Asbestos Wire and Cable « Mold Cured Portable Cord « Shovel & Dredge Cable « Paper & Lead Cable « Varnished Cambric Cable 
interlocked Armor Cable « Special Purpose Wire & Cable « Aerial, Underground and Submarine Cable 


American Steel & Wire 
Division of United States Steel 
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responsibility 





Letters 
Continued from page 6 


In many cases an over-deduction 
is allowed because of the expense 
and time in contacting the account is 
too costly. 

Many wholesalers show the cash 
discount on the face of the invoice: 
this requires the time of someone 
familiar with our commodity. If we 
had a standard 2% cash discount, 
this expensive procedure could be 
eliminated, but fast 

In these times of mounting ex- 
penses, any elimination of clerical 
work would be greatly accepetable 

[he “Stumbling Block” has been 
that the manufacturers of control 
materials have been doing business 
on a net basis from time immemorial. 
Their products were sold mainly to 
manufacturers of original equipment, 
and a very small percentage was dis- 
tributed through wholesalers 

However, the picture has changed 
tremendously and this class of ma- 
terial is stocked in large quantities 
by wholesalers, and is considered as 
standard “shelf” merchandise. A dis- 
count of 2% should certainly apply 
on this class of material. 

I would suggest that you use your 
good offices in bringing this matter 
to the attention of our supplier in 
the hopes that they will realize the 
importance of standardization of cash 
discounts 

Louis GREEN! 
HYLAND ELECTRICAL SUPPLY CO 
CHICAGO, ILLINOIS 





Of Mice, Missiles, and 
Electrical Cables 

Martin Missile Plant—Brilliant en- 
gineers recently brooded over a little 
metal door on the Vanguard rocket. 
Problem: the door must remain open 
until the firing of the rocket, to admit 
the electrical cables that set off the 
fire-works. But it must be shut imme- 
diately afterward Solution: they 
solved it with the mechanism from a 


25-cent mouse-trap 


21st Century Electronics 

New York, N. Y Automatic cars 
have been built before, but they de- 
pend on an electronic cable built into 
the road. Recently, a California auto- 
shop instructor-inventor, “vanished 
into the future,” and came back with 
a 2lst century electronic car that 
stops, steers, and follows National 
Safety Council standards while the 
driver sleeps. 

Literally, a “dream car,” it has only 
one fault. Police car transmitters over- 
ride its electronic system and cause 
it to veer slightly 
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Ratti. 
¢ ‘ 
Se ae 


Look for this shield 
then open this.carton to see why... 





willi 


and testi 


al oni 
For the job where 


and what job is 





Open a Bryant switch to see how.. 


A-C Switch 4901. Rigid plastic frame seals in the working parts and holds them firmly in line. 
Heavy bronze contact arms insure positive pressure. 

Silver alloy contacts—the finest electrical conductor known. 

Patented neoprene rocker and toggle cam action provide a slow, controlled breaking action yet 
give maximum closure speed. 


Neoprene rocker eliminates metal springs which age and lose tension 


Exceptional quality pays off. We turned this switch on and off one million 
times before putting it on the market. The one-millionth operation was as positive 
as the first. This same thoughtful attention to detail is an important reason why 


you can depend on all Bryant wiring devices for trustworthy performance. 


J1-99007 


WBRYANT 


THE BRYANT ELECTRIC COMPANY 
BRIDGEPORT 2, CONNECTICUT 









Now look for this shield on every quality w 














~~ 
~ 7 
BRYANT 4701 Mercury Switch— operates BRYANT 5862 Tumbler Switch—2( ampere. 
silently; design gives unusually long wear and permits either Are snuffers reduce arcing and contribute to unusually 


top or back wiring long life 











A 

BRYANT 5642-5662 Grounding Duplex MBARYANT 4832 Duplex Outlet—‘T”’ slots, 
Outlets —exclusive ‘“‘U’-shaped grounding slot prevents double-sided contacts; all completely enclosed in plastic 
housing breakage. Available in two distinctive types housing 
125 and 250 volts 

Ss 

BRYANT 3830 3-Wire Polarized Cord Sets BRYANT 3826 Plastic Receptacle—includes 

flat molded cord for easier installation. Non-breakable pressure terminals, 34-inch knockouts for conduit in bottom 
molded rubber cap and cord for major appliances and back 


i 


‘ . = 


BRYANT 9754-9755 Caps and Connector BRYANT 7311-7313 Twist-Lock Connec- 
Bodies— the rubber body and ‘“Fiberite’’ face make this tors— positive lock-fast electrical connection. A twist of 






connector almost indestructible the cap and it locks every time 








‘y wiring device 





- \ - — - 
5 s* ‘as -— = - 
a ~, = 
~ 4 P ~ . te = 
= Z 4 ——_ 
0 ampere. MBeRVYANT 4901 A-C Switch—heavy-duty, WBRVYANT 6001 “T’-Rated Switch com- 
unusually single-pole switch with red cover. petitively priced for residential market 








° 
pF 4 
”* slots, MBRYANT 4500 Universal Weatherproof BRYANT 4970 Narrow Bracket Fluores- 
n plastic Cover — corrosion-resistant finish. Self-closing rubber- cent Lamp Holder—brackets flex to the side for easy 
lined lid forms sea] against plate centering when mounting in fixture. 
includes MBRVYANT 9303 3-Wire Power Outlet BRYANT 9304 Surface Outlet—aluminum 
n bottom designed with clamp-type pressure terminals for clothes enclosure matches metal kitchen and laundry equipment. 


dryers and heavy-duty appliances. 


Jonnec- HBRYANT MS Master Switch Low-Voltage BRYANT RR Relay—this relay actually con- 
twist of Multi-Control—can control nine circuits from one point. trols the outlet or lighting circuit 
This system is the most modern method of controlling 


electrical circuits. 





Sink your 
teeth into 
real profits 


MUNA ey 


ee PANE eM SE Sie, *% 
hay, eatir, 
5 ae 


‘ 3 
uM 

BULL DOG assures you # 

solid profits because the ‘ 

famous BULL DOGname ? 


gives you fast turnover. 
BULL DOG Tape delivers 


thoroughbred perform- 4 
ance ... sticks tight and 
stays tight. Provides per- hath, 


fect electrical insulation. 

Dozens of other uses around shop and stn gee 

home build repeat sales. Complete line a —— ¥: Sold only 
in smart packages that keep stock ELE ON Mate Eee through verified 


fresh and new, wholesalers 


There's a BULL DOG TAPE for every purpose 
FRICTION ¢ RUBBER © PLASTIC 


Another quality product of 


WOVEN HOSE & RUBBER COMPANY 
BOSTON 3, MASS. | 


Also manufacturers of Garden Hose - Nozzles - Matting - Stair Treads 





50th Anniversary Report 





NAED-— 


Yesterday, Today 


and Tomorrow 


As a salute to the golden anniversary of 
the National Association of Electrical 
Distributors, we present this special re- 

port on its past, present and future. A 
detailed account of what the association 
has accomplished -- and plans to accomplish 
--in its role of progressive leadership, 

the report was especially prepared by 
Arthur W. Hooper, executive director, and 
Thomas F. Preston, public relations mana- 


ger. Turn page for “NAED -- Yesterday.” 
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NAED—Yesterday, Today, Tomorrow (cont.) 





1908-1918 





The 
Struggling 


Years 


From an infant called Electrical Supply 
Jobbers Association, NAED 
began a long, uphill fight to gain 


recognition and respect as a 


responsible group of small businessmen 


whose aim was better business 


practice and industry upgrading 


“Economy through greater efficiency’ 


December 10, 1908. 
Clifton House, 
anada. The principals 
100 


[he time is 
The place is the 
Niagara Falls, ¢ 

handful of 
this 


some men who, at 


time, represent practically all of 


the reputable electrical jobbers in the 
business 

national association is in the 
the Electrical Supply Jobbers 


formed be 


\ new 
making 
Association It is being 


need of a new type ol 


in the electrical industry 


iuse of the 
merchandiser 
to develop better business opportun! 
ties, to protect his interests and supply 
the best method and channel of whole 
sale distribution of electrical products 

The atmosphere is one of unce! 
tainty. The leading up to this 
meeting imperative 
made to 
direction 
investi 


events 
historic make it 
that the 
steer the group in the right 

The been 
gating 


right decisions be 
Government has 
the potentially dangerous alli- 
ince of a previously formed group in 
the industry. It is the expressed wish 


62 


j 


Electrical Supply Jobbers 
Association that all implications ol 


connection with this previous group be 


ot this new 


severed completely. It is further stated 
that a national in 
organization and outlook be formed 
along the 

lo promote the welfare of its mem- 


new association 


lines of these objectives 


bers to distribute fullest informa 
tion on matters affecting the electrical 
supply jobbing business to bring 
about friendly 
trical supply 


relations between elec 


jobbers and others en 
gaged in the electrical business to 
assist in standardizing and marketing 
of high grade electrical merchandise 
to help improve the quality of 
electrical goods 
It takes time to set 
Slowly 


makes its 


ill these ideals 
cautiously, the 
repre- 
sent the thinking and activities of the 
electrical supply jobber to the industry 
at large—as witness these incidents in 
the first ten years of its life: 


into motion 


associaton moves to 


{4 more positive way to combat the 
is advanced by the 
as spokesman 
for the electrical supply jobber. This 
is in the continuing activity of this far 
sighted group to get reputable electri- 
established firmly as 
outlet for the 
manufacturer’s goods. The 
encourages the members to study their 
programs, 
and 


orice-cut problem 
r 


association in its role 


cal wholesalers 
the most economical 
association 


and sales 


warehousing 
methods of 
methods of office routine to gain an 
and function “far above that 
of the cut-price house 

To help members 
efficiency the 


handling materials 


efficiency 


that 
conducts 
studies on the cost of doing business 
Later, a uniform system of accounting 
Still later, 
ports on various product lines become 
a highly valuable tool for the electrical 
supply jobber member. The true func- 
tion of the association is beginning to 


take roots 


reach fol 


association 


is introduced statistical re- 
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Eliminate the travelling salesman .. . 


to be through the elimination of the 
travelling salesman—an 
that can be dispensed with.’ 
Cooler heads prevail 
the 


[he industry, even as a youngster, 
has problems as old as business itself 
One of these is “cut-throat” competi- 
tion brought about by cut price houses 
springing up all over the country. The is provided by 
discount of 
speech 
first conventions of ESJA 


‘overhead 


Wiser counsel] 
association Typical 
from a 


the 


house has tts counterpart in this counsel is this 


of 1909-10 A 


vay to combat these houses is thought — very 


excerpt 


the struggling years delivered before one of 


Al 


“Problems, we have problems... 


the 
determine 


a problem disturbing 
at this time. So is the high 
cost of freight. A Unit Standard and 
Package committee is formed in the 
association. This committee takes over! 
the responsibility of trying to convince 
that 
packaging are necessary for improved 
distribution. The 
mends 26 changes in packaging meth- 


others coming from association 
that will eventually future 
packaging and carton sizes in the in 
dustry. A Freight Classification 
committee reports success in a num- 
of their most important 
of which is having rates reduced on 
wrought iron pipe and pipe conduit 
Returned the 
concern Members 
time 
for 


Packaging 1s 


jobbers 
and 


ber activities 


manufacturers improv ements in 


association recom goods is subject of 


feel at 
the 


return of goods should 


these days 


that 
the 


manufacturers. These ths credit con 


the 


to 


mendations 


ods recom- given 


are forerunners ol tractor 


"Electrical interdependence—a challenge .. . 


value of the cham Electrical is 
by the association 
“The 
has been an essential factor and, with- 
out him, it would not have been pos- 
sible for the industry 
ts present high state of development,” 
Says a speaker before the 1912 con 
vention 

In 1917, 


nual convention 


The jobber is 


at 


nterdependence recog 


pioned every 


opportunity 


nized during this time by the associa 
Electrical Prosperit Week 
supported by ESJA nationwide 


prosperity 


electrical jobber tion 
aS a 
movement, aiming to stim 
to have reached ilate business generally and to encour 
age and popularize the of 
tricity and electrical appliances 
Among the plans for the celebration 
of Electrical Prosperity Week is 
house wiring campaign at rais 
the ot 
America 
“The best estimates, 
“shows than 8 
houses in the United 
for electricity. Of the 
homes in the country 
light 


are 


use elec 


a speaker before the 
the members 
behind their dealers and con- 

The yearly estimate of 
trical consumption at this time is now 
$700 million, “The awakening of 
systematic 


an 


chides aimed 


to get ng electrical standards 


wiring 
tractors elec- 
Says one speaker, 
of the 


wired 


de- less per cent 


States are 
20 million 


mand and the 
vith retailers and contractors can 
sult in annual demand of 
million in the following five to ten 
this speaker predicts 


cooperation 
re- some 
$2,500 5.5 million 
the 


This 


an only 
othe 


the 


have electric while 


years,” three-fourths gas is 


1918-1928 





7 


Salesman costs 
him. He 
and he 


house 


travelling 

t ive 
contractor 
tor 


have no 


the 
of them 


his 


tter Inend 
than 


loval 


he 


ind the bber no better asset 


in-cut, intelligent 


travelling salesmen 


de tf 


e selling price less freight or ex 
an adequate service 


and 


charges and 
the 


should 


press 


charge for work involved 


hat all bills actually be so 


Stampe d 
warehouse 
Pa 


in 


Manufacturers local 
stocks still 
( oast 


il to thei 


ire another problem 
nat it 


interests that manufac 


jobbers say 1 is 


gents should 
the 


manutacturers 


of merchandise on 


‘7 


ect 
we announce 
re issued from 
tl acquainted with 
might like him 
America fast appr 

World The 


own 


yur competitor 
oaching 


Panche 


enti 
pesky 
and 
deployed to the 
A meet 
Atlantic 


; 
) 


devices 
roops are 

the 
ESJA sched 


t held 


) 
( 


iCTOSS ocean 


' | 
| 


lied or 


4 Ss m™ because < 


of the 


1 monpiization 


cts of the assoc 


is the appointment 
Service Committee to pro 
rests of 


the electrical sup 


War years 


e Growing Years 


My Tuesdays are meatless 

My Wednesdays are wheatle Uy ' Rin Ce caihe 
1 am getting more eatiess each day 

My home is heatle:s 

My bed it is sheetle 
They’re all sent to 


eatiess: 


the k 


America’s entry into World War I 
signals the start of a round of belt 
tightening, shortages and 
for the American public 
take all this good-naturedly 


the Y.M ¢ 

The barrooms are treatless 

My coffee is sweetless; 

Each day | get poorer and wiser 
tockings are feetless 


discomfort 
Americans 
Some can 


AA 
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resigned to make 
lot « wartime 
the 


even joke; others are 

what 

The 

electrical 
d to 


prioritv regulati 


, ; 
do thei luring 


is 


similar effects on 
Stocks 


ernment 


war has 


supply jobber 


are 
and 
standard read 


har come by. Go 


on next 


poge 
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NAED—Yesterday, Today, Tomorrow (cont.) 





ing materials 


and more 


On top of all this, more 


manufacturers are dealing 
with Government buying bu- 
The hard finds 
himself squeezed out of the picture 
‘the ‘middleman’ that adds nothing to 
product but 


direct 


reaus pressed jobber 


cost 

lo gain recognition for the jobbe: 
the ESJA War Service Committee 
adopts a pledge tor the entire industry 
wholesalers 


conducting 


which charges electrical 


with the responsibility of 


“A future tied directly to the electrical 


After the of the Armistice 
there exists a feeling of uncertainty in 
Manu- 
jobbers and contractors are 
what the readjustment will 
Soon the dark 
disappear for the 


signing 


every section of the industry 
facturers 
feartul of 
bring about clouds of 
uncertainty elec- 


trical wholesaler. Business is good in 


the post-war years and there is every 
indication 
Committee work begins to take hold 


(Si? 


that it will remain good 
1 


in the association. By there are 


their Operations along essential lines 
in support of the war effort. The com- 
Washington is 


[The members convince wart 


mittee’s journev to 
successful 
leaders that electrical whole 
salers are essential to the country, 


its war effort and its future. The pledge 


industry 


is accepted and approved. It is a 


major victory because the acceptance 


comes in the face of stern opposition 
from government leaders who, a few 
considered whole- 


months _ before 


30 active committees. 

The wholesaler sees his future tied 
to that visioned by the entire 
industry. Members become active in 
the “Electrify America” program in 
1922. A big target in this program is 


~| 
ciose to 


directly 


the American home 

coming into thelr 
Motor Driven 
forerunner 
Section 
contributes 


Appliances are 
own The Household 
Devices Committee—the 
to the Electric 
is formed 1 192 


Housewares 
0 and 


-~ 


salers as “unnecessary evils.’ 

Since it happened once, it can hap- 
again. To work to prevent this 
possibility, the members of ESJA feel 
that more publicity on the services 
and functions of the electrical whole- 
presented to the 


An appropriation of 


pen 


saler should be 
American public 
$12.000 is made for an 


1919 to gain 


advertising 
réec- 
next 


program in more 
industry; the 


$25,000 


ognition for the 
year appropriation 


industry’ 


substantially to the tremendous de- 
velopment of such leading appliances 
vacuum cleaner, 


very incep- 


as the 
clothes 
tion the committee begins a program 
te educate distributors in the selective 
their contractor- 


refrigerator 


washer. From its 


development of 
dealer customers 

Radio becomes the sleeping giant. 
Within the space of four years—1922 
to 1926—distributors’ sales of radio 


zoom to millions of dollars 


“With growth—responsibility and reorganization’ 


Wholesalers take on responsibilities 
while the rest of the country is content 
to whoop it up. At a 1922 meeting a 
code of ethics is established as a guide 
to those who “are now or may here- 
after become engaged in the business 
of jobbers and distributors of elec 
trical materials 

A move to safeguard life and prop- 
Inspection 


erty by providing for the 


and of electrical wiring 
materials is backed by 


In support of a untl- 


maintenance 
devices and 
the association 
ordinance campaign 


form electrical 


“Operating statistics to profit by .. .' 


continues to offer 
aid to members to help them 
figures to the 


Members are urged to 


[he association 
reduce 


thei lowest 


operating 
possible level 
study and review every item of selling 
expense and eliminate those which are 
not fully justified. Comparatively little 
is known of this phase of the business 
on the national [The association 
agrees to supply the Commerce De- 
with cost-of-doing-business 
The 
information—in a 
measure by 


lev el 


partment 


figures idea is to collect such 


important 


ilar trade tO use as a 


partic- 
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Membership requirements are 
changed in 1926 to permit more elec- 
trical wholesalers to participate in the 
work of the association. At this time 
there are a large number of young. 
responsible firms in the business who 
cannot meet the high level of eligi 
bility requirements 

The organization of the association 
1927 to include a 
chairman of the committee 
chairman; a managing 
director is hired. Headquarters 1s 
moved from Chicago to New York 


is revamped in 
executive 


vice 


and a 


’ 


which all members will be able to 
make valuable comparisons 

Cost of membership in the associa 
tion is contrasted to savings provided 
members through the numerous serv- 
ices of ESJA. One member figures it 
out in dollars and cents and gives his 
findings at an annual meeting: the net 
saving per year adds up to $2,953.33 
per member; the membership cost to 
the jobber is only between $170.26 
nd $257.34 
Business Is 
market 


Good times are evident 


steady, volume up. The stock 


electrical 
topic of the 
decade following the war. A speech 
before a Pacific Division meeting of 
ESJA goes right to the root of the 
problem: 


Credit problems of the 


wholesaler is the big 


The electrical supply jobber, 
perhaps from a faulty understanding 
of his real place in the business struc 
ture—largely by reason of severe 
competition, lack of cooperation and 
the character of his customers—has 
too frequently assumed the double 


functions of a jobber and a banker.” 


spiral. The 
1928 are 
revolu- 


upward 
industry in 


continues I an 
public and the 
eagerly looking forward to a 
tionary development that can change 
the living habits of millions of Amer- 
icans. Members of NEWA hear of 
this at their semi-annual convention in 
1928 from one of the speakers thusly: 

It is my part to treat rather 
of the development of a specific part 
of the industry, the and most 
sensational development that has oc- 
refer to the 


latest 


curred in many years. I 


sound in motion pictures.” 
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1928-1938 





The Challenging Years 


Use of electricity had unlimited horizons 
when (right) Queen Marie of Roumania 
closed a switch that put the then 

New York Edison Co.'s 60,000-kw 

East River generating station on the line. 
But from free-wheeling expansion, the 
industry (and wholesalers) soon moved 

into a fight for existence. The association, 
inow NEWA) came out stronger than ever. 


"Survival of the most efficient .. .' 


Economic collapse. [The Hard 
Times. The rise and fall of N.R.A. A 
slight boom, then a near-bust. Sur- 
vival of the fittest and most efficient 
wholesal- 
industry— 
aim of the 

Electrical 


These face the electrical 
ing industry—and all of 
starting in 1930. The 
newly-named National 
Wholesalers Association in these de 
pression days is to make members 
realize that their future welfare de- 
pends on their running thet 
nesses with the utmost efficiency 

“The depression of the °30’s, one 
industry spokesman commented, “has 
done more than any argument or any 
number of written words might to 
manufacturer and to con- 
alike the importance of an 
well organized whole- 


busi- 


prov e to 
sumer 
efficient and 
saler.”’ 


To point the way toward that ulti- 


“Committees—backbone of the organization .. . 


Committees continue to be the 
backbone of many of the association’s 
programs of tremendous value _ to 
members. 

The Wire 
informs the 
turers of 


Conductors Committee 
members that manufac- 
armored conductor and 
flexible conduit will now tag each coil 
showing exact footage 

[he Operating Committee drama- 
tizes all possible ways wholesalers can 
and eliminate 
penditures and still continue to oper- 


cut costs needless ex 
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mate in efficiency, the association In 
augurates these 
members 
Establishment of a Survey and Re- 
search department in 1930 to study 
and report on methods of dealing with 
common problems as 
accounting operations, use ol 
equipment, determina- 
basis for wages 


programs for its 


such clerical 
and 
special 
tion of 
insurance of all cartage and 
trucking, cars, warehouse 
methods of handling different kinds of 
merchandise. 

The Budget Committee presents a 
organized planning of 


business as to 


office 
salaries and 
kinds, 


salesmen’s 


scheme for 
wholesalers’ methods 
costs and selling 
The association joins with the Fed 
Trade Commission in holding a 
Trade Practice 193] 
In 1932, the 


eral 
Conference in 
24th annual conven 


ate efficiently 

The Dry Batteries 
Committee reports 
meeting with manufacturers. These 
manufacturers are more than 
ever convinced—since this meeting 
of the economic advantages of 
tribution through wholesalers. 

Electrical distributors made no se 
cret of their the manu 
facturers’ warehouse stocks 
Their thinking on the matter: that 


‘sales and deliveries out of 


and Flashlights 


success in their 
now 
dis- 


concern ove! 


local 


these 


tion of NEWA approves and adopts 
a code of rules for the regulation of 
the wholesaling industry after more 
than two years of conference with the 
FTC 

4 “Code of Fair Competition for 
the Electrical Wholesaling Industry” 
is adopted by the Code Committee of 
NEWA in 1933 and accepted by the 
under the 
a supple- 


conditions 


issOciation in 1934 con- 


dition that it will press for 
mentary improve 
in the electrical wholesaling industry 
National Recovery 
emotions. Its affect 
that the act 


trade associa- 


code to 


Passage of the 
Act stirs 
on the 
makes it mandatory fo! 
tions to revamp membership require 
ments to 
of the industry 
killed in 1935, 


on the Code of 


mixed 


association 1s 


become truly representative 
When the N.R.A. is 
back 


wholesalers fall 


Practices 


7 


stocks through warehouses or agents 


result in unfair discrimination against 
their 
perform 


service for the 


those wholesalers who do own 


and otherwise 


distribution 


warehousing 
the full 
manufacturer.” 
The Lamp Committee reports that 
number of changes are put into 
effect to make it possible for B agents 
volume of 


to obtain a_ substantial 


lamp business previously unavailable 
The over-all compensation of B agents 


Continued on next page 
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IS increased 

The Wire Cable 
reports that manufacturers are 
investigating the 


and Committee 
still 
possibilities of de- 
non-returnable Until 
this reality, 
manufacturers promise that Ways will 
be found to make the wholesaler’s 
risk a little less burdensome 


veloping a 
such 


reel 


time as becomes a 


Television even pops up in associa- 
back 


[he medium is predicted to 


tion convention activities. as far 
as 1929 
de in commercial use within 10 to 
The speaker says: “ I 
don't whether 1939 of 
1949 to be television will 
be here. It will be sufficiently good to 
show 


20 years 


KNOW this is 


sure, 


several actors with clear ex- 


“Industrial modernization—key to bigger sales... 


Modernization of industrial 
Dring about the first 


ment of apparatus 


plants 
improve- 
Radios, ap- 


real 
sales 
pliances and specialties now account 
tor 30 to 40 per cent of the business 
Sales. of 


and 


incandescent 
small set 


lamps—large 
Substantial 
reported in 


refrigerators, 


records 
gains are also sales of 
household 
matic heating devices 
mercial ait 

Profit 


being made in obtaining 


ranges, auto 


fans and com 
conditioners 

rates improve. Progress is 
more 


from 


Sauls 
manu- 
Above all, a definite growth 
Of cooperation 

[he 


two-veal 


factory 


resale schedules 


facturers 
exists in the industry 


year 1936 sees the start of a 


iles boom for 


1938-1948 


the electrical 





The 


The depression is pushed out of the 
limelight 
arm for 


the country prepares to 


the greatest, most destructive 


war in history. Business has already 


picked up in 


1939 because of the war 
Electrical wholesalers look 
1940 


in Europe 


for a 10° increase in sales in 


Manufacturers report their plants 


operating at capacity They urge 
wholesalers to 
ind stock 


their 


inticipate requirements 


accordingly to continue to 


serve customers. Members are 


idvised to watch the fluorescent lamp 


“Superb job, serving the military needs... 


Early in 
Harbor, the 
that 


Pearl 


announces 


following 
rnment 
being 


section 1S 
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pressions moving around in the pic- 
ture. In fact, | look forward to the 
time when it will be almost impossible 
into the home because of the 
number of electrical entertain- 
which will be housed 


to get 
great 
ment 
there.” 

Wholesalers are not interested 
in predictions for the future, or in 
Hi-fi. or in home 


bigger problems 


devices 
too 


television, or in 
They 
staring them in the face 
of which is 

Distributors’ 1933 are off 
64 per cent trom the peak 1928-29 
period. Billings of a couple of thou- 
sand a month are gladly ac- 


movies have 
the biggest 
survival 


sales in 


dollars 


cepted 


wholesaling industry. Sales records 
are established by appliance salesmen 
and other lines. New home construc- 
tion great demand for elec- 
trical The Adequate Wiring 
program is adopted and is champt- 
oned by the association. 
the end of 1937 the stock 
market declines and business falls off; 
whole- 
saler is the drop in building activity 
By 1938 


business has 


creates 


goods 


Toward 


most serious to the electrical 


the electrical wholesaling 
grown to be one of the 


country’s leading wholesaling indus- 


tries, employing the services of 40,000 
persons and, in normal years, turning 
$700 million worth 


over a volume of 


of goods 


As in all difficult times when busi- 
ness conditions are poor, wholesalers 
look to further cutting of 
costs. Membership dues come under 
scrutiny. A survey of similar organi- 
zations and reveals that 
NEWA membership costs less than 
any other association of comparable 
size. NEWA also has the largest per- 
centage of attendance at its general 
tribute to its effective 


ways ol 


associations 


meetings—a 
and 
Business starts to improve in 1935 
not a boom any means 
Although it is still far from satisfac- 
tory, better selling opportunities are 
first time in five 


programs services. 
t g 


year by 


indicated for the 


Vvears 
a 


And, as though taking its bows for 
playing a big part in this growth, the 
association grows right along with the 
industry. By 1938 the worst of 
the depression behind it—the associa- 
tion that only 60 eligible 
wholesale firms are not members of 
NEWA 

War clouds are developing in 
Europe. America is complacent that 
the fighting—if it comes—will 
not include country. A speaker 
before a convention of 
NEWA predicts the turn 
of events, that Japan will 
hit us first if pushed too far. Another 
prediction—like the one on television 
ten years reality 


with 


reports 


evel 
this 
national 
accurately 

intimates 


before becomes a 


Turbulent Years 


market. The 
lighting industry is hailed as the fast- 
market in the 
wholesaling industry. Lighting has 
grown from a 35 million dollar mar 
ket four 200 million 
n 194] 
Volume 
lems for the 


closely as a vrowing 


est growing electrical 


vears before to 
answer all 
electrical wholesaler. A 
1940 convention 

‘while volume 
20s, strict 


because of 


doesn't prob 
main speaker at the 
members that 
ahead of the 


management 1s 


warns 
well late 


essential 


set up in the Production Requirements 
NEWA members are 
ipon to represent the industry on this 


Bureau called 


higher taxes 
panding 
and broader 

Strict 
for the 


defense 


increasing wages xX- 


maintaining 


stocks.” 


costs of larger 
management is also the need 
National 
priorities 
take other ac- 
tivities of the electrical wholesalet 
The WPB, the OPA, CMP and a long 
list of other alphabetical government 


agencies keep him on his toes to as- 


wal ahead 


and 


years 
government 


precedence over all 


sure a smooth flow of goods to the 


7 


section. They do a superb job of sat- 
isfying military requirements and pro 
tecting the interests of the electrical 
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wholesaler in this priorities-conscious 
economy. 

Commodity committees of NEWA 
meet continually with manufacturers 
committees to discuss WPB and OPA 
rules and regulations. The joint com- 
mittee makes many helpful recom- 
mendations to the government. The 
electrical industry goes all out to co- 
operate in speeding up war produc- 
tion 

Association headquarters sets itself 
up to relay to members all priority 


and government regulations of in- 
terest and concern to wholesalers 
NEWA does an excellent job of ad- 
vising members and keeping them up 
to date on various developments in 
the electrical industry during the war. 
NEWA Washington News Dispatch 
bulletins deal with such subjects as 
48-hour week legislation, doing busi- 
ness direct with government agencies, 
OPA rulings, priority and CMP reg- 
ulations 

NEWA gives its full support to the 


When the lights went on again... .” 


Not content to sit back and wait 
tor developments to occur, the asso- 
ciation early in 1943 makes plans to 
assist members during the critical re- 
adjustment period it feels will follow 
the war. A special committee called 
the Post-war Planning Committee is 
formed; a special sub-committee to 
develop ideas for the appliances in- 
dustry in the post-war period is also 
set up 

[The committee reports in 1944 
that, in the years immediately follow- 
ing the war, there will be a tremen- 


“An appliance boom and further reorganization .. . 


Long established appliance manu- 
facturers their production 
schedules many times over. There is 
a great influx of new manufacturers. 
Appliance trade-ins, mostly pre-war 
models, offer a big problem. Pyramid- 
ing of orders has manufacturers guess- 
ing just which are genuine and how 
many will have to be cancelled. Sur- 
plus materials serve further to disturb 
price conditions. Television 
gaining in popularity and a scramble 
for distributor franchises develops. 

There have been changes in the 
association taking place in these times, 
too. NEWA discontinues special mem- 
berships created during the war. It 


increase 


begins 


dous market for the seller, that buyers 
will have the money and the inclina- 
tion to buy, that home building will 
zoom, as will electronics and television 
and the farm 

“We want to be sure that our op- 
eration is streamlined,” the report 
adds. “The wholesaler must build up 
a hard-hitting, efficient sales force” 
because the wholesaler has no more 
important problem than that of man 
power. 

Victory in Europe, the dropping ot 
the atom bombs at Hiroshima and 


adopts nine zones in place of three 
Board of Gov 
ernors to replace the present Executive 
Committee and Executive 
Committee in place of the old man- 
agement committee. An Appliance 
Division is formed to develop activities 
for specialty appliance distributors 
who are invited to join the association 

The Appliance 
tremely active in gaining a 
insight operating 
developing aptitude testing 
members 
continuous programs of sales training 
promotion and publicity. They cam- 


paign for increased use of warranties, 


divisions. It elects a 


elects an 


Division is ex 

deeper 
and in 
methods 
carry on 


into costs 


for salesmen. Its 


“Industry interdependence and surgin 


Iwo public relations programs re- 
ceive a lot of attention from the in- 
dustry. One, a “Declaration of Elec- 
trical Interdependence” states the 
wholesalers’ position and aims as part 
of the electrical industry. The other, 
“Tenets of the Electrical Wholesaler” 
states the “principles in practice and 
the principles in action.” 

Area meetings come into being for 
20 major marketing centers through- 
out the country. The association feels 
that an organization as large and es- 
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sential as NEWA must have both the 
convention and area-type meetings to 
discharge its full responsibilities. 
With products 
a new term 


now in full supply 
“mass distribution”—is 
introduced. “What we mass 
distribution—which alone make 
possible mass production and volume 
selling,” one speaker says at the 1947 
convention 

Other speakers at future 
tions will take up where this speaker 
left off. Subjects of concern then will 


need is 


can 


conven 


g sales...’ 


distributor’s branch of the WPB. Mu- 
tual cooperation of the groups 1s 
largely responsible for the efficient 
operation of the distribution of elec- 
trical goods to the armed services 
war industries and Allied nations dur- 
ing the war. 

NEWA sponsors an Industry Wat 
Conference in 1943. The program in- 
leading govern- 
subjects of reg- 
affecting the 


addresses by 
officials on 
and 
wholesaler 


cludes 
ment 
ulations orders 


electrical 


Nagasaki hold out a shaky peace for 
the world 

The end of hostilities gives NEWA 
its chance to show that its early plan- 
ning is not in vain. As predicted by 
the Post-war Planning Committee, the 
years following the war witness a rev- 
olution in the distribution of electrical 
household equipment. The market is 
there—ready, willing and able to 
pay. The demand for goods becomes 
that many an appliance 
distributor is begging for 


so. great 
dealer and 


| ] 
more goods to sell 


’ 


services and taggi 
better 
training 


repair parts 
ppliances for 
management. A 
program aimed at the 
pliance industry is distributed to mem- 
bers through the cooperation of the 
Edison Electric Institute 

The Catalog Committee reports on 


all-around store 


basic sales 


electrical ap- 


persuade electrical 
standardized 
format. The 

makes a 
warehousing in 1945 to ad 
to best utilize thei 
handling of 
their 


its program to 
manutacturers to use 
sheets and basic 


Committee 


catalog 
Warehousing 
study of 
vise members how t 
manpower to speed the 
goods into, through and out of 


warehouses 
’ 


volume, low profit orders 


broker, bootleg- 


be high 
credit problems, the 
the inability of 
to the large 
boom 


while 


wholesalers to 


ging 
Say no orde! 

it is a 
seller's market for 


writing is on the 


business—a 
The hand 
wall as to future 
years fol 


time of 


conditions in the 
lowing 1948 

By the 
wholesale 
615 per 


650 per 


business 


end of 1948, electrical 
distributors 
cent 


cent over the 


sales are up 
and inventories are up 


1939 average 
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1948-1958 





The 


Forward-Looking 
Years 


From seller's to buyer's market, from 
volume to volumitis—that's the past 
ten years. Now, NAED members hold the 
key to the industry's future 


"Services and programs are expanded .. .” 


some changes made 
There are many made by the 
association in this next decade to’keep 
and its members 


“There'll be 


the organization 
abreast of the times 

A public relations 
NEWA has already 
is functioning for a 
prior to 1948. It is 
setting into motion a number of proj- 


department in 
established 
number otf 
now busy 


been 
and 

years 
members on 


ects designed to inform 


matters affecting their business. Sales 
appliance and supply 
published regularly, 
members and _ their 
salesmen the and po- 
tentials of the products covered. The 
NAEDigest is instituted, to inform 
members of interest to the 
industry. The Washington News Dis- 
patch authoritative informa- 
from government This 


Boosters on 
products are 
pointing out to 


sales features 


news of 


reports 


ton agencies 


“New look, new life, begin at 40...” 


[here is now an annual convention 
instead of two—it is divided into com 
pletely separate sessions for the Ap- 
pliance and Apparatus Supply 
Divisions. Manufacturers’ conference 
booths become a new addition to the 
So do zone meet 


and 


annual convention 
ings at conventions, and panel sessions 


NEWA National As 


becomes the 


"Make profit at less than capacity volume .. . 


For one thing, profits are in poor 
shape. Industry take up the 
chant against the “profitless prospet 
ity” that 
wholesale 
authority 
these 
vention 


leaders 


exists in the electrical 
industry. One 
problem in 
NAED 


now 
distribution 
pinpoints the 
before an 


words con 


The greatest threat to sound 


sociation of Electrical Distributors “in 
keeping with the progress and develop- 
ment of the industry and to denote 
a name that will be more representa- 
tive of the type of distribution in 
which the membership of the associa- 
This, in 1949 
Times are good, times are bad. The 
blush of fades in the 


tion Is engaged 


boom business 


competitive business conditions in the 
electrical distribution business in the 
near future will come from the effort 
of each distributor to maintain a con- 
stantly sales volume. In 
business, we are prone to compare 
sales statistics with last month, or last 
year and, if an increase is not evident, 
we begin to think that something is 


ascending 


service is extremely valuable to mem 
Korean War 


ntroduced 


when 
into 


bers during the 


priorities are again 
business 

Special projects are conducted on 
such Operating 
Salesmen’s Compensation Plans, Work 
Week and Compensation Rates for 
Employees, Television Manual for 
Distributors, Your Opportunity in Ap- 
pliance Selling 


subjects as Costs, 


latter 1948. The buyer takes 
over in the driver’s seat. A recession 
takes place in 1949 and continues into 
1950. The Korean War and 
re-armament changes all 
coming 


stretches out to 


part ol 


subse- 
quent pre- 
dictions for the years—its 


effect early 1957 
Times are good again, but they bring 


their own kind of problems 


ai 


It is incumbent upon each 
youl 


wrong 
of you to adjust 
that you make a 
than capacity volume.’ 
“Who is running your 
day—your 
tors, youl 


operations so 
profit at 


can less 
business to- 
competi- 
you?” is 


salesmen, 

customers , or 
a popular question electrical distribu- 
tors are asked to ponder 


your 
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"A growing fight against mutual problems .. . 


Credit becomes the big problem for 
electrical distributors. Brokerage busi- 
flourishes for a time. Manufac- 
turers’ local warehouse stocks present 
their unique problems. The inability 
of distributors to say “NO” to high 
volume, low profit orders becomes 
another disturbing factor 

Education of the members in the 
profitable operation of their business 
becomes the most important 
provided by NAED in 


ness 


service 


these times 


“Appliances fade, 


Ihe position of the specialty ap 
pliance distributor in the 
is appraised in 1955. All 
nation, major appliances 
increasingly unattractive to the ap- 
paratus and supply distributors who 
had pioneered their market develop- 
ment. Appliance distributors who, in 
the years 1922-25 had operated on 
an average gross margin of about 25 
per cent, are 
average 


association 
over the 


become 


now operating on an 


gross 12! pel 
1955. 


margin of 
cent in 


The association acts to help members 
achieve a satisfactory net by publish 
ing numerous guides such as 

Charts on how to calculate the 
break-even point to insure a reason- 
ably satisfactory profit on any business 
operation; charts showing the average 
expense of handling stock and direct 
shipments of dollar sizes 
charts on the effect 
of price cutting, showing the prob 
lems of off-setting such price cuts to 


Various 


how to calculate 


communication broadens... 


After many months of painstaking 
study, it becomes clear that the work 
of NAED can be better accomplished 
in those lines where manufacturers 
use multiple wholesale distribution as 
against single line distribution of 
appliances 

Beginning July 1, 1955, the or 
ganization of the association 
ing committee assignments 
those items customarily sold through 
multiple wholesale distribution to 


contractors 


major 


includ- 


covers 


dealers and industry and 


’ 


get back to scheduled 
bulletins on how to control expenses 
in relation to margin and op 
erating standards; the use of important 
testing ratios for comparison with 
members ratios in their operat- 
ing statements studies 
on loss lines and poor net profit lines 


gross margins 


gross 


own 
operating cost 
revised uni 
warehousing 


aspects of the 


with analysis of causes 
form accounting manual 
manual 
warehousing function 


covering all 


7 


public utilities. It is the belief of the 
membership that, through concentra- 
these fields, the 
render maximum 
supplying manufacturers, its Custom- 
ers, members and the public 

4 completely new information pro 
gram is adopted in the 
calling for the publishing of a number 
of bulletins and publications on a 
basis. A Labor Information 
Service is another program by NAED 
that 


tion in association 


will service to its 


association 


regular 


receives tremendous response 


"Management turns ‘pro’, membership grows .. .' 


An ambitious educational 
is started in NAED 
ed at the 


business 


program 
this time direct- 
management level of the 
In the words of 
try spokesman: 

generation of executives 
the resourcefulness and 
for moving 


indus- 
The present 
must have 
inventiveness 
merchandise in large 
quantities. Top management must 
think in terms of the business as an 
integrated whole if he is to make 
a profit. He must know 
the objectives and organize for at- 


one 


how to set 


Producing industry leadership needed .. .’ 


Problems of the electrical distribu- 
tor can only be solved by the electrical 
distributor himself, says one speaker 
before the 1957 convention. “The 
time has come for NAED members to 
establish that we—as a group of firms 
engaged in true wholesale commerce 

stand for something,” he declares. 
That something is “the Voice of the 
full-functioning distributor. 

If we are to establish that 
necessary identification,” he continues, 
then we must first raise our sights and 
take a long, hard look at our operation 
and within our own ranks. 

: Your association’s program is 
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taining them. He must be capable 
of communicating to and motivating 
his organization to get the coopera 
tion for And then he 
must set up the controls and not trust 
to luck.” 

The outcome of this thinking is 
the NAED sponsored Executive 
Training Course conducted at Harvard 
Graduate School of Business Admini- 
stration for presidents, vice presidents, 
and other 
companies 


his objectives 


sales managers 


of member 


executives 
The first 


meet the demand but, 
along with it, we must realize that we 
do not have the solutions to many of 
problems because we do not 
want them solved badly enough 

| sincerely believe that the 
business character, goals and ambi- 
tions of the firms at the wholesale 
level in our industry have great influ- 
ence on each other level back to the 
raw materials producers 

If and when the 
level improves, the 
agent level will 
facturers’ sales 
prove, the 


adequate to 


these 


wholesale 
manufacturers’ 
improve, the manu- 
force level will im- 
manufacturing level will 


three-week course is held in 1954; a 
is held in 1956. Both courses 
give the opportunity for an executive 
mind with the minds 
executives, of other com 
functions, other places 
are exposed to other new 
different They 
others do things. Both 
are highly successful 
Membership continues to grow. By 
the beginning of 1958 the member- 
ship is highest in NAED’s history 


second 


to compare his 
of other 
other 
Executives 
and 
how 


panies, 


views discover 


courses 


’ 


improve 
“The 
industry 


within an 
through a trade association 
greater than that of the 
business firm. Properly di- 
rected in those channels that are con- 
structive, legal and in the best inter- 
ests of all, you (the members) 
through your association—can pro- 
duce the leadership an_ industry 
needs.” 

Che future of the electrical whole- 
saling industry—the next 10, 20. 50 
years—depends entirely on what the 
electrical distributor, himself, wants to 
make of it. It is in his 


joining of forces 


gives power 
individual 


hands 





ASSOCIATION OF ELECTRICAL DISTRIBUTORS 


200 





 — 
1920 


oe 


1925 


Elec- 
today in the 
fifty-yeal 
important yard 


HE National 
Distributors is 


Association of 
trical 
strongest 

history. A 

sticks are 

tration of the association in the affairs 
of the electrical 
ndustry 


position in ts 
number of 
used to measure the pene 


vholesale distribution 


Its membership is the largest it has 
chart) 


been since its founding (see 
members—unparal 
work—have 


become an indispensable part of their 


Its services to 
leled in trade association 
business 

Its approach to the problems of the 
and his industry 


has won the praise of its membership 


electrical distributor 
ind the respect of the entire industry 

Its accomplishments in the field of 
guidanc e, education, 
information, labor 
statistical 


management 
training, member 


advice, public relations, 
services and standardization 
ire without 
trical 


Ihe basic 


programs 
precedent in the elec 
distribution industry 
NAED to its 


members and the industry can be illus- 


wholesale 


value of 


trated in the variety and depth of the 
many underway in the 
ciation. In the short space of these 
pages it is difficult to every 
service under the present NAED pro- 
Suffice to cover here, then, these 
major programs that form the back 
bone of NAED’s activities in behalf 
of its members 

e Guide to Profitable Management 

One of the first trade 


services asso- 


review 


gram 


duties of a 


1930 


Total Membershit 





7940" 


Years 


1935 


members is to 
them in the _ profitable 
their business. To in- 
efficiency of the member 
distributor firm—to help it 
maintain its position in the 


association towards its 
help guide 

operation of 
crease the 
electrical 

unique 
continue to be an eco 
necessity is the driving force 
behind this most ambitious 
and most essential program of NAED, 
Profit 


industry and 
nomic 
newest, 
appropriately called Guide to 
able Management 

[he program is designed to help the 
NAED become better ac- 
guainted current management 
and trends in the 
wholesale distribution industry; to 
keep him abreast of new developments 
in the operating part of his business; 
and to him which he 
can conduct his more effi 
ciently and profitably 

Articles 

from traffic and sales management 


member 
with 


ideas electrical 


show ways in 


business 
60 subjects 


covering Ovel 


to sales promotion and general ad- 


ministration—are being sent to mem 


bers regularly for filing in a special 
binder 

As this special file grows over the 
next few months and years, kept up 
to date and cataloged for future ref- 
erence, members will come to realize 
that this file is of the most im- 
portant they have in 
their offices 

e Information Service—Working 
the theory that an informed 
a strong membership, 


one 


“facts library” 


under 
membership is 


55 56 57 585960 


NAED publishes seven regular pub 

lications for the information and guid- 

members 
Newslette 


ance of 
e The news of 

economy and 

ness in general—as it pertains to the 

distributor 

Digest 


the association ts 


covers 
the industry, the busi- 
electrical 

e The news of 
com- 


reports on 
members, 
mittees, reports and ac- 
tivities 

e The Washington Report and Le- 
gal Report guide the members on all 
legislation and legal matters affecting 
their business 
OQuarterl Review 


promotions 


e The compiles 
all the statistics quarterly—on 
the economy and that have 
a direct bearing on the future of the 
electrical distribution industry 

e Ideas To Profit By presents ideas 
and operating 
procedures that have been put to work 
member 


Vital 


business 


on sales, promotions 


successfully by distributors 
across the country 
Executive Letter 
discusses important association policy 
and procedure members 
abreast of developments as they occur. 
e Labor Advisory Service—The in- 
activity of unions in the 
electrical wholesale distribution indus- 
try and the resulting increase in the 
importance of labor Jaw and industrial 
relations to members of NAED have 
brought about the association’s labor 
advisory This service, in bul 
letin form, is prepared by association's 


e The Director's 


keeps the 


creasing 


service 


BLECTRICAL WHOLESALING—June, 1958 





° 


Pointed Programs, Varied Services 


counsel, The purpose of this service 
is to provide to the membership in- 
formation on developments in union 
activity, rights and obligations under 
the law, suggestions for handling 
problems in the field which are likely 
to confront the members. 

¢ Educational Services—This is a 
continuing service of the association 
to develop programs that can be put 
to use locally by members. Newest of 
these is the development of a practical 
basic sales training course that mem- 
bers can conduct in their own place 
of business 

Each member registered in the sales 
training course receives a kit contain- 
ing materials for staging a complete 
series of sales training meetings for 
his Each kit contains: a 
instruction man- 
ual; a detailed meeting guide; record- 
and history score sheets; 
and flip charts and other 
The course’s subject matter is 
based on extensive research and field 
studies into the problems of selling in 
the wholesale distribution 
industry. The sales training course is 
so designed to be flexible enough to 
allow the member firm to conduct a 
series of 20 half-hour meetings or 
five two-hour meetings, if necessary. 

In the educational field, the asso- 
ciation also provides members with a 
program for personnel testing and 
selection. The association provides to 
members, in conjunction with a sales 
management consulting organization, 
all the tools they need to do a pro- 
fessional job of selecting and employ- 
ing profit-producing employees who 
have the qualifications to grow with 
the company. 

Another educational program in the 
association is directed at recruiting 
“potential salesmen” into the ranks of 
the electrical wholesale distribution 
industry. A recently published 16-page 
booklet — “Careers in Electrical 
Wholesale Distribution” —is directed to 
the high school graduate and college 
trained youth. It points out to them 
the advantages of choosing a career 
in the wholesaling end of the elec- 
trical business. Distribution of the 
booklet is made to all local offices 
of the Department of Labor, to the 
guidance teacher in every high school 
and trade school in the country, to 
NAED members who will distribute 
copies of the booklet to interested 
groups. 

e Public 
Another 


salesmen 
conference leader’s 
ings case 
posters 


props 


electrical 


Services — 
service of the 


Relations 
continuing 
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association is in the field of 
relations. Here, NAED uses its own 
facilities and that of the press to 
publish articles, speeches and othe! 
promotional material to keep the eyes 
of the industry focused on the full 
functioning electrical distributor mem- 
ber. 

e Special Project Studies 
studies are conducted regularly on a 
variety of subjects like warehousing, 
sales compensation, accounting meth- 
“calculated effect of any degree 
of price cutting,” handling expense 
for stock and direct shipments, etc 
These special studies are kept up to 
and from time to 
time so as to keep members informed 
of the developments in the 
industry. 

e Statistical Services 
members informed 
quarterly—on 
These 
members 


public 


[hese 


ods, 


date are revised 


newest 


[hese 
monthly 
that affect 

statistical 
the opportunity to 
measure their own figures on sales 
and inventories, margins, e€X- 
penses, net profit with those of other 
distributors in the industry 

e Commodity Committee Services 

Over 15 different commodity com- 
mittees in NAED engaged in 
improving all commodity 
covered. These committees meet dur- 
ing the year to consider ideas and 
problems submitted by the members 
The published reports of these meet 
a clearing house of in 
formation on trends and problems for 
distributor and manufacturer alike. 

e Industry Programs——-The details 
of every industry promotion in which 
distributors have a business stake are 
distributed to members as these pro 
In this way, members 
are continually aware of the current 
programs they can benefit from and, 
in all cases, they can participate in for 
the good of their companies and the 
industry. 

e Standardization Programs—In 
dustry standards on product packag 
ing and catalog design that are now 
part of the electrical 
business have been 
brought about through the work of 
various committees of NAED. One 
of the greatest contributions to the 
electrical industry has been—and is 
continuing—in the work of NAED’s 
Catalog Committee and its standard- 
ization program for illustrated price 
sheets and condensed type catalogs. 

e Conventions and Area Meetings 

Once each year NAED holds its 


keep 
and 
thei 


services 


trends 
business 


offer 


Zross 


are 


phases of 


ings serve as 


grams develop 


an accepted 
wholesaling 


general convention (and the Western 
Region, its Fall convention) at which 
time the membership gets a full report 
on the progress of the association 
during the These conventions 
give each member attending the op- 
portunity to meet with electrical dis- 
tributor associates from all parts of 
the country the top executives 
from his supplying manufacturers; to 
elect officers and determine the polli- 
cies of his association; to hear top 
speakers from the association, the in- 
dustry and government talk on sub- 
jects designed to help in his business. 

Area and zone meetings provide a 
convenient gathering place where 
members can discuss activities of mu- 
tual concern meetings 
attended by from the par- 
ticular Compact and 
informal, these meetings take up the 
business of distribution and its allied 
problems and bring national develop- 
ments down to the level of the par- 
ticular local 

Today, more than ever, the services 
and programs of NAED offer the 
individual electrical distributor his op- 
portunity for 

It is the 


yeal 


and 


These are 
members 


areas or zones 


area 


survival 

contention 
that, as the industry becomes more 
complex, its problems a little harder 
to comprehend, the day of the oppor- 
tunist and the merchant who simply 
fulfills the functions of buying and 
selling is fast coming to a close. 
distributors must keep 
their business. 
advice and 
improve their 
position in the 


association § 


Today 
abreast of trends in 
They 


counsel 


need professional 
on 


and 


wavs to 
business their 
market 

The lone operator and the “rugged 
individualist” cannot afford to remain 
that way in these modern times. He 
cannot afford to operate independ- 
ently of others in the industry when 
the is made up of strong 
groups in opposition to his existence. 
He cannot alone educate the general 
public, the government, the electrical 
industry and others of his economic 
All this can be done effec- 
through 


economy 


necessity. 
tively 
tion 

That association its 
strength coming from its membership 
and its effective programs—is NAED 
Through NAED the industry has pro- 
gressed through 50 years to an en- 
viable position of prominence and 
prestige. Through NAED, the industry 
can look forward to a continuation 
of that progress 


only a strong associa- 


strong 
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NAED Tomorrow: Dynamic Plans 
for a Dynamic Industry 


HE ELECTRICAL INDUSTRY 

has been a dynamic one—driving 

forward all the time—doubling 
itself in recent Too, it re- 
quires dynamic trade associations to 
keep pace with such a highly devel- 
oped industry. The inventiveness and 
creative ability of electrical men bring 
new marketing and specialized dis- 
tribution problems to the business 
field almost daily. 

The successful operation of the 
National Association of Electrical 
Distributors for half a century indi- 
cates that the electrical distributors 
working through their “national 
voice” have been ready to meet the 
many tests and challenges posed by a 
dynamic industry. 

In age, the electrical wholesaling 
industry is just about one generation 
old. It is not as old as the wholesale 
hardware industry but not as young 
as wholesale electronics 

There are very few, if any, 
generations represented in the elec- 
trical wholesale industry. There are, 
of course, a rapidly increasing number 
of second generation owners and 
managers. The fresh, new ideas and 
added drive that these capable young 
men have brought to the electrical 
wholesaling field has benefited our 
industry and insures its future growth 
and success 

N.A.E.D. has proud of the 
fact that it provided the means for 
many young men to meet their coun- 
terparts from all over the nation and 
the top management of the manufac- 
turing industry. 

N.A.E.D. will enter its Sist year 
with the largest membership, the 
strongest program and the most serv- 
ices ever put forth in its history 

It has been that the 
rendered by a modern trade associa- 
tion are so vital to its members that 
it has become almost another staff 
operation to them 

Reportedly, one of the best organ- 
ized and most progressive associations 
in existence, N.A.E.D. is, in fact, an 
additional department, counselor and 
management aid to each of the 1081 
houses on its membership roll. Its 
members depend upon the association 
for countless which, if pro- 
vided for themselves as_ individual 
firms, would require thousands of dol- 
lars of additional cost 

Most economists tell us that Amer- 


decades 


third 


been 


said services 


services 


ica will demand twice as much pro- 
duction in the next ten to twenty 
People will need twice the 
quantity of goods and services. It will 
mean, also, an increasingly important 
role for the full-functioning electrical 
distributor. 

[he past fifty year history of the 
electrical distributing industry  re- 
corded in the N.A.E.D. diary stands 
as evidence of the vital part played 
by wholesalers in expanding electrical 
markets. The experience and_ skill 
gained through those many years have 
equipped N.A.E.D. and its members 
to meet the challenges of the next 
half century. 

It has been said that the electrical 
industry will create hundreds of com- 
pletely new products during the next 
ten to twenty years 

Here again, it means a _ greatel! 
responsibility (and opportunity) for 
the full-functioning wholesale distribu- 
tor. In the past, the distributor has 
pioneered the introduction of hun- 
products. It has been the 
wholesaler’s salesmen who took the 
product to market 

History suggests, then, that the elec- 
trical wholesale distributor has the 
experience, the know-how and _ the 
ability to keep pace with a fast moving 
industry 

But what about the increased effi- 
ciency, management skill, new services 
and technical knowledge required for 
the future performance of the essen- 
tial functions of wholesaling? Will the 
present-day wholesale distributor be 
able to develop his organization fast 
enough? 

The answer found in 
reviewing the services provided in 
recent years by N.A.E.D. In the sec- 
tion titled “N.A.E.D.—Today,” you 
will note that many services were the 
result of, or in anticipation of, a 
direct trend within the electrical 
tributing industry 


years 


dreds of 


may well be 


dis- 


One of the outstanding services to 
be provided for the members of the 
near future will 
be the association’s own management 
school—The N.A.E.D. Institute. 

Located in a mid-western city, the 
Institute will be staffed with profes- 
sional instructors and industry con- 
sultants. Continuous courses ranging 
from 3 or 4 day seminars to special 
two and three week training schools 
will be held. Courses will be available 


association in the 


for sales managers, operating man- 
agers, executives, treasurers, sales spe- 
cialists, office managers, etc. The more 
popular courses will be repeated a 
number of times throughout the year 
in order to provide as many oppor- 
tunities as possible for members to 
have a man in attendance. 

Expanding markets will require 
more market research and area analy- 
sis 

Supplementing the invaluable work 
accomplished by trade magazines, the 
N.A.E.D. Distribution Research Com- 
mittee will conduct special market 
studies from time to time in order to 
keep the Association members fully 
informed 

In addition, the distribution re- 
search activity at N.A.E.D. will 
include a laboratory of wholesale 
distribution at its future Institute. 
Manufacturers of electrical products 
interested in selling them through dis- 
tributors will be able to visit the 
N.A.E.D. Institute and learn more 
about wholesale distribution. 

Another new service to be made 
available to N.A.E.D. members in the 
near future will be an advertising and 
public relations service 

Finally, the regional and area sec- 
tions of N.A.E.D. will play an in- 
creasingly important part in industry 
affairs. Like any expanding business, 
N.A.E.D. has noted the need to pro- 
vide more meetings and activities 
within specific trading areas in order 
to obtain an accurate pulsebeat of the 
electrical wholesaling industry. 

Today, celebrating its 50th Anni- 
versary, the membership of the Na- 
tional Association of Electrical Dis- 
tributors renews its pledge to do its 
part in the building of a greater, 
stronger America and a higher stand- 
ard of living. 

We shall hold fast to the principles 
of full-functioning wholesale distribu- 
tion because it been proved an 
economic for the 
industry. 

We shall defend the true functions 
of wholesaling because it benefits the 
American public 

The high standards set by N.A.E.D. 
have contributed to its reputation as 
a leading trade organization. Since 
this reputation is measured in terms 
of how well we serve—we shall con- 
tinue to expand and improve the 
quality of our service. 


has 


necessity electrical 
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NOT COMPETITION 


TO Ni. A. E. D. 


ON THEIR 


50™ ANNIVERSARY 


Harvey Hubbell, Inc. agrees 100% 
with the theme of the N.A.E.D., 
“Wholesale Distribution — 


The Most Economical Channel.” 


. and we are particularly proud of the cooperative relationship 
enjoyed with our distributors — based on the 12 point 


HUBBELL-DISTRIBUTOR PARTNERSHIP SALES POLICY. 





4 
LD tO a re we 


*...in the same orbit 
for over 70 years 


Li has been Hubbell’s policy for more than 


70 years — to distribute its products 
ex lusively through the electrical distributor 
ind cooperate In every possible way 

to assist him in conducting his business 


profitably, efficiently, and in accordance 


1 1] 
with good Dusiness practice. 


This non-competitive policy of cooperation, 
established and maintained since 1888, 
is the foundation o l’s continued 


association and relationship with the 
] 


leading electrical distributors 


throughout the United States. 


HUBBELL’S POLICY... 














eee ere 


SE Point 
HUBBELL-DISTRIBUTOR 


. COOPERATIVE SALES POLICY 


. SELECTIVE DISTRIBUTION 


OO a CN ce NCR ET — OP GDP D OM 7 


. PRICE PROTECTION 


. LIBERAL RETURN GOODS POLICY 


. NON-DISCRIMINATORY DISTRIBUTOR PRICE POLICY 


. FIELD ENGINEERING ASSISTANCE 


7. NATIONAL ADVERTISING 


. SALES PROMOTION SUPPORT 


. INVENTORY CONTROL PLAN 





. DISTRIBUTOR SALES TRAINING 
. TRADE SHOW PARTICIPATION 


. COOPERATION WITH DISTRIBUTOR 
AND INDUSTRY GROUPS 


HARVEY HUBBELL, INCORPORATED 


1888-1958 





always at your service... 


HUBBELL FIELD SALES 
REPRESENTATIVES 


HARVEY HUBBELL INC. 


BRIDGEPORT 2 


CONNECTICUT 


CALIFORNIA 
Grover A. Andersen 
HARVEY HUBBELL, INC 
1675 Hudson Avenue 
San Francisco 
Mission 7-324 
Berger Benson, Jr 
5025 ‘J’ Parkway, 
Sacramento (home) 
Robert T. Flynn 
191 Via Linda, 

San Lorenzo (home) 
Rolan L. Settles 

254 Lassen Ave., 

Mt. View (home) 

A. M. McMillan 
HARVEY HUBBELL, INC. 
103 No. Santa Fe Ave., 
Los Angeles 

Mutual 7226 

345 S. Linden Drive 
Beverly Hills (home) 
Walter C. Haffner 
James |. Jeffers 
Stuart E. Pentz 
George H. Swilling 


COLORADO 
Paul A. Douden Company 
1645 Wazee Street, 
Denver 2 
Keystone 4-6798 
Paul A. Douden, Sr 
Paul A. Douden, Jr. 


CONNECTICUT 
John R. Thomason 
P.O. Box 125 
Stepney 
Amherst 8-5453 


FLORIDA 


Robert W. Schultz 
P. 0. Box 302, 
Anna Maria, 
Bradenton 9-4483 


GEORGIA 
Harry W. Shropshire 


860 Barton Woods Road, N.E. 


Atlanta 7, 
Drake 7-7345 


ILLINOIS 


Reginald L. Renaud 
HARVEY HUBBELL, INC 
37 S. Sangamon Street 
Chicago 7 

Monroe 6-3737 

J. Walter Davis 
Michael Elia, Jr 

Fred W. Gannette 
Robert F. Lewis 
John E. Matthews 
John F. Nolan 

Ralph L. Wilkins 


INDIANA 
Gerald R. Belden 
3113 E. 38th Street 
Indianapolis 
Liberty 6-8857 


IOWA 
G. Hollis Gentry 
1101 Oakland Drive 
Muscatine, 
Amherst 3-6494 


LOUISIANA 
M. Morin Rivera 
2554 Pressburg Street 
New Orleans 
Galvez 1161 


MARYLAND 
Frank C. Butts 
2301 N. Charles Street 
Baltimore 18, 
Chesapeake 3-8290 


MASSACHUSSETTS 
Ervin R. Cameron 
64 Bouve Ave. 
Brockton 
Juniper 6-8397 
Davis 6-2119 


William A. Long 
182 Summer Street 
Andover 

Andover 2942 


MICHIGAN 
H. Duane Miller 
1724 Paul R. Street, S.E 
Grand Rapids 
Cherry 5-1467 
D. Allen Nesbitt 
28272 Sunset Dr., 
Lathrup Village, 
Elgin 6-2625 or Trinity 2-8000 
Dan A. Nesbitt 
1977 Washington 
Birmingham 
MI 6-9350 


MINNESOTA 


Fred L. Larson 

Route 3, Box 305, 

Wayzata 

Greenwood 7-2220 or Regent 0410 
Eugene W. Oveson 

Box 377, Route 3, 

Mound 

Mound 471 


MISSOURI 
G. Raymond Plancon 
627 E. 43rd Terrace,N 
Kansas City 16 
Gladstone 2-6175 
W. E. Rodgers 
1115-A Ralph Terrace, 
St. Louis 7 (home) 
P. 0. Box 1831 Cabanne Statior 
St. Louis 12 
Mission 7-4438 


NEW JERSEY 


James A. Kennedy 
15 Claremont Drive, 
P. 0. Box 652, 
Short Hills 

DR 9-3078 

Robert J. Hoonhout 
5 Rutgers Place, 
Upper Montclair 
Montclair 3-2664 


NEW YORK 
Michael C. Piombo 
HARVEY HUBBELL, INC 
11-15 Park Place, 
New York 7 
Barclay 7-2657 
Raymond J. Farley, Jr. 
John J. Klein 
Stephen Palub 
Charles T. Petermann 
Theodore J. Siebert 
Joseph O. Verrilli 
Donald W. Lewis 
348 Forest Hill Drive, 
Syracuse 6 
Howard 3-3106 
Edward A. Rucci 
22 Timberland Drive, 
Loudonville 11 
Union 9-8854 


NORTH CAROLINA 
George F. Latimer 
4217 Providence Road, 
Charlotte 7 
Emerson 6-2451 


OHIO 
John J. Beels 
95 Ceramic Drive, 
Columbus 14 
Amherst 3-4191 


Willian H. Teegardin 
7401 N. Timberlane Drive, 
Cincinnati 43 

Locust 1-6931 


OKLAHOMA 
Harold B. Lever 
2700 Elmhurst 
Oklahoma City 16 
Victor 3-9355 


OREGON 
David King 
202 Regal Bidg., 
1220 S. W. Stark St. 
Portland 
CA 7-1990 


PENNSYLVANIA 
Arthur M. Benedict 
7733 Pickering Street, 
Philadelphia 50 
Waverly 4-5814 
Louis Harbrecht 
54 Red Rose Way, 
Levittown 
Windsor 5-8795 
Lester P. Reed 
3114 Yale Ave 
P. 0. Box 82 
Camp Hill 
Regent 7-9334 
Marshall F. Root 
3208 Martin Lane 
Brookside Farms 
Pittsburgh 34 
Tennyson 5-8751 


RHODE ISLAND 
Arthur R. Newman 
58 Firglade Drive, 
Cranston 10 
Jackson 1-7428 


TEXAS 
James D. Martin 
HARVEY HUBBELL, INC. 
1111 Dragon Street, 
Dallas 7 
Riverside 1-3471 and 2-2719 
E. Y. (Dick) Callaway 
5416 Aspen Street, 
Houston 36 
Madison 3-0740 
Sam T. Houston 
1702 Patricia Lane, 
Garland 
Madison 6-2716 


VIRGINIA 
Ralph Lee Harrison 
4315 So. Ashlawn Drive, 
Richmond 
Elgin 3-5771 


WASHINGTON 
Frank A. Strohecker 
D. J. Morris 
218 Eyres Bidg., 
2207 First Ave., S. 
Seattle 
MA 3-0357 
Harvey Hubbell, Jr. 
207 Hyde Bidg., 
Spokane 
Main 2518 
Elmer Johnston 
207 Hyde Bldg., 
Spokane 
Madison 4-2518 


WISCONSIN 


Walter C. Stadler 

L. K. Stadler 

2504 N. 84th Street, 
Wauwatosa 13 
Bluemound 8-5151 
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Distributing 
Electrical Products 
In a Dynamic Economy 


ELECTRICAL WHOLESALING presents the highlights of the first 
comprehensive study of the distribution of electrical apparatus and supplies. 
Sweeping in scope, this special report—the work of Dr. Edwin H. Lewis, 

of the University of Minnesota—takes in the entire marketing panorama, 

from point of production to user. In addition to describing industry marketing 
patterns and practices, it also—for the first time—places on them 

the evaluation of an outstanding authority outside the industry. 
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THE AUTHOR 


When you see a portion of the 
text set in boldface and emblazoned 
with a yellow star—as this is—it 
marks a comment of Dr. Lewis’ that 
EW has elected to call particularly 
to your attention. 
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1. Industry Highlights 


Electrical Distributing - - 
An Over-all Appraisal 


In this section, Dr. Lewis sums up the findings of his two-year 
study of the distribution of apparatus and supplies. He analyzes 
the factors responsible for changes in marketing patterns and 
recommends steps that would contribute to greater marketing 
efficiency. He concludes that the defeat of unsound operations 
will be brought about by "destroying them by better practice 

. not by pulling down the standards of an industry"’ and that 
“sound practices gradually will prevail." In following 
sections, he analyzes the operations of distributors and agents 
and discusses the marketing patterns for major product groups. 


in the electrical apparatus and supplies industry. 

The number of plants devoted to the manufacture 
of these lines has more than doubled, and dollar sales 
volume—now running about $10 billion—is at least 
8 times the pre-war level. In physical terms, current 
output is roughly 51% times the output two decades 
ago. 


T= last 20 years have seen a tremendous growth 





e Significance of Expansion—The marketing signif- 
icance of this expansion of production, both in terms 
of the increased quantity of material and the many 
new lines, is very great. Several things have happened: 














(1) More middlemen, both wholesale distributors 
and manufacturers’ representatives or agents, have 
entered the market to participate in the distribution 
of these lines. 











(2) Even with a larger number of middlemen, 
ae newly established manufacturers have had increasing 
DISTRIBUTORS difficulty securing distribution for their lines. 














(3) Service has become the watchword in many 
lines, particularly in relation to delivery. Conse- 
quently, an increasing number of manufacturers have 
established local stocks at strategic points across the 
country. 

















USERS (CONTRACTORS, INDUSTRIALS, UTILITIES, ETC) 











(4) Price competition has become a more domi- 
Primary channels of distribution for apparatus and supplies nant factor. This has been apparent in many lines 
and in virtually all markets, but it has been especially 
severe in construction materials. 
(5) The emphasis on price has resulted in the 
growth of “brokerage” operations. This limited-service 
activity has been adopted both by established, full- 
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service wholesalers and by newer firms which do the 
bulk of their business on this basis. 


(6) The pressure for markets has thrust the manu- 
facturers’ representative into a more dominant position 
in some lines—especially wiring devices and fixtures 
sold to contractors. In many areas, the representative 
is performing functions historically performed by 
distributors. 


(7) Better sales promotion has been required of 
both manufacturers and wholesalers. Many manufac- 
turers, therefore, have found it necessary to aid 
distributors in their promotional activities. 


(8) The need for greater marketing efficiency has 
had a double-barreled effect on the distribution of 
individual lines: (a) Some manufacturers have re- 
duced the number of wholesalers which they will 
recognize as “authorized distributors,” and (b) 
Wholesale distributors have, in many cases, reduced 
the number of competing lines which they will carry. 


(9) Faced with a complex market of many different 
requirements, some wholesalers have found it profit- 
able to specialize in certain types of business. Con- 
versely, however, other distributors have seen oppor- 
tunities to go into new fields and have developed 
the organization necessary to sell in these new markets 
successfully. 


(10) As a result of the competitive situation in 
major appliances, electrical distributors are dropping 
their major appliance lines and are getting out of 
this business. 


(11) Distributors are serving smaller geographical 
markets. This development has resulted from the 
growth of independent houses and branches in smaller 
cities which were formerly served by distributors 
located in metropolitan areas. Since these newer 
establishments have a cost and service advantage in 
their own trading areas, outside distributors are at 
a disadvantage and generally find it necessary either 
to withdraw or to reduce their efforts in these areas. 


The Expanding Wholesale Structure 


The most recent Census of Business covered the 
year 1954 and reported 3,159 wholesale electrical 
distributors with sales of nearly $3 billion. About 
18 per cent of these establishments were electrical 
supplies and apparatus wholesalers with major ap- 
pliances and television sets; 63 per cent were houses 
engaged primarily in selling wiring supplies and con- 
struction materials; and the balance specialized in 
apparatus and equipment. 

In response to the great increase in output of 
electrical products, during the war and post-war years, 
the number of electrical wholesale establishments has 
doubled. This growth has been nationwide, but has 
been more rapid in the secondary wholesale centers 
than in the older established metropolitan areas. Also, 
the growth has been considerably greater among the 
specialized wiring supplies and apparatus wholesalers 
than among the general-line wholesalers. 

e Significance of Specialization—This trend toward 
specialization reflects the growing inability of the 
electrical distributor to be “all things to all people.” 
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Relatively few wholesalers can cater successfully to 
several diverse, specialized markets. Furthermore, to 
be successful the distributor must do a satisfactory 
job for both the manufacturer and the customer. 

Electrical manufacturers, likewise, have expanded 
their field facilities. The number of manufacturers’ 
branches which carry stocks increased in number 
from 313 in 1939 to 431 in 1954. These figures 
do not reflect public warehouse stocks nor stocks 
maintained by agents. The percentage increase in sales 
through these branches since 1939, however, has not 
been as great as the increase in sales through inde- 
pendent wholesalers 
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A growing inability to be ‘‘all things to all people” 


e Many More Reps—tThe greatest increases have 
occurred with respect to manufacturers’ representa- 
tives. The number of representatives has more than 
doubled since 1939, totaling 859 in 1954 compared 
with 384 in the pre-war year. The Census data for 
1939 and 1954 are not entirely comparable, so the 
increase is probably greater than is indicated by these 
figures. Sales of electrical apparatus and supplies 
representatives were about ten times the pre-war level 

The appearance of these new agency establishments 
is a reflection of the growing number of electrical 
lines crowding for distribution in the market. Small 
manufacturers, particularly, depend on agents for 
regional or national distribution, since they cannot 
afford to maintain their own sales organizations. Con- 
sequently, agency operations have sprung up in large 
numbers, often with headquarters in the representa- 
tives’ homes. 


Competing Channels of Distribution 


Electrical apparatus and supplies are sold through 
four primary channels. As indicated in the diagram, 
these are: (1) manufacturer-agent-wholesaler-user, 
(2) manufacturer-wholesaler-user, (3) manufacturer- 
agent-user, and (4) manufacturer direct to user 

Wiring supplies and construction materials used by 
contractors are purchased almost entirely from dis- 
tributors who buy through agents or direct from the 
manufacturer. Apparatus and equipment also moves 
in part through distributors, but major equipment 
particularly is sold by the manufacturer or his rep- 
resentative to industrial users and utilities 
e Rests on Efficiency—Each of these channels is in 
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Some steps have been taken that are 


competition with the others. There are certain whole Competitive Marketing Developments 
saling functions which must be performed, and the , , ioe oe 
Great pressures have built up in the distribution 


of electrical products as manufacturers have struggled 
for distribution against a growing number of lines. 
Some steps have been taken by manufacturers which 
are Open to question and some wholesalers and agents 


choice of the channel to be used rests on the relative 
efficiency with which each performs these functions 
[he primary wholesale functions which affect the 
channel to be used are selling, engineering and tech- 
nical service, carrying stocks, making delivery, :. 
; lso have engaged in questionable practices in thelr 

f t | i 
financing. Ihe fact that these functions cannot : 


; anxiety to increase volum 
performed equally well by all three parties in the 4 


e Field Stocks—As a case in point, some manu- 
facturers have set up field stocks, either under their 
wn control or under the control of agents, in order 
to give better service on deliveries. This tends to 


yattern—manufacturer, wholesaler, and 


| lines explains why the four channels 


distribution | 
igent—for al 
are used 
place the manufacturer in competition with the dis- 
tributor in those cases where the manufacturer decides 
to sell direct to users. Another result is the tendency 
for drop-shipments to increase, especially by the 
maller wholesalers 
If these field stocks are used to support the 
vholesaler—particularly for slow-moving lines—and 
if they can be carried by the manufacturer at lower 
han by wholesalers, marketing efficiency has 
improved, and the action is sound. If, however, 
net effect is to carry duplicate stocks, to encourage 
drop-shipments on virtually all orders, and to shift 
1 function which should be performed by the whole- 
the manufacturer, costs will be increased, 
nd this development is not economically sound 
The burden of proof is on the manufacturer to 
how that efficiency is gained rather than lost as 
the result of carrying his own field stocks 
e Unlimited Distribution—Another practice, which 
ometimes questionable, is that followed by manu- 
facturers who hope to get a larger share of the market 


selling to as many distributors as possible. The 


Manufacturers’ field stocks—more or less marketing cost? 


which sells to distributors or to users. The latter ; 

, i fallacy this decision is that many of these customers 
alternative used whenever the product line is broad ‘i i—e. 4 

table for th 1anufacturer, and he 

without them Conversely, 

for more experimentation by manu- 

na polic of limited distribution. Cor- 


us¢ rent at least in marginal areas. s , 
f \ -d, this procedure | 


enough and the sales volume high enough to justify 
this expenditure. Manufacturers with low-volume 
restricted lines, especially smaller companies, generally 
When a considerable an technical knowled as strong advantages sor 
cturer and distributor. It is one way of 
equired, as in the sale of apparatus and equipment, prota we pera a os 
11 teamwork ween the two 
inulfacturer ma eed have direct contact 
with users unless he is able to find an agent qualified 
to do this type of Status of the Agent 
e Stock and Promote he distributor is most su Che manufacturers’ representative is a very valuable 
cessful in the sale of lines which he can stock and part of the marketing channel for apparatus and 
promote. Construction materials, including wiring upplies. In many instances, he can do a more 
devices and fixtures, and some types of equipment efficient selling job than the manufacturer can, and 
fall in this category many of the smaller manufacturers could not exist 
[he agent is a substitute for the manufacturer’s vithout him he extent that he introduces greater 
sales organization. His advantage is essentially in efficiency into the sale of his principals’ products, by 
selling and results from handling several allied bu ng a single sales organization to sell multiple lines, 
non-competing ; which are sold to particul I le is a very useful middleman 
’ 


rroup of cust rs rents frequently are specialized e Where Trouble Begins—When the agent is undet 


by type of customer, such as utilities or industrial pressure to get business for new lines or for less- 
and the better agents are als pecialized by line lesirable lines which wholesalers are reluctant to 
They will handle wiring devices, for le tock—often quite wisely—the trouble begins. Then 
fixtures, or certain types of industrial bi the agent may become something of a wholesaler, 


not all of these lines ind he mav carry stocks and solicit orders from con- 
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open to question 


tractors. Attempts to peddle this business to whole- 
salers at mark-ups which range considerably below 5 
per cent meet with considerable opposition, and this 
business is accepted grudgingly by wholesalers if it 
is accepted at ali. In the end, this type of agent is 
likely to wind up with only the poorer wholesalers 
as customers. 

The question may be fairly asked whether this 
type of agent serves any real function other than to 
facilitate the distribution of lines which probably are 
not needed in the market. Fringe operations of this 
type frequently occur when the supply of a product 
exceeds the demand. Established wholesalers and 
agents suffer until the balance returns, but in product 
lines which have been as profitable as this one has 
been, such adjustments may take a long time. Agency 
failures occur, of course, but new establishments 
spring up to take their place, and meanwhile the 
general expansion of the industry permits a few more 
to slip under the tent. 

The remedies are clear but not necessarily effective 
in the short run. Established agents who are depend- 
ent on the distributor as a customer do well to serve 
these customers and not compete with them. Mis- 
sionary contacts with users are likely to pay better 
dividends over the long period than contacts actually 





For distributors, self-appraisal is in order 


involving a sale. Wholesalers can refuse to do business 
with certain agents or to handle their lines. In the 
great majority of cases, the wholesaler can make this 
decision stick since alternative lines—and frequently 
better lines—are generally available. 


A Distributor Need—Self-Appraisal 

rhe distributor needs to determine whether his own 
house is in order. Here is a list which any electrical 
distributor can use to check his own operations: 

(1) Have I analyzed my market? Do I know which 
areas or territories are profitable? Do I know both 
the potential and the costs of selling in these areas? 
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(2) Am I carrying any unprofitable lines? Do I 
actually know which lines are the most profitable? 

(3) Am I carrying excessive inventories in some 
lines? Am I leaning on manufacturers’ and agents’ 
local stocks when I should be carrying my own stock? 

(4) Have I considered reducing the number of 
competing lines? 

(5) Have I selected a type of business in which to 
specialize and be the leader in my area? 

(6) Have I done all that I can to make my outside 
and inside sales people more effective? Do | request 
assistance from my manufacturers and work with them 
on sales training programs? 

(7) Do I have a sound credit policy? Am I carrying 
contractors who are operating on a shoestring and 
who, therefore, constitute a serious credit risk? 

(8) Do I follow sound practice in making bids to 
contractors? Do I refuse to rebid at a lower figure? 

(9) Do I have a sound and consistent pricing 
policy? Do I refuse to accept business which is un- 
profitable even from “good” customers? 

(10) Have I fallen into the habit of accepting 
“brokerage” business? Is 5% , 3%, 2%, 1%, enough 
of a margin to make the acceptance of such business 
worthwhile? 

(11) Have I streamlined my order-filling procedures 
so that orders are handled at lower cost? 

(12) Do I really work with my leading suppliers 
and gain their confidence? 

In short, am I applying sound management prac- 

tices to my business? In the current market, you 
can’t operate profitably without them. 
e Pressures to Continue—There is every indication 
that the existing pressures in the electrical field are 
going to continue. As long as we have more than 
enough electrical lines and more than enough total 
production capacity, price will be a dominant aspect 
of the market, and there will be price cutters aplenty 
to take advantage of the situation 

However, no firm can continue long without profits, 
and as the profit squeeze becomes more intense, each 
distributor will be forced to make some hard choices 
Several of these have been indicated. The distributor 
will find it increasingly necessary to determine the 
profitable segments of his business and intensify his 
efforts in these directions. 


The Manufacturer-Distributor Team 


Manufacturers frequently remark that they consider 
the distributor to be an extension of their own sales 
organization, and they imply, therefore, that the dis- 
tributor is part of a “sales team.” While this point 
of view is basically sound, there is a real question 
whether this is the typical relationship between manu- 
facturer and distributor. Certainly one gets the im- 
pression that a great deal of suspicion exists among 
manufacturers, distributors, and agents. And there is 
a common feeling that the other parties involved do 
not carry their share of the load and, in fact, are 
not always to be trusted 

Actually, one hears the names of certain manu- 
facturers mentioned in the highest terms, but these 
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The flood of goods presses incessantly 


seem to be exceptional cases. It is more common 
for the distributor to be annoyed with certain prac- 
tices of manufacturers and their agents, and for 
manufacturers to belittle the work of the distributor. 
¢ Better Working Relations—Clearly, the industry 
would benefit by better working relations among 
manufacturer, agent, and distributor. In many markets 
around the country, this goal should be attainable. 
It is not an easy goal to reach, however, since many 
factors are involved, and it is necessary, particularly, 
that each party understand the conditions under which 
the others must work. 

Some of the operating factors on which there must 
be mutual understanding between manufacturer and 
distributor are: (1) the scope of the line to be carried 
by the distributor and the amount of inventory needed, 
(2) how the promotional responsibility is to be shared 
between manufacturer and distributor, (3) the amount 
and type of distributor sales training needed, and 
(4) the methods of handling changes made by manu- 
facturers, such as dropping product lines and reducing 
prices. 

e Advance Notice—Manufacturers generally make 
unilateral decisions with respect to most of these 
matters. On the last point, for example, wholesalers 
are entitled to some advance notice, at least, and 
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Needed: a mechanism for feeding back distributor reactions 
perhaps some protection when products which they 
carry in stock are discontinued or are reduced in 
price. The distributor who takes losses of this type, 
as the result of insufficient notice from the manu- 
facturer, is not likely to feel that he is part of a 
“team.” He is more likely to feel that he is being 
exploited by the manufacturer. 

e Mechanism for Reactions—lIt is also apparent that 
the flow of information back to the manufacturer 
concerning distributor and user reactions to manu- 
facturers’ products, services, and policies, is unde- 
pendable and incomplete. Why can’t a manufacturer 
set up some formal mechanism whereby such reactions 
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can be obtained? This could be accomplished in 
various ways. One might be a Distributor Advisory 
Committee. Another would be a sampling of distrib- 
utor opinion by personal interview or mail survey 
either on a regular basis—say twice a year—or when- 
ever matters on which the manufacturer desires 
assistance arise. 

Such a policy would almost certainly build goodwill 
among distributors and should result in sounder mar- 
keting decisions. Highly confidential matters probably 
would be excluded, but no harm would result from 
discussing many things which affect distributors 
directly or indirectly and which now are decided by 
the manufacturer alone. 

e Selective Distribution—The whole problem of 
manufacturer-distributor relations is easier to handle 
when manufacturers follow a policy of selective dis- 
tribution and when distributors carry a very limited 
number of competing lines. Under such conditions, 
both manufacturer and distributor stand to gain. This 
may not be a desirable policy in all parts of the 
country, and perhaps it is not workable for all lines, 
but many electrical manufacturers and distributors 
would benefit by adopting it. 

e Choice of Agents—One of the increasingly difficult 
problems in the industry concerns the relationship 
between agents and distributors. Since the agent is 
the manufacturer’s representative, his actions neces- 
sarily strengthen or weaken the manufacturer’s posi- 
tion in the market. The type of representation which 
the manufacturer desires can be assured, in part, by 
a careful choice of agents, and by examining the 
agent’s operating policies and business reputation. 

In one way or another the manufacturer must make 
sure that an agent is not jeopardizing his market 
position. It is not difficult for a manufacturer to 
determine whether or not an agent’s methods are 
building goodwill for his line. Unfortunately, it is 
quite apparent that some manufacturers encourage, 
tacitly or otherwise, agent practices which are short- 
sighted and which imperil their own sales to distrib- 
utors. 
¢ Equally Responsible—A discussion of the subject 
of manufacturer-distributor relations would not be 
complete without emphasizing that the distributor 
must carry out his end of the bargain. Both members 
of the “team” are equally responsible for the success 
of it. This distributor responsibility includes doing 
an effective job of promotion, carrying adequate 
stocks, giving good service, and, in a broad sense, 
serving as the manufacturer’s representative in the 
field. 

Need for Better Ethics 

At the present time, the members of the electrical 
industry, at the several levels, constitute something 
less than a “Mutual Admiration Society.” Instead, 
criticisms—not only of competitors but of suppliers 
and customers as well—are freely voiced. Open 
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on every channel 


criticism is, of course, a characteristic of the free 
enterprise system, and certainly the electrical industry 
is not unique in this respect. 

A large part of the criticism, at least at the dis- 
tributor level, originates among the so-called “estab- 
lished” wholesalers who have been doing a profitable 
business over the years and who are now pinched 
by sharp competitive practices of various types. Such 
practices are likely to spring up in any field where 
supply is pressing on the market, because the market- 
ing system of this country is a versatile and adaptable 
mechanism which provides new channels and market- 
ing methods whenever the need arises. 


Distr butor 


Needed: more clear-cut statements of manufacturer policy 


e Great Head of Water—This pressure can be 
easily understood if one thinks of a great head of 
water in a river coursing toward its outlet—the sea. 
Ordinarily, the river follows its normal channels, but 
as the waters build up, new channels are formed and, 
at times, a short cut is taken which by-passes an old 
channel. Come what may, the river inevitably finds 
an outlet. 

This is exactly what is happening in the electrical 
industry. The flood of goods which has been produced 
during the past ten years presses incessantly on every 
channel leading to a market. New lines and old, 
specialty products and standard lines, all must find 
a market or perish; and entrepreneurs not only do 
not give up easily but are able to use considerable 
ingenuity and imagination to dispose of their lines. 
Thus, the trait which has made the United States 
the greatest producing country in the world has some 
painful side-effects when it deals harshly with estab- 
lished institutions and practices. 

This is the thing which both distributors and 
manufacturers need to understand. When changes are 
forced on the system by basic conditions, such as 
a supply which is high relative to market needs, 
something must give way. Consequently, we see in- 
novations both in institutions and in marketing pro- 
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cedures, and established, accepted practices are 
threatened by new forces. 

e Slow to Change—As it happens, these changes 
have impinged to a great degree on the wholesaler- 
and again the electrical field is not unique. Actually, 
the full-service wholesaler in most fields has been 
slow to change his practices. He usually tends to be 
on the conservative side. He favors the status quo and 
assails the innovators. Too often the major result of 
this attitude is simply a rise in his own blood pressure. 
Ihe only rational approach, of course, is to take the 
steps necessary to improve his position in the market 
Some of these have been mentioned above. 

Although there is a rational explanation for the 
current state of affairs, the fact remains that some 
distributor practices are not in the best interests of 
the industry. Profitless bidding, over-extension of 
credit to contractors of doubtful financial stability, 
the failure to give full-service when such services 
should be given are examples of practices of very 
doubtful value to the industry. Manufacturers and 
agents who engage in some of these same practices 
and who undercut their distributor customers are 
likewise engaged in activities which are of questionable 
merit 
e Contractor Education—Before concluding _ this 
analysis, the position of the contractor needs to be 
brought into focus. Poor business methods and dubi- 
ous ethical standards on the part of many contractors 
certainly have contributed to the problems of the 
industry. A great deal of educational work needs to 
be done among contractors. Perhaps manufacturers 
and distributors can do some of this, but the greater 
part will have to be done by the contractors them- 
selves. 

The lead in contractor educational work must come 
from the better contractors and particularly the con- 
tractor associations. Some educational work has been 
done by the associations, and these are steps in the 
right direction, but much remains to be done, espe- 
cially among the smaller contractors. 


Industry Leadership 


he leaders in the industry, both manufacturers and 
distributors, who are attempting to establish sound 
bases of operation along the lines indicated above, 
are helping to stabilize the industry. Some manufac- 
turers have published clear-cut statements of policy 
indicating their attitude with respect to distributor 
relations, price policy, field stocks, brokerage business, 
etc. More manufacturers need to adopt, publicize, and 
support similar standards and methods of operation. 
¢ Destroy by Better Practice—lIt is a foregone con- 
clusion that the industry will continue to be harassed 
by “fringe” operations of one type or another which 
are not basically sound. The problem is to live with 
them and gradually to destroy them by better prac- 
tices. Nothing is gained in the long run by pulling 
down the standards of an industry. Questionable 
tactics are defeated not by emulation but by develop- 
ing something which is better in terms of the industry’s 
general welfare. 

Fortunately, the electrical apparatus and supplies 
industry has enough top-flight manufacturers and dis- 
tributors that one can expect, with considerable 
confidence, that sound practices gradually will prevail. 


85 





Il. Men in the Middle 


The Electrical Distributor 


@ Operating under many guises and widely varying policies 
and methods, more than 3,000 wholesaling establishments are 
channeling a large share of the output of 3,400 manufacturers. 

@ Distributors are serving smaller areas because of the con- 
tinuing decentralization of electrical wholesaling. 

@ The typical distributor carries too many lines—particularly 
too many competing lines. 

@ Neither the customer nor the manufacturer receives the 
kind of service from the broker that they have come to expect 
from the distributor. 

@ A tight credit policy on the part of distributors would help 
remedy a presently unhealthy situation. 

@ A carefully devised system of selective distribution would 
substantially improve manufacturer-distributor relations. 

@ Profitable wholesaling is a basic and continuing need in 
the electrical industry. 


ITUATED in metropolitan areas 
S and the larger cities across the 
country are more than 3,000 
establishments which are engaged in 
buying, stocking, and selling a tre- 
mendous variety and quantity of elec- 
tical apparatus and supplies. Operat- 
ing under many guises and widely 
varying policies and methods, these 
diverse establishments fall in the gen- 
eral category of electrical wholesalers 
or distributors. 
e Similar Yet Different These 
wholesalers are similar in the sense 
that they buy outright, with the ex- 
ception of a few lines such as wire 
and lamps; they sell largely to con- 
tractors, utilities, and industrial ac- 
counts; they typically carry substan- 
tial stocks; and they assume credit 
risks. Beyond this, however, there are 
many differences: in functions per- 
formed, in lines carried, in types of 
customers served, and in geographical 
markets reached. Still, they have 
many common problems. 
In an elementary sense, their func- 
tion is to channel a large share of 
the output of some 3,400 apparatus 


86 


and supplies manufacturers to the 18,- 
000 electrical contractors and the 
thousands of industrial and commner- 
cial organizations, including utilities, 
which are the primary users of these 
products. In the performance of this 
basic function of assembly and dis- 
persion, electrical distributors are in 
competition with manufacturers’ 
wholesale establishments which sell to 
users, and sometimes with agents who 
also sell to the same customers. 
e Under Pressure—The electrical dis- 
tributor has been under strong com- 
petitive pressure, and this has been 
reflected in the decline in both gross 
margins and the _ net-profit-to-sales 
ratio. Net profits during recent years 
have averaged 1.5 per cent compared 
with 24% per cent in the early post- 
war years and 3 per cent during the 
War years. 

lo protect his position as the nat- 
ural and, frequently, the most effi- 
cient link between manufacturer and 
user, the electrical distributor has had 
to be alert to the constant market 
and industry changes which are going 
on around him. More important, he 


has had to be prepared to take the 
adjust to 


develop- 


necessary steps to these 
changes. Several of 


ments will be discussed 


these 


Shrinking Geographic Markets 


In many parts of the country the 
electrical distributor does not serve as 
large a market as he did prior to 
World War II. The major 
this situation is the decentralization 
of electrical wholesaling which has 
been occurring Over the years. 

The largest cities have a smaller 
percentage of both the number of 
wholesale establishments and the vol- 
ume of wholesale trade than they had 
after the war (next page). The next 
Census of Business undoubtedly will 
reflect a continuation of this trend. 

The growth has shifted to the sec- 
ondary wholesale centers as indicated 
by the fact that communities having 
less than 100,000 population have in- 
creased their share of establishments 
and sales. Wholesalers in these smaller 
cities have a competitive advantage in 
their own trading Con- 
sequently, wholesalers located in more 


cause of! 


areas 
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centers have 


metropolitan 
increasingly difficult to 


distant 
found it 
against them in these areas. 

e Natural—This growth of secondary 
wholesale natural one 
which actually has occurred in other 
commodity fields to a greater extent 
than it has in 
smaller cities grow in population they 


sell 


centers 1S a 


electrical goods AS 
gradually evolve into wholesale cen 
ters for convenience goods such as 
tobacco products, groceries, and con 
fectionery, and later other 
come established. 

The wholesaler can meet the prob- 
lem of shrinking markets in two 
ways: he can reduce his area 
of coverage and sell more intensively 
in the market in which he continues 
to have a competitive advantage, 0: 
he can establish branches in outlying 
cities. Sometimes he can do both. 

In any case, the wholesaler needs 
to use considerable care in defining 
the area in which he expects to do 
business. Selling and delivery costs 
particularly need to be analyzed in 
some detail. Otherwise, it is quite 
probable that some sections of the 
market will be covered at a loss. 


lines be 


Branch Houses 

[he experience of wholesalers in 
several parts of the country indicates 
that, properly managed, branches can 
be operated at a profit 
branch management, however, re 
quires a careful balance between cen 
tralization and autonomy. 

Basic policies, of course, must be 
established at headquarters. Some 
functions, such as the bulk of the pur 
chasing, advertising, and perhaps the 
granting of credit can be better per 
formed at headquarters. 
tivity, maintenance of stocks, and the 
ordering of products 
marily in a given area generally 
should be the responsibility the 
branch manager. 


Successful 


Sales ac- 


needed pri- 


Since every branch is a separate 
risk with its own competitive prob- 
lems and its peculiar market needs, 
the operating problems and results of 
each branch must be analyzed in- 
dividually. Close coordination, good 
communications, and _ well-trained 
managers are key factors in the suc- 
cess of a branch operation. The in- 
ability to get competent, trustworthy 
managers particularly has been a 
common cause of branch failures. 

e Inadequate Potential Another! 
which lead to failure 
area Of in 


Situation will 
is putting 


adequate potential 


a branch in an 
The trading area, 
business, and lo- 
wholesalers all 
before the de- 


branch 


volume ofl 


competing 


probable 
cation ol 
need particular study 
with 


tion 1s made, 


cision respect to loca- 


Lines Carried 
The typical electrical distributor 
tends to carry too many lines, and, 
more particularly, too many compet- 
ing lines. This seems to be a carry 
over from the days when the whole- 
saler thought that he had to carry 
every line in sight in order to give 
“service” to his customers. 
it is refreshing to talk with whole- 
salers who are conscious of the need 
to reduce their lines and who are do- 
ing something about it. However, 
there are many wholesalers who con- 
tinue to think that they must have 
every line requested by their cus- 
tomers. This is a belief which can 
take them straight down the garden 
path! 
e Need Pruning Most—The 
generally in greatest need of pruning 
are construction materials and light- 
ing fixtures. One distributor, for ex- 
ample, indicated that he carried eight 
lines of fittings. Doing an adequate 
job of selling anything like eight such 
an impossibility. The 


do an excellent job of pro- 


lines 


distrib- 


ob 


or two Ines, a fat 
b 


three, but with one more 


actually 


of selling 
than 


orders 


this he is just handling 


chooses to 


lines 


The wholesaler who 


number of fixture 


carry a large 


is In an even worse position because 
j 


of the han 


volved in this 


ling and storage costs in 


type ol product As 
I hat can | ( 

c wholesaler VnoO 
carried 10 or 12 residential fix- 


lines 


had 
ture t the number of 
three representing different 
price levels. Another wholesaler, who 
specializes in lighting equipment, at 
residen 


lines cu 


down to 


one time carried some thirty 
tial fixture lines. Today its major em 
phasis is on one line 

This is an area in which whole- 
salers could well undertake consider- 
able experimentation. An analysis of 
stock records will indicate those lines 
in which a start could be made. 
Eventually, many distributors would 
probably find that they could narrow 
their lines to one or two major lines 
for each type of product, with pos- 
sibly one or two secondary lines to 
fill-ins and as alternative 
supply. It is doubtful 
whether most wholesalers are aware 
of the involved in handling 
multiple competing lines. 


serve as 
sources of 


costs 


The Inventory Problem 


Electrical apparatus and supplies 
PI I 
distributors had sales of slightly 


and their year- 


less 
than $3 billion in 1954 


inventories totaled about $336 


is the availability of 


end 
million. It 
stocks which in large part accounts 
for the importance of the electrical 
distributor. When this stock-carrying 
function is the 
opened to others, such as the broker, 
the wholesaler in 


these 


slighted, door is 
undersell 
market 

sales-to-inventory ratio had 
in 1948. Consequently, 


W ho can 


his own 
The 


’ > 


een 5.2 to 





Growth Has Shifted to Secondary Wholesale Centers 


lectrical Apparatus and Supplies Distributors 
Number of Establishments and Sales by City Size 





City-Size Group 
(population) 


Over 500,000 

100,000-500,000 

25,000-100,000 

Under 25,000 
Total 


(Bureau of the Census, 1954 Cer 





Number of 
Establishments and 
Per cent of Total 


1948 


41.3% 
28.6 
19.0 
11.1 
100.0 


1954 


34.9% 
27.8 
23.0 
14.3 
100.0 


1,208 
839 
559 
329 

2,925 


1,098 
879 
728 
454 

3,159 


$1,082 
1,098 


$2,910 


Sales Volume (in millions) 
Per cent of Total 


1954 1948 
43.5% 
36.2 
16.4 

3.9 

100.0 


37.2% $1,039 
37.7 865 
18.6 392 

6.5 93 


100.0 $2,386 


540 
190 
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there has been 


ventories 


a slight drop in in- 
relative to 
early post-war period 
lo the extent that this drop in in- 
ventory reflects the pruning of un- 
necessary lines, it is a step in the 
right direction. If, instead, it indicates 
a shift in the performance of 
the stocking function from the whole- 
saler to the agent or the manufac- 
turer, it is quite clearly a step in the 
wrong direction. The historical pat- 
terns of marketing channels highlight 
the fact that middlemen cannot con- 
tinue to be paid for services not per- 
formed. 
e Realistic and Fair—What should 
constitute an optimum wholesale stock 
in a given line is a matter which 
probably can decided by 
manufacturer and distributor working 
together, particularly when the man- 
ufacturer follows a policy of selective 
distribution. In 
ufacturers 


sales since the 


best be 


this connection, man- 
must follow a 
policy and one which is fair 
tributors. 

Some 


realistic 


to dis- 


should be 
made to relieve the distributor of the 
burden of carrying lines which are 
not selling in his market. Wholesalers 
in large cities, however, should be ex- 
pected to carry more of the slower- 
moving fringe items than distributors 
in smaller with their limited 
markets 

Manufacturers’ field stocks of slow- 
moving lines may be one way of in- 
creasing the distribution efficiency of 
lines 


provision also 


cities, 


distribu- 
could 
reservoir for wholesalers in sev- 
Such a step would be in 
line with the basic marketing need 
to perform each function at the point 
where it can be handled most effi- 
ciently. 


these Located at key 


tion points, these stocks serve 


asa 


eral cities 


e Inventory Position 
rising inventory 
must constantly 


In the face of 
costs, wholesalers 
evaluate their inven- 
tory position, and manufacturers must 
give as much help in this respect as 
is possible 

Brokerage operations are, by and 
large, not the answer. Neither the cus- 
tomer nor the manufacturer receives 
the type of service from the broker 
which they have come to expect from 
the distributor. 

Brokerage activities merely shift 
the stocking function from the whole- 
saler to someone else, and if all the 
costs involved were known and ap- 
plied, it is likely that neither party 
to the transaction would be satisfied. 





On these pages, 
Dr. Lewis discusses .. . 


Significance of inventory de- 
clines 

Brokerage activities 
Complexity of market 
Cultivation of multiple markets 
Rebidding practices 











In the short run, there may appear 
to be advantages in this method of 
distribution, but it also has limita- 
tions which should be clearly recog- 
nized. 

Manufacturers of quality merchan- 
dise would hardly find the broker, 
who typically sells on a price basis, 
the best outlet for their entire output. 
And if brokers are being used to skim 
the cream from the market, it is al- 
most certain that established, full- 
service wholesale distributors are be- 
ing penalized. Of necessity, therefore, 
the manufacturer’s long-run position 
will deteriorate as full-function whole- 
salers are forced to drop the line. 
e Local Stocks—In general, large 
electrical wholesalers are opposed to 
local stocks maintained by manufac- 
turers or their agents, and some 
wholesalers have eliminated or re- 
duced their purchases from manufac- 
turers who have taken this step. 
Smaller wholesalers, however, 
frequently find such stocks convenient 
and draw heavily from them. In a 
therefore, the manufacturer is 
subsidizing the small wholesaler. 

Where several competing lines are 
in wide distribution, the manufacturer 
may find that he has traded distribu- 
tion through the larger wholesalers 
for distribution through the smaller 
firms. Such a switch is not likely to 
be to his advantage unless his line 
has been presold to the point where 
he can compensate for these lost dis- 
tributors. Few electrical products 
would appear to be in this position. 


sense, 


The Distributor’s Market 

[The market available to an elec- 
trical distributor is a very complex one 
—so complex, in fact, that a single 
establishment can not hope to cater 
to all types of buyers. There is the 
construction market, both new build- 
ings and remodeling, and this may 
be divided into two segments: resi- 
dential construction, and_ industrial 
and commercial construction. And 


Brokerage activities are, by and 


there is the maintenance market: in- 
dustrial, institutional and commercial 
involves purchases needed to keep a 
business establishment or institution in 
good running order. 

Another important market consists 

of the electric utilities. Some whole- 
salers also sell to OEM accounts. 
e Can't Serve Them All—Faced 
with such a variety of customers in- 
volving a wide range of demands for 
goods and distributor 
finds himself in an impossible situa- 
tion if he attempts to serve them all. 
Most wholesalers would find it very 
difficult, for example, to handle such 
diverse markets as the small, “basket” 
contractor doing residential work and 
the shipyard requiring highly-special- 
ized marine products 

This is not to say that a wholesaler 
cannot sell successfully in more than 
one market. In an attempt to expand 
sales, some wholesalers have developed 
a profitable business in new fields. 
A distributor who has concentrated 
in the industrial market may be 
able to build a satisfactory business 
with commercial and industrial con- 
tractors, and vice versa; a distributor 
who sells to contractors in smaller 
communities may find that he can de- 
velop a business with hardware stores; 
and there are other possibilities for 
expanding sales in new markets. 

The cultivation of a multiple mar- 
ket requires the wholesaler to be a 
specialist in more than one field, and 
he must be prepared to do an ef- 
fective job of promotion and give 
the necessary service in each field. 
Sometimes, this can best be done by 
departmentalizing the business. In 
every case, however, the wholesaler 
must be able to evaluate the operat- 
ing results with respect to each type 
of market. 


services, the 


The Construction Market 

The majority of electrical whole- 
salers consider their principal market 
to be contractors and_ electrical 
maintenance departments of business 
organizations and institutions, includ- 
ing governmental establishments. 

But even this market needs to be 
further defined. Some of the smaller 
distributors obtain virtually all of 
their business from small residential 
contractors who buy in_ relatively 
small quantities. Other wholesalers do 
not cultivate this business but sell pri- 
marily to contractors engaged in in- 
dustrial and commercial work. 

e Frustrating Problem—Most of the 
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large, not the answer 


latter business requires formal bids, 
and this involves the wholesaler in one 
of the most difficult and frustrating 
problems in the business—attempting 
to secure bid jobs. This situation is 
complicated by the commonly-used re- 
bidding system whereby the contrac- 
tor attempts to purchase at a price 
below that presumably given as the 
low bid. 

All of the parties involved seem to 
be responsible for the extensive use 
of the rebidding practice: contractor, 
distributor, and manufacturer. In their 
eagerness to get business, some man- 
ufacturers and some wholesalers are 
willing to go below their initial bid. 
e Shop Around—Knowing this, the 
contractor tends to shop around to 
get the lowest purchase price. In fact, 
some contractors bid lower than the 
figures supplied by wholesalers on the 
assumption that after they get the 
contract they can obtain a lower price 
from wholesalers. Needless to say, 
they are sometimes caught, but the 
practice continues. The contractor 
may also hope to substitute a lower- 
priced material. And on this, likewise, 
he may not get the cooperation of 
the architect and thus be disappointed. 

Leading distributors, and contrac- 
tors as well, indicate that they do not 
engage in rebidding practices, and this 
may well be true, but these seem to 
be the exceptions rather than the 
typical case. Some wholesalers state 
that they will not furnish bids to con- 
tractors known to be “chiselers,” but 
these contractors continue to get both 
jobs and supplies. 

e Few Can Throw Stones—It is also 
apparent that the manufacturer sup- 
ports the wholesaler in cutting prices 
when the volume of business is suffi- 
cient to warrant this step. The out- 
side observer gets the impression that 
there are not many in the construc- 
tion materials industry from top toe 
bottom who can safely throw stones. 

This situation in the construction 
industry leaves the wholesaler with 
several choices. He can go after the 
residential business or the industrial 
and commercial business. He can cul- 
tivate bid business or non-bid busi- 
ness. He can go all out in getting a 
bid, including working up all the 
figures, or he can submit a single 
final bid on the basis of the product 
list supplied by contractors with 
whom he wishes to do business. 


The Industrial Market 


Some distributors who carry the 
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mabe 
_ le may ask for price quotations, 


leading industrial lines cater particu- 
larly to industrial accounts and some- 
times deal with customers far outside 
their normal trading area. One mid- 
western wholesaler, for example, who 
carries a large stock of a leading line 
of explosion-proof fittings sells to in- 
dustrials and distributors over a large 
part of the country and 
some export business. 
The decision to specialize in indus- 
trial business may be based on sev- 
eral factors. One is the desire to 
avoid bidding on construction jobs. 
While industrial business is coming to 
more dependent on price, and 


also does 


price competition is not as severe as 
it is in the construction field. 
e Lower Credit Risk — Some 
tributors prefer to deal with indus- 
trials because the credit risk is sub- 
stantially lower than for contractors. 
Also, in areas where the building in- 
dustry is heavily unionized, non-union 
distributors may not be able to do 
business with contractors, and they, 
therefore, cultivate the industrial field 
or some other specialized field such 
as commercial establishments, hotels, 
theatres, etc. 

Wholesalers who also do a con- 
tracting business do not sell much to 
other contractors against whom they 
are competing. Consequently, their 
wholesale business is primarily with 
industrials. They may sell to con- 
tractors in outlying areas, however 


dis- 


Other Types of Markets 

In a very large city, such as New 
York, electrical distributors may be 
highly specialized. For example, a 
distributor may sell almost entirely to 
the marine market. Sales will be made 
to shipping companies, shipyards, ma- 
rine contractors, and the government. 
Some sales also will be made to other 
wholesalers in port cities. 

The largest of these establishments 
carry a full line of electrical marine 
supplies and are able to give prompt 
delivery. Service is particularly im- 
portant in this field since repairs fre- 
quently must be made during the few 
days the ship is in port 
e Parts Business — A very limited 
number of wholesalers, probably only 
four or five in the country, do an 
exclusive parts business for motors 
and motor controls. These firms carry 
parts by agreement with the manu- 
facturers of virtually all the motor 
and motor control lines. Conse- 
quently, the wholesaler may carry a 


) 


stock of 20,000 to 25,000 parts plus 
other 
pair shops 
repair shops, industrials, and electri- 
cal distributors with an emphasis on 


prompt delivery out of 


needed by motor re 
made to moto, 


materials 
Sales are 


service and 
stock 
Markets may 
times by carrying lines not generally 
sold by electrical apparatus and sup 
plies distributors. One illustration is a 
distributor who carries neon tubing in 
addition to a general supplies line. 
The tubing is sold to manufacturers 


be extended some 


of neon signs 

e Export Business Occasionally 
electrical distributors have an 
export business, particularly when the 
firm is located in a port city. Sales 
will be made, in part, to firms which 
have overseas installations and which 
may present to the wholesaler a com- 
plete bill of goods for shipment. In 
some instances, a wholesaler will serve 
line. There are 
distributors who 


will 


as export agent for a 
also some electrical 


have agents abroad 


Competing Distributors 


Che electrical apparatus and 
plies distributors handle the very great 
bulk of the distributor 
lines in this classification. How 
ever, a number of other wholesalers 
also handle some supplies and appa- 
ratus lines of which the most impor- 
tant are the hardware, appliance, 
plumbing and heating, and industrial 
distributors 

Hardware carry light- 
ing fixtures and lamps and electrical 
supplies used on the farm and in home 
maintenance work such as_ wiring 
switches, controls, and mo- 
These wholesalers sell mainly to 
hardware Since contracting 
is frequently combined with retailing 
in small communities, however, hard- 
ware wholesalers get some contractor 
business. Some of the larger whole- 
cultivate industrial ac- 


sup- 


sales of the 


wholesalers 


devices, 
tors. 


retailers 


salers also 
counts. 

e Electrical Departments Indus- 
trial distributors, some of whom have 
electrical departments or carry some 
electrical lines, sell primarily to indus- 
trial accounts but also to institutional 
buyers. Large industrial 
distributors do some _ business with 
smaller industrial distributors in other 
The electrical 
generally, motors, transformers, con 
trols, and Some _ industrial 
distributors will carry only those lines 
for which the 


metropolitan 


cities lines carried are 
switches 
manutacturer 


gives 
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The Electrical Distributor (cont.) 





Under selective distribution: 


both 





Manufacturer's Obligations 


The manufacturer’s resp« nsibilities e severa 

(1) He must limit the number of distributors chosen 
to those necessary to obtain satisfactory coverage of 
the market. A thorot I 
to determine how 

*re they should be located 

(2) He must support the distributor organization by 
not selling direct to the wholesaler’s customers except 
where the long-run advantages of selling direct are clearly 
apparent. If contacts are made with the wholesalers’ 


customers these should | n! ar I l rath 


(3) A reasonably well-defined stocking policy should 
be worked out with distributors, and the details of this 
policy should be modified to meet the needs of individual 
wholesalers. 

(4) The manufacturer should take the distributor into 
his confidence to a greater extent than he now does. 
Yistributors of the caliber which we have in mind can 

irer when he is 

new products, 

sales and service 

discount structures 

manutacturers 
pparently without 
with anyone at 
ng, and in all 

to establish a 

be consulted 





Wholesaler’s Obligations 


The wholesaler has responsibilities which are fully 


nportant as those of the manufacturer 

(1) He must be prepared to limit or—depending on 
the product line—forego competing lines. Where lines 
overlap extensively, the wholesaler encounters the prob 


] 
iem ol 


romote his line 
wholesaler carries 

ompeting line 
(2) The wholesaler must serve as a sales organization 
id not an order-taker. He must also do his share in 
This involves good selection 
satisfactory compensation, 


x his own salesmen 
salesmen, good training 
and a good system of supervision and control. In short, 
the wholesaler must adopt all the tools of good sales 
management 
(3) Adequate distributor stocks are a “must.” The 
wholesaler must be able to make most deliveries from 


reduced his outlets to a reasonable nu 


serving two masters. If the manufacturer has 
mber he is entitled his own stock. Very large orders may be drop-shipped 





Continued from preceding page 


1 


price protection and does not engage 
lirect sale to industrials at lowe: 


In ¢ 
prices 

Engineering services are frequently 
‘ffered by industrial distributors, and 
customers may seek their advice in 
solving production problems. In some 
cases, these distributors may also 
business 


carry on a motor repall 


Credit Risks 

Distributors who sell primarily to 
utilities, institutions, and large indus 
trials have no serious credit problems 
in the normal course of events. When 
sales are made to contractors, how- 
ever, the credit risk increases sub 
stantially unless the distributor is very 

reful with whom he deals 

About 95 per cent of the sales of 
apparatus and supplies dis 
Only 43 of 


for 


electrical 
tributors are on credit 
the 3159 establishments reported 
+ sold exclusively for cash. On 
average, receivables in that yeal 

to 12 per cent ol sales, and 
losses were about 2 pel 


During the post-war years the 


average collection period has ranged 
from 35 to 45 days 

These averages, however, hide a 
type of situation which is all too 
prevalent: the contractor who is op- 
erating with insufficient capital and 
who is always deeply in debt to some- 
one. His income from one job is used 
to pay the suppliers of another. Oddly 
enough, regardless of how bad a con- 
tractor’s credit may be, some distri- 
butor is always willing to sell to him 
on the assumption that /e will be 
paid. 

Some electrical distributors feel 
that they are justified in extending 
liberal credit to contractors if they 
are not forced to cut prices. How- 
ever, this is a rather dangerous policy. 
The added risk and expense may 
more than offset the larger income. 
Most wholesalers try to hold their 
collection period to 30 or 40 days 
with a maximum of about 60 days, 
after which they may stop selling to 
the contractor. 

Credit terms which are too liberal 
create a vicious cycle. Contractors 
whose credit is over-extended become 
desperate to get new business. In the 


process, they bid low to get additional 
jobs. This forces market prices down, 
with resulting pressure on other con- 
tractors and on distributors. Mean- 
while, the marginal contractor robs 
one job to pay for another and seldom 
comes out even. 

rhe only remedy for this unhealthy 
situation is to force out unethical con- 
tractors or induce them to improve 
their practices. A tight credit policy 
on the part of distributors would help 
materially in this respect. Some build- 
ers and architects also have been able 
to stabilize the situation by not giving 
jobs to low bidders unless they are 
financially responsible. 

Wholesalers are often quite critical 
of manufacturers and on_ several 
counts. Perhaps the most frequent 
criticism 1s directed toward manufac- 
turers who compete with the whole- 
selling to the wholesaler’s 
customers at a lower price. Another 
common criticism is that manufac- 
turers sell through too many whole- 
salers with the result that an indi- 
vidual wholesaler has no _ particular 


saler by 


incentive to promote the line. 
One frequently hears the statement 
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parties have obligations 





before major marketing decisions were made. 

Furthermore, once a major decision is made, the dis- 
tributor organization should be advised of it as soon 
as possible in order that distributors can make whatever 
adjustments are necessary before the new policy is put 
into effect. This is an element of fair play which should 
pay dividends in distributor loyalty. 

(5) The manufacturer is in a position to give con- 
siderable promotional help and support to the distributor. 

This begins with an advertising campaign directed to 
users to develop acceptance and prestige for the line. 
In addition, manufacturers should assume the respon- 
sibility of training distributors’ salesmen in the sale 
of their lines. 

Some manufacturers now conduct training sessions 
in distributors’ establishments and/or bring distributor 
men to the plant for training. The latter type of training 
is used particularly by manufacturers of some of the 


more complex types of equipment such as motor 
controls. 

In general, distributors have not been very happy with 
the training sessions conducted by manufacturers at the 
wholesaler’s place of business. Frequently, the salesmen 
who make the presentations are not themselves properly 
trained and do not conduct a good meeting. At other 
times, the presentation is too technical and goes over 
the heads of the distributor salesmen. There continues 
to be a basic need for well-organized and carefully- 
planned distributor training programs conducted by 
manufacturers. 

(6) It should go without saying that the manufacturer 
needs to give whatever service is necessary to make his 
products competitive and thus make the wholesalers’ 
effort productive. This includes furnishing data required 
for bids, making available engineering service when 
needed, and making deliveries as desired and on time. 





from the manufacturer’s warehouse, and items in infre- 
quent demand may not be carried in stock, but certainly 
the very great majority of sales should come from his 
own inventory. 

Optimum inventories should be worked out with the 
manufacturer, and an inventory control system needs to 
be devised which will enable the distributor to maintain 
the desired stock. 

(4) Since the conduct of his entire organization affects 
his ability to do a good job for the manufacturer, the 
wholesaler needs to keep his house in order and his in- 
ternal operations as efficient as possible. This includes 
warehousing, order filling, invoicing, the granting and 


control of credit, and delivery. Any weak link in the 
wholesaler’s operations will be detrimental to the whole 
organization. 

(5) Finally, the authorized distributor is, as was indi- 
cated above, the manufacturer’s representative in the 
field. He must do what he can to build good will for the 
manufacturer as well as for himself. This involves such 
matters as handling complaints, making adjustments, fol- 
lowing through after the sale is made, particularly where 
new products or special problems are involved, passing 
along leads and market information to the manufacturer, 
and in general serving as the manufacturer's outpost in 


the field. 





made by manufacturers that they con- decide 


which type of market he 


alternatives with respect to product 


sider wholesalers to be an extension 
of their sales organizations. Undoubt- 
edly, some manufacturers are serious 
about this and treat the wholesaler 
as if this were the case. Others pay 
lip service to this policy, give very 
little aid to wholesalers, but expect 
them to pick up whatever fringe busi- 
ness they do not want themselves. 

A carefully devised system of se- 
lective distribution would substantially 
improve manufacturer-wholesaler re- 
lations for many electrical lines, but 
it needs to be emphasized that this 
must be a two-way relationship. Both 
parties have obligations under such 
an arrangement (see above). 


Future of the Wholesaler 


In conclusion, it may be said that 
the position of the electrical whole- 
saler will not be in jeopardy provided 
he adopts a philosophy which will 
permit him to operate effectively as a 
wholesaler. 

There are several aspects of such 
a philosophy. In the first instance, it 
is quite essential that the wholesaler 
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wishes to serve. He must make some 
choices. The range of both products 
and types of buyers is too broad to 
enable the wholesaler to be all things 
to all people. 

If a wholesaler wishes to cater to 
the contractor market, it is unlikely 
that he can also do a job with spe- 
cialized industrial lines, and he should 
not try to. Furthermore, whatever 
market the wholesaler chooses to 
serve, he needs to perform the ne- 
cessary functions as efficiently as 
possible. 

It would appear that many elec- 
trical wholesalers are not able to 
differentiate profitable from unprofit- 
able operations. They attempt to se- 
cure unprofitable types of business 
and to give unprofitable services. 
There is no necessary relationship be- 
tween sales volume and net profit, 
and being volume conscious is not 
the same as being profit conscious. 

The wholesaler needs to be keenly 
aware of unprofitable business and 
either discourage it or find ways to 
make it profitable. Every wholesale 
establishment is faced with various 


lines, geographical markets, types of 
customers, etc. The choices among 
these alternatives spell the difference 
between profit or loss in the whole- 
sale operation. 

The wholesaler must develop the 
necessary cost and control records 
which will permit him to make the 
most profitable choices. Only then can 
he become aware of the losses re- 
sulting from price cutting, for exam- 
ple, or from giving services which are 
not justified by the returns. 

The days of easy wholesale profits 
are over, but profitable wholesaling is 
a basic and continuing need in the 
electrical industry. Further effort and 
inquiry are necessary to develop 
ways by which the wholesaler can 
adapt his operations to the changes 
constantly occurring in the market. 

This is the challenge facing the 
electrical distributor. It can be met 
only by improving wholesale man- 
agement practices and by each whole- 
saler finding the niche where he can 
operate best. There is no magic for- 
mula by which either of these ob- 
jectives can be accomplished. 





The Manufacturers Agent 


@ Number of agents has more than doubled over the war 
period. This reflects the increase in manufacturers seeking mar- 
kets and broadening of geographical markets of some firms. 

@ Agents and distributors are of greatest value when they 
supplement each other. The industry stands to lose if they be- 
come competitive. 


HE two middlemen of 
importance in the distribution of 
electrical apparatus and supplies 
distributor and the 
representa- 


greatest 


are the electrical 
manufacturers’ agent or 
tive. 

Fundamentally, these are two very 
different organizations performing 
quite different functions; and _ these 
functions are essentially supplemen- 
tary rather than competitive. There is 
some fear among electrical distribu- 
tors, however, that agents are moving 
into competition with them. This sit- 
uation will be explored in the course 
of the following discussion. 

The most recent tabulation of man- 

ufacturers’ agents made by the 
Bureau of the Census in 1954. 
In that year, 859 establishments were 
reported for electrical apparatus and 
supplies, an increase of 127 establish- 
ments since 1948. 
e More Than Doubled—Over the 
war period, the number of represent- 
atives in this field more than doubled. 
This increase in the number of agents 
reflects the increase in the number of 
manufacturers seeking markets for 
their products as well as a broadening 
of the geographical markets of some 
companies. 

Manufacturers’ representatives are 

concentrated in the larger cities and 
metropolitan areas where they can 
be near the distributors, electric utili- 
ties, and industrial buyers which con- 
stitute their market. 
e Key Man or Two—Most agent 
businesses are unincorporated propri- 
etorships and partnerships, and the 
establishments are small, averaging 
three or four employees. Most agen- 
cies, therefore, are tied to the welfare 
of one or two men, and the business 
thrives or fails in accordance with the 
sales skill and management ability of 
(1) Bureau of the Census, 

Business, Wholesale Trade, 


was 


Census of 
1954 


men. It is for this reason that 
with manufacturers fre- 
quently are based on the tacit or 
assumption that the relation- 
as long as the key 


these 
relations 


stated 
ship holds only 
individual stays in the firm. 

One consequence of this situation 

is that agency businesses tend to be 
relatively short-lived and, therefore, 
somewhat unstable. There is no indi- 
cation, however, that these agent busi- 
less stable than pro- 
prietorships in other fields. 
e Completely Responsible In a 
basic sense, the manufacturers’ repre- 
sentative serves as the field sales or- 
ganization for a limited number of 
non-competing manufacturers selling 
allied lines. Ordinarily, each manu- 
facturer gives an agent the exclusive 
right to represent him in a specified 
market. Occasionally, the manufac- 
turer may reserve certain types of 
business—for example, utility busi- 
ness—but this is infrequent. In the 
typical case, the agent has the com- 
plete responsibility for sales in the 
area assigned to him including the 
selection of authorized distributors. 

The number of manufacturers 
which an and _ supplies 
agent will represent varies from three 
or four to about fifteen. If the num- 
ber of lines is more than eight or ten 
it is probable that the agent is not 
actively promoting all of them. For 
example, an agent handling electronic 
equipment represents twelve manu- 
facturers but actually promotes only 
about 1% of his lines. Inquiries are 
handled on the other lines, and orders 
are filled, but there is no real selling. 
Agents frequently believe that they 
can do a satisfactory job of selling 
for only six or eight lines. 

e Limited and Related — Not only 
does the good agent carry a limited 
number of lines, but he also tries to 
carry which related 


nesses are any 


apparatus 


lines are closely 


and sold primarily to the same types 
of buyers. Typical fields of speciali- 
zation are: industrial and commercial 
fixtures; power-station equipment and 
pole-line hardware; wiring devices 
and cable; instruments and controls; 
and industrial equipment including 
motors, motor controls, transformers. 
Consequently, an agent will sell 
primarily to utilities, or to industrial, 
commercial and institutional users, or 
to distributors. This will be the pat- 
tern of concentration, although agents 
generally sell to all three types of 
accounts and to governments. Some 
agents also have OEM business where 
this is not reserved to the manufac- 
turer. Rather seldom does the agent 
sell directly to contractors. 
e Classes of Customers The dis- 
tribution of apparatus and 
supplies shown by the 
Bureau of the fol- 
lows™: 


sales of 
agents, as 
Census, IS as 


commercial, 

47.6% 

45.0% 
3.0% 
2.7% 
1.3% 
0.2% 


lo industrial, 
and institutional users 

To wholesalers 

To retailers 

To Federal Government 

To export 

To consumers 


It may be that overall the 
representative serves the distributor 
and the business user about equally, 
and that his principal function is to 
serve as a contact between the manu- 
facturer and these groups. Less 
than seven per cent of his sales are 
to other types of buyers. 

e Franchise Area—The served 

by agents generally approximates the 

electrical goods wholesale trading area 

of the city in which the agent is 

located. The franchise area may vary 

(2) Bureau of the Census, Wholesale 
Trade: Sales by Class of Customer, 
Bulletin W-2-4, 1954 


seen 


two 


area 
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somewhat among the representative's 
lines, but most representatives try to 
get essentially the same market for 
all lines and will not take on an addi- 
tional line unless they can cover their 
existing market. 

By restricting their activities to a 
given geographical area and a par- 
ticular class of buyer, agents are able 
to hold their selling costs to a mini- 
mum. Their reason for being is that 
they can do a more efficient job of 
selling a manufacturer’s output than 
he can do himself. The principal 
means of accomplishing this is to 
spread selling costs over several prod- 
ucts sold in the same market. Good 
results ure difficult to obtain if the 
agent spreads himself too thin. 

The major exceptions to this policy 
are representatives who are breaking 
into the market and who, therefore, 
may find it necessary to take on some 
lines they may not want to keep and 
to serve some markets which are, for 
a time, unprofitable. Some of the 
weaker representatives may also be- 
lieve that they must have a certain 
minimum number of lines even though 
they must be sold in different markets. 


Contracts with Agents 

The representative’s franchise may 
involve a written contract with the 
manufacturer Or it may simply be an 
informal understanding. Some agents 
prefer to have formal written con- 
tracts, but many see little value in 
them and prefer to operate without 
a contract. There is a prevalent be- 
lief that the contract serves little pur- 
pose if the parties choose not to abide 
by the spirit of the agreement. Fur- 
thermore, agent contracts have a can- 
cellation clause, frequently with only 
30 to 60 days notice, so that this 
feature restricts their usefulness. 

Occasionally, a manufacturer will 
offer a contract with an option period 
as long as a year, but this is the ex- 
ception. Some agents have kept ac- 
counts for 20 or 25 years without 
a formal contract. 

Manufacturers typically prefer to 
have a contract so that they have a 
vehicle for stating the responsibilities 
and duties of the agent, the limitations 
on the agent’s authority, commission 
rates, etc. Some manufacturers have 
developed complex contract forms. 
Others use fairly simple memoranda 
of agreement. 


Responsibilities of Agents 


Frequently, one of the agent’s re- 
sponsibilities is to select distributors 
whenever a manufacturer has a policy 
of selective distribution. The agent is 
likely to have the authority to de- 


termine the number of distributors 
necessary and may also determine the 
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level of inventory which the distribu- 
tor is expected to carry. 

The agent’s authority with respect 

to quoting prices needs to be clearly 
understood. This is particularly impor- 
tant when bids are involved. In gen- 
eral, apparatus and supplies manufac- 
turers do not permit representatives 
to cut prices without authorization 
from the manufacturer. 
e Some Leeway—Some companies, 
however, have given their agents a 
certain leeway in quoting prices. These 
agents may cut to the level designated 
but must get authorization for further 
cuts. If prices are reduced, some com- 
panies require the representative to 
take a reduction in commission and, 
in effect, to share in the sacrifice. 

The representative’s primary func- 
tion, of course, is to sell. Depending 
on the size of his operation, he per- 
sonally will sell at least part-time, and, 
if the volume of business justifies it, 
will hire salesmen. The sales person- 
nel of an agency business may in- 
clude graduate engineers if the prod- 
ucts are highly specialized and need 
to be built or modified to meet the 
customer’s requirements. Otherwise, 
“applied” or “practical” engineers are 
usually satisfactory. These are men 
with a technical aptitude who have 
been able to gather enough experience 
to do an adequate sales job. 

Agents contend, and their conten- 
tion is probably sound, that man for 
man they can do a better sales iob 
than an average manufactur>~’s sales- 
man. There are several reasons for 
this: 

(1) Agents are paid on commission. 
This is a stronger incentive than the 
typical salesman’s compensation which 
is seldom straight commission. 

(2) The agent is more likely to have 
a “customer-point-of-view.” All of his 
activities are customer-oriented. He 
isn’t hampered by a sales organization 
with its organizational rivalries, con- 
flicting personalities, etc, The agent's 
welfare is more closely tied to his 
customer’s welfare. He can’t be pro- 
moted or transferred. He is in the 
same territory serving the same cus- 
tomers for his working lifetime. 

(3) The agent fully appreciates the 
value of service and can perform 
many small services for his customers. 

(4) The agent is intimately familiar 
with his customers and their needs. 

These points would not always stand 
up against a well-trained, well-op- 
erated manufacturer’s sales organiza- 
tion, but there is a basic validity to 
them none-the-less, It should be made 
clear that the comparison is between 
a good agent and a typical manufac- 
turer’s salesman, especially one em- 
ployed by the smaller companies. This 
is not too unrealistic, however, since 
only the better agents survive, 


Representatives do little, if 


any advertising. Some of the large 
ones send out regular mailings to 
wholesalers, industrials, contractors, 
and engineers, generally including ma- 
terial prepared by the manufacturer. 
Stock lists are also prepared and sent 
to prospective buyers by some agents. 
Directory advertising and reminder 
advertising are frequently used. Some 
representatives have catalog covers 
made up, and these are sent out with 
manufacturer's literature to buyers. 

Specialized trade papers distributed 
cooperatively by agents across the 
country are a useful institutional ad- 
vertisement of the representative send- 
ing out the mailing 
e Mainly the Salesman—Except for 
this limited amount of advertising, 
the great bulk of promotional effort 
falls on the salesman. Calls are made 
on distributors, industrial accounts 
and utilities, contractors, architects 
and engineers. Major customers are 
contacted at least weekly in person 
or by phone. Calls are also made fre- 
guently on other accounts in the 
agents immediate area, but sales 
coverage is likely to be rather thin 
in outlying areas. 

Some representatives spend a great 

deal of time with contractors, although 
sales are not made directly to them, 
as well as with architects and engi- 
neers. At times, long periods of con- 
tact and negotiation may be required 
before a sale is made. One case in- 
volving the sale of control equipment 
came to the author's attention in 
which the agent called on a prospec- 
tive customer for a period of four 
years before anything was sold. 
e Friendships in the Field—Part of 
the agent’s success rests on friendships 
developed in the field. The agent’s op- 
erating budget, consequently, contains 
an appreciable item for entertainment 
which is, in effect, another type of 
selling expense. 

Agents’ salesmen are usually paid 
a salary and commission. Profit-shar- 
ing plans have been worked out by 
some companies and these include 
salesmen as well as other employees. 
In a small organization, this device 
incourages teamwork. 


very 


Sales Control 


Manufacturers who use agents have 
the problem of judging the agent's 
effectiveness. Manufacturers cannot 
*xercise Close control over their agents, 
but at the same time they need to 
have the market covered adequately. 
Apparatus and supplies manufacturers 
use various devices to aid in obtain- 
ing proper coverage 
e Value of Quotas—Sales quotas are 
sometimes used, but they are not al- 
ways successful. If sales are fairly 
steady, a quota may be useful, but 
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Not much justification for representatives 


if they are erratic and fluctuate widely, 


as a result of conditions beyond the 
control of the sales organization, they 

Although there are 
this field 


very 


are of little value 
most 

feel that 
Perhaps this is the result of 


quotas. A 


exceptions, agents in 


do not 
helpful 
experience 
few agents, however, like the challenge 


quotas are 


with badly-set 
which a 

One alternative to the quota is the 
sales summary which shows compara- 
individual 


quota presents 


least for an 


other 


tive data, at 
irea and perhaps for areas as 
well. This shows the agent where he 
stands relative to his own past per- 
formance and to the performance of 
In many 


useful than an ar- 


other cases, this de- 


vice may be more 


agents 


bitrary quota 


Credit Responsibility 
Under the consignment system, the 
bills in most cases and 
credit risk. At times, it 
convenient for the 
How- 


manufacturer 
assumes the 
may be more 


agent to bill for small orders 
agents do a 
amount of billing, and the 


will aid the manufacturer in handling 


considerable 
majority 


ever some 


credit problems 

e Handle the Situation—Whenever 
collections become difficult, some rep- 
resentatives prefer to attempt 
tion with the thought that they 
handle the such a 
that the account will not be jeopard- 
If the agent knows that an ac- 
warn 


collec- 
can 


Situation in way 


ized 
count is risky, he will typically 
the manufacturer or suggest the terms 
by which the sale might be made. In 
some instances, this may mean selling 
basis 


on a cash 


Occasionally, an agent may guar- 
feels that 


even 


antee an account when he 


the account will be collectible, 
though the credit rating is not satis- 


factory 


Agent Stocks 


[wo aspects of agency operations 


have been the subject of considerable 
discussion: the practice of maintaining 
agency stocks, and the tendency for 
some agents to purchase outright from 
the manufacturer. When lines are pur- 
chased and stocked, the agent’s busi- 
ness takes on the mer 
chant wholesaler 

Stocks of 


ind cable are 


features of a 


wiring devices, conduit, 
carried regularly by 
representatives These are contractor 
items which are treated as “back-up” 
stocks for wholesalers. Agents gener 
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ally do not sell or ship to contractors, 
although some large shipments may 
construction site 
It is also generally true that 
will not break packages 

e Utility Items—Lines sold primar- 
ily to utilities are maintained in 
local stocks. This results from the fact 
that shifting the 
of stocking back on the wholesale 
and the repre 


sentative. 


go directly to the 


igents 


also 


utilities are burden 


manufacturer or his 


So long as utilities can demand 


delivery, it will be necessary 
to have local 


these lines 


prompt 
for competitive reasons 
stocks. And since some of 
are sold by the representative directly 
to the utility, he must have access to 
stocks. It is likely, therefore, that 
agency stocks of these lines will con- 
tinue tO grow 

Representatives typically do _ not 
carry stocks of lighting fixtures, since 
these lines are bulky and are produced 
in such variety that agent stocks are 
not feasible. About the only fixtures 
stocked are samples which the repre- 
sentative needs to have on hand. There 
are, however, some exceptions to this 
general situation. Because of the large 
number of fixture manufacturers, es- 
pecially commercial and_ industrial 
fixtures, some companies cannot get 
adequate wholesaler outlets. This has 
forced some manufacturers to encour- 
to support stocks. 

Fewer stocks are carried by repre- 
sentatives specializing in industrial 
equipment, but at times motor con- 
trols and other products are stocked 
for emergency shipments. 

The pros and cons of agency field 
stocks are essentially the same as 
those for manufacturers’ local stocks. 
In fact, when stocks are maintained 
in public warehouses, as they fre- 
quently are, whether they are drawn 
upon by the manufacturer’s sales or- 
ganization or by his representatives is 
not a matter of great significance. 
There is a potential danger in either 
case that excessive field stocks will be 
established which will increase market- 
ing costs. 

For lines which normally are sold 
through wholesalers, the stocking of 
all but slow-moving items can best be 
handled by wholesalers. It may be 
necessary, however, for manufactur- 
ers, or their representatives, to carry 
reserve stocks of certain specialty 
products in limited demand. These 
“strategic” stocks can serve the needs 
of a large metropolitan area and 
surrounding region. 


age or agency 


When wholesalers are not used, as 
in certain types of sales to utilities and 
industrials, agents may find it compet- 
itively necessary and a convenience to 
buyers to carry reasonable stocks, 
Even in this case, agents should not 
be encouraged or pushed to carry 
stocks which are clearly uneconomi- 
cal. And in some other lines, notably 
lighting fixtures, it is very difficult to 
justify agency stocks from the view- 
point of the industry as a_ whole. 
There is the likelihood in such cases 
that the agent will into a 
short-line wholesaler. 


evolve 


Stock Ownership 
f nufacturers’ field 
stocks. has 


development: 


[he growth of ma 


stocks, particularly agent 


brought about another 
ownership of stocks by representatives. 
initiative to 
from the 


In some instances, the 


purchase stocks has come 


representative and in other cases from 
the manutacturel 


an opportunity to ex- 


Representatives 
may see in this 
pand the scope of their operations and 
freedom in the sale 
of their lines. A factor is the 
avoid the clerical work in- 
consignments. Manufactur- 
outright 


to obtain greater 
lesser 
desire to 
volved in 
ers may welcome sale as a 
way of shifting the credit problem 

e Differing Views—Representatives 
have differing views with respect to 
stocks. In 
slow to un- 


the desirability of 


have 


owning 
general, they been 
dertake the purchase of stocks, and 
some have only at the re- 
quest of the individual manufacturers 
intend to extend this prac- 

othe Other, per- 
haps more aggressive, representatives 
have taken every opportunity to pur- 
Some would like to own 


done SO 


and do not 


tice to their lines 


chase stocks 
all of their stocks. 

On balance, there does not seem 
to be much justification for represen- 
tatives owning stocks, especially when 
they sell primarily to wholesalers. 
However, it is possible that for some 
lines, where manufacturers find it 
necessary to have stocks in key loca- 
tions, joint stocks of several manufac- 
turers in the hands of an agent may 
be a comparatively efficient way of 
carrying local stocks. 

Furthermore, if agents purchase 
stocks in contrast with handling them 
on consignment, local stocks may 
bear a closer relation to area needs. 
If, in terms of the alternatives, agency 
ownership of stocks results in a cur- 
tailment of surplus local stocks, the 
effect may be a net gain. The dam- 
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owning stocks 


age will come if a substantial number 
of semi-wholesalers appear who dupli- 
cate some of the services of the elec- 
trical distributor but do not match the 
scope of his lines. Should contractors 
find it necessary, therefore, to split 
their orders over a larger number of 
distributors the costs of marketing will 
almost certainly rise. 

Manufacturers need to appraise this 
practice carefully just as they should 
appraise their own practices of carry- 
ing field stocks. Such short-run gains 
as shifting the credit burden can be 
overshadowed by the higher costs of 
multiple and overlapping distributor 
outlets. 

The manufacturers’ representative is 
a very essential part of the marketing 
structure for electrical equipment. 
When he integrates the job of the 
distributor with his own, however, the 
question must be asked whether the 
result is an improvement or a lower- 
ing of marketing efficiency. At this 
stage, it is difficult to see how it can 
be much of an improvement. 


Agents’ Commissions 


Commissions to representatives vary 
widely by type of product and serv- 
ices performed. In general, commis- 
sions are lowest on staple products 
such as wire, conduit, and fittings. And 
they are highest on electrical equip- 
ment which has to be engineered for 
each installation or which involves 
considerable time and technical know- 
to sell it 
The range of commissions paid is 


how 


typically as follows 


2—5% 
5—7! 2% 


Wire 
Fittings 
Fixtures 5—10% 
rransformers 5—15% 
Distribution equipment 5—10% 
limers and control devices 10% 
Motor controls 10—12% 
Utility lines 5—10% 
Specialty items (signal systems, indus- 
trial controls, etc.) 15—20% 


e Large Orders and OEM—Lower 
frequently are 
other 


commission 
OEM 
large orders As a 
manufacturer pays 
commission on orders under $ 


rates of 


used for business and 
point, a 
10 per cent 


>5.000 


case In 


motor 


5 per cent on orders up to $100,000 
and 2 per cent on that 
A transformer pays 5 
to 10 per cent on 
$50,000 1 


orders ove! 
manutacturer 
orders unde! 
to per cent on 


Some 


and 


orders above $50,000 manu- 
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facturers cut agents’ commissions when 
agents sell below established prices 
Stocking commissions are allowed 
representatives by manufacturers of 
some products. For example, a stock 
ing commission of 2 to 242 per cent 
is sometimes used by manufacturers of 
fittings 
Items purchased and resold by man 
ufacturers lower com 
missions than their own manufactured 
lines. Thus, a manufacturer of indus- 
trial timers pays commissions of 10 
per cent on his own lines but only 
per cent on purchased products 
During the past few years, manu- 
facturers have attempted to reduce 
commission schedules and some re- 
ductions have been made. Perhaps 
some of these have been necessary. It 
is a truism, however, that the manu- 
facturer will get the service for which 
he pays. If it is necessary for the 
representative to do an aggressive 
selling job, this effort must be re- 
flected in his commissions. Perhaps 
commission schedules need to be re- 
vised to eliminate the possibility of 
windfalls, but windfalls must not be 
confused with the results of long and 
intensive effort over a period of years. 
Sometimes the job looks too easy 
One agent, during the author's visit 
took an thousand 
dollars over the telephone from a util- 
ity. The agent had the equipment in 
stock and delivered it that day. It i 
admittedly difficult to evaluate services 
of this type. But there are many more 
contrasting cases where the agent has 
spent many hours of contact work 
without getting an order. 
e Self-defeating Device — Cutting 
commissions without regard to the 
work involved is a self-defeating de- 
vice. One effect may be to cause the 
agent to take on more lines than he 
can properly handle in order to build 
Some agents do very 


carry agent 


order for several 


up his volume 
well financially, but on the 
they earn they 


Mw hole 


what receive 


Business Risks 


Manufacturers’ representatives are 
several Operating weak 
One is the problem of keep 
ing accounts after they have 
built up to the point where volume 
is substantial. When volume 
the level where the manufacturer is 
tempted to sell through his own or 


subject to 
nesses 


been 


reaches 


ganization, the representative is in a 


vulnerable position 
Representatives attempt 
One 


Various ac- 


e Hedging 
to hedge this risk in several ways 
keep their 


count n balance and not 


device 1s to 
permit one 
line to receive the major share of the 
effort 
but where this danger is present the 
be watched 
loyalty 


This is not always possible, 
needs to 


build 


product mix” 


Another is to customer 


through service to 
the manufacturer may 
winning Ove! customers 

As manutactul! 
is a tendency t I { om 
tatives to theu wi sales 


Many 


gradually, 


represen 
organiza 
make this 


{ 
and do 


tions companies 


change howevel 


not sever relatior wit agents who 
have been doing a good job until 
solutely nece ently 
such agent 
ter the com 
policy of sell nz 
organization 

Some account 
but if the representative has severa 


other 
have 


} 


good é yu as he should 


the loss mountable 


; 


Furthermore il agent has earne 


a good reputation in the 


t] 


companies frequer 


use his services 

e Inability to Perpetuate 
relationship is vulnerab 
of the fact that the 
generally 


cent 
anything happens to 
facturer may find 
represent 
untortuna 
nesses are 
themselves 

Agents are indispensable to small 
manufacturers who are attempting to 
sell a limited line over a wide mar- 
ket. Consequently, they are a major 
link in the channel of distribution for 
electrical apparatus and supplies. With- 
out them marketing costs would be 
higher, and fewer products would be 
available in the market. 

There is some need, 
the representative to stick to his last, 
at least in the distribution of construc- 
tion materials, and not attempt to do 
those parts of the job which the whole- 
sale distributor can do better than he. 
These two types of organizations are 
of greatest value when they supple- 
ment each other. The industry stands 
to lose if they become competitive, 
because each has a contribution which 
he can make better than the other. 

[his is not to say that represent 


through 


however, for 


tives should sell exclusively 


distributors ny product which 
manufacturer normally sell d 
rect to use! | t ilarly industrials 
and utilities, should also be sold direct 
by the 
particularly 
and equipment 
representative 
gineering ser\ 
tvpically, the 
position to 

Howeve 
voesS aroul 
sale of construction mat a for 
ample, this 
Such transac 


industry 


matter 


nefit tl 





lil. Products 


DISTRIBUTING 


Wire and Cable 


IN A DYNAMIC ECONOMY 


@ A great deal of overlapping and duplication of lines exists 
in this billion dollar industry. And outmoded lines are frequently 
continued. What's needed: a housecleaning. 

@ Also needed: periodic examination by 
their policies regarding field stocks. 


VER the 
developed a wide variety of wire 
and cable, which vary 
sulation, number and 
type of conductors, and placement of 


vears, the industry has 
in size, In- 
outer covering, 
conductors. The development of new 
insulation 
the various 


types of and coverings by 


firms in the industry has 
resulted in a great deal of overlapping 
Outmoded 
continued 
though their usefulness is substantially 


and duplicating of lines 


lines are frequently even 
reduced by the 
and better materials 

The wire and cable industry is in 
need of a housecleaning. An attempt 
to produce and sell an unnecessary 
variety of products increases market- 
ing costs and is an economic waste. 
Manufacturers in other fields with the 
aid of the Commodity Standards Divi- 
sion of the U.S. Department of Com- 
merce have curtailed their lines un- 
der the Department’s Simplified Prac- 
tice procedure. It would be beneficial 
to all concerned in the manufacture 
and distribution of wire and cable to 
take similar steps at once. 


manufacture of newer 


Industry Patterns 


The bulk of the production of wirt 
within two industries 
and the in 


industry. The 


and cable falls 
the wire-drawing industry 
and cable 


industry 


sulated wire 


wire-drawing produces sev 


eral types of wire including copper 
and copper-base alloy wire, and alu 
minum and aluminum-base alloy wire 
utilities 


bulk of the 


copper wire goes into the manufacture 


Some bare wire is used by 


for aerial lines, but the 


96 


and cable and vari 
ous types of electrical equipment and 
appliances. Some also goes into mis- 
wirework manufactures 
such as copper screens 

Wire mills produced some 565,000 
tons of bare copper and copper-base 
alloy transmission 
in 1954. Seventy per cent of this out- 
put was used in the same plant to 
produce insulated wire and cable. Of 
the remaining 170,000 tons, about 
125,000 tons was used by other wire 
and cable manufacturers, and the bal- 


ance went 


of insulated wire 


cellaneous 


wire for electrical 


into other electrical trans- 
mission uses. 

The bulk of the coppel 
wire and cable, therefore, is produced 
by plants which are also engaged in 
wire drawing, and this integration, in 
the largest companies, is carried back 
to the mine 

Approximately 88,000 tons of alu- 
minum and aluminum-base alloy wire 
conductor were produced in 1954. 
About “%o of it was shipped, and the 
balance went primarily into the 
duction of steel-reinforced aluminum 
and to a extent into 
insulated aluminum wire—in the same 
plant where the wire was drawn 

The insulated and 
dustry produces a wide range of prod 
ucts 7 per cent of the 
insulated wire and cable output orig- 
inates in plants specializing in the 
Two-thirds 


insulated 


pro- 


cable lesser 


wire cable in 


However, only 


production of these lines. 
of the output from 
plants primarily engaged in drawing 
wire and in which insulated wire and 
products. The 
plants in 


actually comes 


cable are secondary 


hal ince 1S produced by 


manufacturers of 


other industries 

In contrast to the wire-drawing 

plants, the specialized, insulated wire 
and cable plants are devoted almost 
exclusively (96%) to their primary 
line. Only 4 per cent of their output 
is outside the insulated wire and cable 
field. 
e Heavily Concentrated—Aside from 
some production on the West Coast, 
the manufacturing of insulated wire 
and cable is heavily concentrated in 
the Middle Atlantic states, the Great 
Lakes area and New England. Produc- 
tion is New York, New 
Jersey One of the majo! 
results of this concentration of man- 
ufacturing is the network of field 
warehouses which manufacturers find 
it necessary to maintain around the 
country. (The problem of handling 
field stocks will be else- 
where in this section.) 

The number of plants specializing 
in insulated 
mained about the same since the end 
of the war and totaled 136 in 1954. 
rhis is a substantial increase from the 
79 plants operating in the pre-war 
1939. Many of the plants are 
two-thirds of them have 
50 employees. These firms 
distributor 


greatest in 


and Illinois 


discussed 


wire and cable has re- 


year, 
small, and 
than 
sell through 
channels 

e One-third of Output—Six plants 
have 500 or more employees and ac- 
count for one third of the total out- 
put. These are the plants operated by 
the large integrated companies which 
occupy a dominant position in the in- 
dustry. Through their national sales 
organizations they assume 


less 


agent and 


consider- 
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able responsibility for the sale of their 
products. 

Multiple-line manufacturers such as Wire and Cable—a Billion Dollar Industry 
Anaconda, Phelps Dodge and General 
Cable manufacture a very wide line 
of products intended for many types 
of markets. The number of items 
produced may be 30,000 or more. 
Other manufacturers tend to limit Value of all Shipments 
their production to products used by by Manufacturers () 
specific industries or types of buyers. : 1954 

Much of the wire and cable is 


4 


he total insulated wire and cable output for 1954 is shown below. The 
production of automotive and aircraft wire and cable, appliance wire 


and cord, and flexible cord sets has been excluded 


Communication wire and cable $248,373,000 
standard, but a substantial amount of Signal wire and cable 18,452,000 
custom-built cable is produced. This Magnet wire 174,092,000 
is special cable used by utilities, rail- Weatherproof and slow-burning wire 63,222,000 
roads, heavy industries, etc. One large Building wire and cable: 
manufacturer indicates that two-thirds Fibrous covered and/or jacketed (including lead-covered) 45,539,000 
of ts cable output ts custom-dullt. Metallic armored cable or conductor 19,244,000 
Standard cable can be stocked in the Nonmetallic sheathed cable or conductor 56,318,000 
field and sold through distributors. Service cable 51,666,000 
Custom-built cable will generally in- Service entrance cable 21,428,000 
volve higher selling costs and more Other building wire and cable 26,875,000 
participation by the manufacture! ewer wie and cable: 
in the sale. Under 601 volts: 
Portable power cables 19,896,000 
Market Channels Varnished cambric insulated 4,468,000 
Users of electrical wire and cable Synthetic 5,310,000 
are electrical utilities, electrical con- Rubber insulated 44,405,000 
tractors, industrials, governments, and Asbestos and asbestos-varnished cambric 6,190,000 
repair shops. Custom-built products Other 6,267,000 
and OEM sales are generally handled 601 volts and higher: 
direct by manufacturers. Other sales Portable power cables 5,104,000 
are generally made through distribu- Varnished cambric insulated 9,454,000 
tors. For example, a study of con- Paper insulated 40,453,000 
tractors’ purchases of wire and cable Rubber insulated 26,095,000 
made by McGraw-Hill shows the fol- Other 3,082,000 
lowing sources of purchase: (*) Marine wire and cable 25,558,000 
e Direct from manufacturer 3.4% Other insulated wire and cable 69,039,000 
e Electrical distributor 97.4% 
e Mill supply house 1.5% Shipments of these lines totaled nearly $1.0 billion in 1954, but they 
e Manufacturer’s agent 6.0% were in excess of $1.3 billion both in 1953 and 1955 
The percentages exceed 100 be- 
A Market Study on Wire and Cable Bureau of the Census, 1954 Census of Manufactt 


Used in Electrical Construction and 
Maintenance, McGraw-Hill 1957 
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FIG 1—channels and markets for manufacturer of wide line 
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Wire and Cable (cont.) 





FIG 2—company sells custom-built and 
special-process cable direct to utilities 
and large industrials. Other lines are 
also sold direct, but a substantial volume 
of these moves through wholesalers 























the major channels used by a manufacturer of specialty wires and cables 
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has a similar distribution pattern 
OEM sales are handled direct, as are 
sales of power cable to utilities. Other 
sales are made through 300 selected 
electrical distributors, both chain 
houses and independents. The com- 
pany attempts to market 
without much 
among distributors by 
tributors which 
of markets. 
Sull another large company sells 
custom-built, paper-insulated power 
cable direct to utilities and also sells 
an exclusive line of special-process 
cable direct to utilities and large in- 
dustrials (Figure 2). Other lines are 
frequently sold direct, but a substan- 
tial volume moves through wholesal- 
ers. Distributors 


get cover- 


age too competition 
choosing dis- 


serve different types 


are selected in ac- 
cordance with market needs and gen- 
erally carry consigned stocks. The 
distributor organization consists of 
120 independent and chain houses. In 
some areas more than one distributor 
is used where they serve different 
markets. Although the bulk of the 
firm’s sales are made direct to users, 
the company hopes to increase its 
output of standard types of cable and 
in lengths that will permit a greater 
volume of sales through wholesalers. 
Chis company still has a few agents, 

the bulk of its 
made through its own sales organiza- 


but great sales are 


tion. It is typical of the largest com- 
panies in this field to operate a com- 
pany However, most of 
the wire and cable manufacturers rely 
to a considerable extent upon agents. 

A company which produces mag- 
net wire, wire, welding cable, 
cord sets, and a wide range of othe! 
products used in 
sells to both the OEM market 
the replacement market. Sales 
made through two specialized sales 
Organizations to OEMs, distributors, 
and large repair shops. It is the firm’s 
policy to sell to the replacement mar- 
ket through distributors, but large re- 
pair shops are sold direct, since at 
one time they were classified as man- 
ufacturers. The major distribution 
channels used by this company 
shown in Figure 3. 


force 


sales 


lead 


industries 
and 


several 


are 


are 


Field Stocks Growing 


One phase of distribution which 
must be given careful attention by 
manufacturers of standard types of 
wire and the location of 
stocks. Since availability is a strong 
factor influencing the purchase, the 
location of stocks becomes a matter 
competitive import- 
In fact, in some markets it may 
be necessary to give overnight deliv- 
ery 


cable is 


of considerable 


ance 
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Virtually all cable manu 
facturers do maintain some field stocks 


either in their 


Wire ana 


warehouses or in 
the hands of Major manufac 
turers’ warehousing points are Chi 
cago, and the three West Coast cities 
and Se 
warehousing 
are Atlanta, Charlotte, Dallas 
Houston, New Orleans, Phil 
Pittsburgh and St 
number of 


Own 


agents 


Angeles, San Francisco, 
Other 


Los 
attle important 
centers 
Detroit, 
ade Iphia, 


The 


(other than 


Louis 
stocking 
distributor 


irom two OI three up 
some 


tively promoted thet 


range 


manul 


more acturers 

policy of main- 
taining warehouse stocks in the field 
These stocks are intended primarily to 
be “back-up’ distributors, 
but they 
ments to 


even, at 


stocks lor 
are also used for direct ship 
utilities and industrials and 
times, to OEMs 

For example, one company has a 
policy of selling through authorized 
distributors who carry minimum stocks 
consignment contract. These 
from the 
stocks lo 


authorized 


under a 

distributors may draw wire 

warehouse 

Only 

allowed to 

these stocks 
f 


must wait IOor 


manutacturer s 
cated in 29 
distributors are 
shipments from 
wholesalers 
shipments 
“Although some larg¢ 


facturers who do not use agents state 


States 
obtain 
Other 
factory 
wire manu 
that they are opposed to agents carry 
ing stocks, the great majority of wire 
and cable companies do have agency 
stocks 
than 
stockpiles of wire 
the 


balance are 


It is probable that somewhat 
the 


and 


half of 


less manutacturers 
are un 
nts, and the 


directly by 


cable 
der control of ag 
controlled 
manufacturers 

Wire and cable manufacturers need 
to examine their policies with respect 
to field stocks periodically. In view 
of the wide disparity between the 
points of production of wire and 
cable and the points where it is used, 
manufacturers may find it economical 
to have a limited number of field 
stocks. Each such location should be 
carefully evaluated, however, in 
terms of its cost and its impact on 
the manufacturer's distributors. Unless 
such stocks are needed to support 
wholesalers or to expedite deliveries 
of slow-moving lines there is consid- 
erable doubt whether they are eco- 
nomically desirable. 
e Consignment—Distributors’ 
stocks typically are on 
forth 


a consigned stock 


field 
consignment 
Manufacturers set the consign 
conditions in 
The and 
furnished is stated 


rmined by 


ment 
type of 
I he 


annual 


agreement imount 


stock to be 
amount may be 


sales. for example one-quarter of an 


nual sales the types of wire will 


be governed by the needs of the area 


Wholesalers are billed 1 month 





Wire and Cable (cont.) 


A right step: distributor training program 


for merchandise sold, as indicated by 
reports submitted by the 
[he wholesaler sells at prices estab- 
lished by the manufacturer and 1s 


responsible for the 


wholesaler. 


collection of ac- 
counts. 

Since the discontinuance of 
signment selling by conduit manufac- 
turers, there has been some specula- 
tion as to whether the same step will 
be taken by wire manufacturers. Such 
a change is likely to 
this field because of the rapid fluctu- 
which have been a 
coppel 


contrast, 


con- 


less occur in 
character- 
Prices of 


been 


ations 


istic of base prices. 


conduit, in have rela- 
tively stable 

Under conditions of fluctuating 
prices, distributors would be faced 
with an inventory price risk for which 
it would be difficult to make satisfac- 
tory provision. Integrated manufac- 
turers are in a much better position 
than distributors to absorb this price 
risk. Unless wire and cable manufac- 
turers can develop some type of price 
protection for distributors it is doubt- 
ful whether the manufacturers’ best 
interests would be served by eliminat- 
ing consignment selling. Under present 
market conditions, manufacturers 
probably secure better distribution 
than they would have if distributors 
were afraid to carry adequate wire in- 
ventories because of possible price de- 
clines. 

For electrical lines generally, it is 
likely that both manufacturers and 
wholesalers are benefited by a policy 
of outright sale to the distributor. 
Provided he is adequately compen- 
sated for the additional risk and the 
financial costs involved, the distributor 
strengthens his position in the market 
when he performs his normal function 
of carrying stock. 

Wire and cable represents a special 
case, however. Unless copper prices 
are stabilized, any gains in efficiency 
resulting from a better distribution of 
wire stocks would be offset by greater 
price risks borne by the distributor. 
Until an answer to this problem can 
be found, manufacturers are likely to 
decide to absorb the price risk them- 
selves, and this is probably in the 
best interests of the industry. 


The Wire Jobber 


An important factor in the distribu- 
tion of wire and the wire 
jobber or wholesaler who is a highly- 
specialized distributor located in large 
metropolitan such as New 
York and These jobbers 


cable its 


centers 
Chicago 


100 





On these pages, 
Dr. Lewis discusses ... 


Desirability of consignment 
Place of specialized distributors 
Trend to standardization 
Brand preference 

Low-price "prestige" business 
The price structure 
Manufacturers’ sales organiza- 
tions 

Advertising Media 











carry large stocks of wire and cable. 
Frequently, these stocks are in very 
wide variety including many lines 
which electrical wholesalers would not 
find it profitable to stock. 

One major service of these jobbers 
is to serve as a source of supply for 
specialized products in limited de- 
mand. Orders are frequently placed by 
emergency telephone perhaps 
from distant points. Customers 
electrical wholesalers and industrial 
supply houses who do not have the 
required merchandise in stock as well 
as electrical contractors, utilities and 
various types of industrial, institu- 
tional, and government buyers. 

Since they are specialists in the 
market, they purchase stocks of both 
staple and specialized lines whenever 
an opportunity arises to purchase at 
a favorable price. There is also some 
speculation in inventories, but this 
varies among the individual houses. 

The largest houses do a nationwide 
business in virtually all lines. Some 
reach a more restricted market, how- 
ever, and may cater, for example, to 
certain types of industrial needs. Stock 
lists are issued covering the items in 
greatest demand, and special quota- 
tions are given on the remaining items 
when they are requested. 

Marketing costs are reduced 
through the use of specialized distrib- 
utors where specialization is war- 
ranted. The large variety of special- 
purpose cable which cannot be stocked 
by electrical supplies distributors can 
be handled by wire jobbers. They can 
stock and sell these infrequently- 
needed items efficiently and ship 
promptly to buyers over a very wide 
market. In addition, by purchasing 
stocks of standard products at good 
prices they can level out the supplies 
of these lines as well. 

Unfortunately, some wire jobbers 
have not always given good service. 


calls, 


are 


Shipments at times have not complied 
with purchase orders, and some buy- 
ers have received short lengths. In 
other instances, salvaged material or 
material with storage damage has been 
shipped. These failures detract from 
a service which can be economically 
useful. 


Trend to Standardization 


A wire manufacturer may have a 
competitive product advantage when 
he is able to produce, at least for 
some period of time, a unique prod- 
uct. Successful innovations tend to be 
quickly copied, however, unless the 
change involves expensive manufac- 
turing processes. As a result, the lead- 
ing brands of wire and cable tend to 
be substantially similar, although man- 
ufacturers constantly work to make 
improvements 

Such improvements may be in the 
nature of using distinguishing colors, 
or finishing the cable in white so that 
it will not mark newly-plastered walls; 
using a better insulation, marking wire 
itself as to size, insulation, and foot- 
age; and better design and marking 
of reels, spools, and boxes. By con- 
tinually making changes such as these, 
and others, a manufacturer may be 
able to stay in the front rank. 

Some variation in quality exists, 

however. Brands selling at a higher 
price will have better quality and pro- 
tection built into them. Cheaper brands 
may just meet the established stand- 
ards, and are likely to be of doubt- 
ful quality. 
e Brand Preference—The McGraw- 
Hill Brand Recognition Studies show 
that for items such as power cable 
(over 600 volts) and underground 
cable, the products of three or four 
manufacturers are preferred over the 
others. The preferences vary somewhat 
by type of buyer, but the same firms 
are quite consistently at the top of 
the preference list. It is true that the 
preference differences are not as 
great as that found in some other 
electrical products, but a definite dif- 
ferentiation exists nonetheless. Even 
for standard building wire there are 
some preferences, but the differentials 
are not large, at least among contrac- 
tors. 

The limited differences among 
standard brands of wire and cable 
throws the competitive pressure pri- 
marily on price and service. For ex- 
ample, the leading wire and cable 
manufacturers give engineering assist- 
ance to users who have special re- 
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quirements. Conveniently located field 
stocks is another service to customers 
which has been discussed. 


Price Leadership Policies 

Price leadership is the major pric- 
ing policy used for standard types of 
wire and cable. Frequently, one firm 
will be the price leader for a par- 
ticular type of product, for example, 
paper power cable. Specialty products 
and custom-built cable, however, are 
sold at prices which are built up from 
cost with an overhead and profit fac- 
tor added. In this latter case, com- 
petition is based on engineering know- 
how, special production facilities, and 
service. 

Since a large share of the wire and 
cable output goes into construction, 
much of this output is sold on a ne- 
gotiated-price or bid basis. Where 
price concessions are necessary, the 
manufacturer is likely to reserve the 
right to quote prices below list. The 
company can then determine whether 
the job warrants the sacrifice. Where 
a new building gets national atten- 
tion, as was true of the U.N. build- 
ing and the Prudential building in 
Chicago, the wire and cable bids may 
be virtually profitless. 

The practice of quoting at ex- 
tremely low prices in order to secure 
so-called “prestige” business is a very 
questionable one. The cost of any ad- 
vertising benefits resulting from the 
sale is high, and it is doubtful whether 
manufacturers can point to any real 
savings in production or marketing 
costs to offset the loss in margin. 
Since the industry is well aware of 
the basis on which such business is 
obtained, any implication that the 
sale is based on actual product pref- 
erence or superiority is largely dis- 
counted. 


The Price Structure 


List prices of wire and cable vary 
with the size of the conductor and 
the number ot strands, the construc- 
tion features of the cable, the type 
and amount of insulaticn, the type of 
covering, and the footage quoted. 
Substantial quantity discounts are 
given as footage increases. These may 
be more than 30 per cent for sales 
in excess of 10,000 feet. 

Trade discounts vary with the prod- 
uct and class of customer. Distribu- 
tor discounts are typically 20 per 
cent. One company allows a distribu- 
tor discount of 20 per cent on wire 
of 600 volts or less and 5 per cent 
on wire of more than 600 volts which 
is generally drop-shipped. The 20 
per cent discount is applied to the 
list price for any quantity of wire 
shipped either to the wholesaler’s 
stock or direct to the customer. 


June, 1958—ELECTRICAL WHOLESALING 


A manufacturer of welding cable 
allows authorized stocking distribu- 
tors a discount of 50 per cent on 
shipments of 300 pounds or more and 
45 per cent on shipments under this 
limit. In addition, the distributor must 
pay freight on shipments under 300 
pounds. Whenever distributors sell 
cable at the allowsble 50 per cent 
discount from list to the government, 
Or to shipbuilders or railroads, the 
manufacturer allows an additional 5 
per cent discount. Recognized stock- 
ing dealers, in turn, get discounts of 
35 per cent. 

Another company 
cords to franchised distributors, 
OEMs, the U. S. government, rail- 
roads, and shipbuilders at 50 per cent 
discount. Other customers get dis- 
counts of 35 to 44 per cent depending 
on the quantity involved. 

Modifications of a product may re- 
sult in price differentials. For example, 
one manufacturer, who offers certain 
types of cable in as many as eight 
colors, charges an additional 10 per 
cent for helical striping unless a sin- 
gle order calls for all the firm’s stand- 
ard colors. In the latter case, the 
striping will be done without charge 
e Extra Charges—Since wire ship- 
ments involve expensive handling 
costs, extra charges are customarily 
added for such services as special cut- 
ting, paralleling, special winding, and 
for small quantities of less than 200 or 
300 pounds. Historically, a separate 
charge also has been made for spools 
and reels, but some wire manufactur 
ers are now using non-returnable reels 

Wire and cable is generally quoted 
f.o.b. factory, freight allowed on 
shipments above 200 or 300 pounds 
gross weight. For shipments below 
these limits there is no freight allow- 
ance. The allowance covers shipments 
within the continental U. S. via freight 
or shipper’s option 

Billing prices are generally under- 
stood to be the prices in effect at 
time of shipment. For custom orders 
requiring considerable production 
time price adjustments may be han- 
dled through the use of an escalator 
clause in the purchase contract. 

Terms of payment range from % 
of 1 per cent to per cent 10th 
proximo. Some firms use an additional] 
discount date of the 25th of the 
month for invoices dated Ist to 15th 
inclusive. 


sells flexible 


Sales Organizations 


Manufacturers’ salesmen have the 
responsibility of working closely with 
distributors, users, architects and en- 
gineers. In some companies, the sales- 
man selects authorized distributors 
and decides how many are needed to 
serve an area. If a company 
through both franchised and 


sells 
non- 


franchised wholesalers, the salesman 
may also spend some time with the 
latter wholesalers, especially if they 
need help on a particuiar job 

Some companies use specialty wire 
salesmen in addition to mea who sell 
the entire line. Also, if there is a con- 
siderable amount of OEM or utility 
business in an area, a full-time sales 
man may be assigned to it 

Although wire 
ies work closely with distributors’ 
salesmen, they have not done much 
in the way of formal distributor train 
ing. Manufacturers that distrib 
utors are not interested in this train 
ing and tend to think more in terms 
than in 

Many 


agree 


larger compan 


State 


of selling on a basis 

promoting a particular brand 
distributors, however, do not 
with this contention and indicate that 
they welcome the aid of manufactur 
ers in training their sales people pro 
vided this training is of high calibre 
Manufacturers also believe that differ 
ences among top-quality lines are too 
small to warrant training distributors 
and their salesmen. 

If manufacturers wish to create 
brand loyalty among distributors they 
must give distributors every possible 
aid and support. Attempts to differ- 
entiate the manufacturer’s line by ad- 
vertising will have limited effect un- 
less the manufacturer follows through 
at the distributor level. The develop- 
ment of a sound and imaginative dis- 
tributor training program would be 
a step in the right direction. 


price 


Advertising Media 


Advertising is an important part of 
the promotional programs of wire 
companies. Trade papers are used to 
communicate the manufacturers’ sales 
policies, to point up sales features of 
the product line or the packaging, and 
to hit hard on the factor of brand 
identification. Most wire advertising is 
partly product advertising and partly 
institutional. Some companies have ex- 
tended their advertising into general 
business papers and general consumer 
magazines 

Direct mail advertising and leaflets 
which salesmen leave with customers 
are also widely used. One company 
maintains a mailing list of 18,000 
utilities, railroads, distributors, indus 
trial users, contractors, and engineers 
Periodically, the list is verified by 
salesmen. The manufacturer handles 
the imprinting of mailing pieces, but 
the mailing itself is done by distribu 
tors 

Advertising expense of wire manu- 
facturers runs from something under 
1 per cent of sales to about 242 per 
cent. Some wire manufacturers which 
have not had a definite advertising 
policy over the have recently 
stepped up their advertising activity 


years 
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DISTRIBUTING 


Wiring Devices and Supplies 


IN A DYNAMIC ECONOMY 


@ The tremendous boom in new construction and moderniza- 
tion has resulted in a doubling of the output of wiring devices 
and supplies since the end of World War Il. 

®@ Strong distributor policies derive from the recognition by 
manufacturers that the wholesaler is a vital link in the channel of 


distribution. 


@ The nature of fittings is such that the great bulk of the 
stocks in the field should be carried by wholesalers. If this func- 
tion is performed properly, there is little need for manufac- 
turers’ field stocks. 

@ The outcome of the end of conduit consignment is still in 
doubt, but basically the change seems economically sound. 

@ The price cutting spiral in the construction field has be- 
come a vicious spiral brought about by contractors and manu- 
facturers and distributors who are afraid to hold to a reasonable 
price because of the fear of lost business. 


HE wiring devices and supplies in- 
T dustry, as classified by the Bureau 
of the Census (Industry 3611), in- 
current-carrying devices such 
plugs and caps, con- 
snap 


lamp 


cludes 
as attachment 
venience and power outlets, 
Starters, 
and 


non-current 


switches, fluorescent 


sockets and _ receptacles, con- 


nectors Of various types; 
carrying materials such as boxes, con- 
duit and conduit fittings, and 


ways; and pole line and transmission 


race- 


hardware 

e Output Doubled—tThe 
these products has about doubled since 
the end of World War II. This growth 
has been the result of the tremendous 


output of 


boom in new construction of all types 
ind in remodeling and rewiring proj- 
intended to modernize older 
structures. In the 
years, output 
million. The 
substantially 


ects 
immediate 
than 
plants also 


the war 


pre-wal 
was less S1LOO 
number of 

Over 
1939 to 


increased 
period—from 141 in 344 in 
1947. Since then there has been a 
net gain of about 50 plants. The 
majority of the plants are relatively 


102 


small, and three-quarters of them 
have less than 100 employees 
8 plants had than 1000 em- 
ployees. 

Plants current-carrying 
devices are located mainly in the 
Middle Atlantic states, New England, 
and the Great Lakes area. Connecti- 
cut has the largest output followed 
by Illinois, Pennsylvania, New Jersey, 


more 


producing 


and Massachusetts. 

Non-current carrying products are 
primarily in the Middle 
Atlantic states and the Great Lakes 
area, but the South Atlantic states 
also had a substantial output. 

e Main Market 
almost entirely 

and building maintenance markets al- 
though some are sold to OEMS and 
Products to be 
pur- 


produced 


Wiring devices go 
into the construction 


motor repair shops 


used in new construction are 
chased ultimately by contractors, ex- 
cept for the small segment of the 
market where the contractor is not 
used. Products used in remodeling and 
repairs are purchased in part by con- 
tractors but also by maintenance de- 


Only 


partments of plants and other busi- 
ness establishments, governments, and 
institutions. The homeowner also pur- 
chases some of this material at retail. 
[he wiring devices manufacturer sells 
either through his own sales organiza- 
tion or an agent primarily to whole- 
sale distributors but also to industrials 


and large-scale retailers 


Distributor Policies 


Since manufacturers of wiring de- 
recognize that the wholesale 
is a vital link in the chan- 
several of the 
strong 


vices 
distributor 
nel of distribution, 
leading 
tributor policies. The core of such a 


companies have dis- 
policy is the selected distributor fran- 
chise wherein one or a limited num- 


ber of distributors in an area is 
designated authorized distributors. 

e Franchised—-As a case in point, one 
large manufacturer had been selling 
Four 


changed its 


to more than 6,000 accounts. 


years ago the company 
policy and began reducing the num 
ber of outlets until now it has about 
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one-sixth of this number. Both inde- 
pendent wholesalers and individual 
chain units are on the roster. It is 
the company’s goal to route all sales 
through these franchised wholesalers 

Under a memorandum of agree- 
ment between this manufacturer and 
its wholesalers, the wholesalers agree 
to buy from the manufacturer virtu- 
ally the entire line of wiring devices 
produced by the company. The man- 
ufacturer does not have fixed distrib- 
utor stock requirements, but each 
distributor is expected to carry a 
stock which is sufficient for his cus- 
tomers’ requirements. The manufac- 
turer’s field engineers check distribu- 
tors’ stock periodically, and if certain 
lines are not selling well within four 
months after delivery the distributor 
may request permission to return them. 

Che distributor agreement also pro- 
ainst price reduc- 


jucts purchased 


vides protection a 


tions and covers roc 


oO 
p 


during the month preceding the re- 
duction in price. In addition, there is 
some protection against price in- 
creases. Upon the announcement of 
higher prices, the distributor may 
place a single order, within certain 
limitations, at the former price. Fran 
chised distributors, of course, are ex- 
pected to promote effectively the 
manufacturer's line 
e 100% Policy—Another major fit- 
tings manufacturer, who produces 
some 30,000 different items, has a 
100 per cent distributor policy and 
attempts to bill all business through 
distributors New wholesalers are 
added as the need arises. For example, 
with the growing decentralization of 
electrical wholesaling, the company is 
gradually adding distributors in out- 
lying areas and now has approximately 
1200, including the chains. Wholesal- 
ers are expected to carry adequate 
stocks in accordance with the needs 
of the area, and their stocks are re- 
viewed regularly by the manufacturer’s 
salesmen 

A smaller wiring-devices manufac- 
turer sells entirely through agents lo- 
cated in 20 cities around the country. 
[he agents control their territories 
and select as the company’s “recog- 
nized distributors” wholesalers who 
are willing to give particular attention 
to the manufacturer's line. Frequently, 
these are smaller wholesalers who are 
not authorized distributors of the 
larger manufacturers of fittings 

A policy of using selected, fran- 
chised distributors and channeling 
virtually all sales through them makes 
a great deal of sense with respect to 
fittings. It is the type of business 
which the wholesaler is ideally 
equipped to handle. Sales involve a 
multitude of small items which are 
frequently sold in relatively small 
quantities. 
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Statistical Portrait of a $700 Billion Industry 


In 1955, this was nearly a $700 million industry, and shipments of 
the three major categories of products were as follows 


Current-carrying wiring devices $360,414,000. 
Non-current carrying wiring devices and supplies 249,868,000. 
Pole-line and transmission hardware 85,841,000. 

Total $696, 123,000. 





The 1954 output of the principal produ 
industry is given below: 


Current-carrying wiring devices: 
Lamp sockets and receptacles: 
Incandescent $25,522,000. 
Fluorescent 6,163,000. 
Convenience and power outlets 23,134,000. 
Attachment plug caps and connector bodies 10,064,000. 
Switches 51,610,000 
Fluorescent starters 7,528,000. 
Faceplates 6,033,000. 
Lightning arrestors 19,466,000. 
Wire connectors 93,525,000. 
Non-current carrying wiring devices: 
Boxes, covers, and accessories: 
Stamped 29,857,000. 
Cast 31,005,000, 
Rigid conduit and fittings 52,987,000. 
Thin-wall conduit and fittings 15,317,000. 
Flexible steel conduit 4,141,000. 
Raceways and fittings 13,245,000. 
Other conduit and fittings 55,608,000. 
Pole line and transmission hardware: 
Pole line hardware 57,330,000. 
Transmission hardware for high 
voltage porcelain products 13,585,000. 








The wholesaler can legitimately be choice, who are locat primarily 
expected to carry good stocks and outside the large cities where the 
meet the needs of buyers without re- companys major competitors are 
sorting to drop-shipments. Seldom is strongly entrenched. Agents ' 
it necessary to ship these products ically those who 
directly to the construction site from conduit, boxes 
the manufacturer's plant. Contractors ing materials and s\ About 
and industrial buyers should be able three-quarters of the company’s sales 
to obtain the desired items in reason- are made to distributors, and the 
able quantities from wholesalers’ balance goes to OEMs and motor re 
stocks. pair shops (Figw 


This is a clear case where a close A second manufacturer of fittings 
working relationship between manu- so sells through agents in turn 
facturer and authorized distributor ‘¢!l to about 600 selected wholesalers 
works to the advantage of both. Man- [ike some other smaller manufactur 


ufacturers could not conceivably do ¢'s, this company plans to retain its 
an effective job of selling through gency system in the belief that it has 
every electrical distributor and no ® more efficient, as well as a more 


distributor, in turn, can do a satis- ffective, selling organizat than it 
factory job of selling more than a Would have if it tried ise MS OWI 


very limited number of fittings lines. S@!esmen 

The fittings line is one which is 
particularly suitable for sale through 
agents. In all large cities there are 

A fittings manufacturer, who is not  ey¢ellent agents who can do an effi- 
one of the largest, sells over most of cient job of selling several related 
the United States through agents. The construction materials lines. Fre- 
agents sell to distributors of their quently, agents carry about the same 


dulld 


Channels of Distribution 
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FIG 1—sells over most of U.S. 


Wiring Supplies (cont.) 


through agents 


FIG 2—prefers agents that sell through many distributors 


Some manufacturers have overextended 


group of lines in each city so that 
each manufacturer gains strength from 
the other lines. Costs of marketing 
fittings would be substantially higher 
if each manufacturer had to have his 
own field sales organization. 

A manufacturer of connectors and 
grounding similar 
distribution policy, but this company 
through as 


devices follows a 


prefers that agents sell 
many distributors as possible in order 
to maximize the 
line (Figure 2) 
This is a case in which a small 
manufacturer feels that there is more 
security in a policy of general distrib- 
ution than in selective distribution. 
This is a doubtful assumption, since 
it becomes more difficult under these 
conditions to get any distributor to 
actively promote the line. It may be 
a policy of self defense, however, for 
companies which cannot get strong 
support from the larger wholesalers. 
A manufacturer of both 
light- and heavy-wall 
through its own sales organization in 
some markets and through agents in 
others. Wherever the company has 
found that it gets more effective cov- 
through 
its conduit lines over to an 


availability of the 


conduit, 


types, sells 


agents, it has turned 
agent and 


responsibility for 


erage 


has given him the 


the area. For purposes of control 


have based on past 
general, the company finds 
o that its agents have more initiative and 
need less prodding than its own sales 
men. Agents sell to a limited number 


of wholesalers, including independents 


agents quotas 


sales. In 


and selected houses of two of the 


chains which do not have a conduit 
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line of their These wholesalers 
are chosen by the manufacturer in 
such a way that he obtains adequate 
coverage of the contractor and in- 
dustrial markets 


own 


Pole line hardware is sold primar- 
ily to utilities and, to a lesser extent, 
to industrials. Sales may be made 
through company salesmen or agents 
to wholesale distributors or direct to 
One manufacturer in this field 
sells mainly through its 
organization but it has a few 
in the Southwest. Its sales are gen- 
erally made directly to utilities and 
through distributors to independent 
telephone companies, utilities, 
and industrial organizations which op- 
erate high-voltage systems (Figure 3) 


users 
own sales 


agents 


local 


The Need for Field Stocks 


Since wiring devices are used pri- 
marily by contractors, and frequently 
are needed on short notice, the need 
to maintain adequate field stocks is 
a competitive factor of major import- 
ance. As indicated by the preceding 
marketing patterns, manufacturers of 
fittings generally insist that their dis- 
tributors carry adequate stocks and 
make periodic checks to be sure that 
they do. Typically, these stocking re- 
quirements are not rigid in terms of 
lines and quantities, and individual 
variations are permitted in accordance 
with local needs. 

e Liberal Policies—In order to en- 
courage distributors to carry adequate 
stocks manufacturers have 
adopted quite liberal merchandise re- 
turn policies. One company will per- 


some 


mit the return of standard catalogue 
items which have shipped to 
distributors’ stocks. Special items and 
shipments direct to users are ex- 
cluded. No service charge is made, 
and the manufacturer pays return 
freight 

In order 
policy, the company requires that re- 
turned material be in unopened cCar- 
tons and that the distributor secure 
writing te return the 
denied if 
old stock is returns 
during any quarter exceed 5 per cent 
of the value of purchases during the 
preceding quarter 

Another manufacturer permits re- 
turns On written request if merchan- 
dise remains unsold after four months 
and no satisfactory method of mov- 
ing the stock can be devised. Distrib- 
return freight and a 10 
per cent service Returned 
stock must be new, standard catalogue 
merchandise. Other companies have 
similar methods of dealing with re- 
turns although their policies are not 
always as clear-cut as the above two. 

If a manufacturer wants distribu- 
tors to carry full stocks it probably 
will be necessary to accept some re- 
turns. A liberal but closely controlled 
returned goods policy is likely to be 
a sound one in this field, but distrib- 
utors must be willing to support the 
manufacturer in promoting and sell- 
ing his line. Returned goods may be 
a substantial operating expense, and 
the volume of sales made by the 
wholesaler must be sufficient to cover 
the cost of this service. Here again 


peen 


to prevent abuses of this 


permission in 
goods. Permission may be 
involved or if 


utors pay 
charge 
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FIG 3—sells through own organization plus a few agents 


themselves with field stocks 


close working relations between man- 
ufacturer and distributor come to be 
of major importance. 

e “Back-up” Stocks—In addition to 
distributor stocks, fittings manufac- 
turers frequently maintain regional 
“back-up” stocks. One eastern com- 
pany has stocks in Chicago and also 
on the West Coast at Los Angeles, 
San Francisco and Seattle. The West 
Coast cities are supplied by boat. 
[his company attempts to maintain 
a 45-day average inventory in the 
field. 

Chicago, Angeles, and San 
Francisco are generally the cities of 
first choice for warehouses. Other 
typical locations are: Portland, Ore., 
Minneapolis, Dallas, New Orleans, 
Atlanta, Baltimore, Philadelphia, and 
New York. 

Where agents are used by fittings 
manufacturers they, too, often carry 
stocks. One of the smaller manufac- 
turers Carries consigned agency stocks 
at 13 points and feels that these are 
necessary to support its distributors. 
About one-third of the total sales for 
this company are shipped from agent 
stocks, but the practice varies, and 
some agents make as much as two- 
thirds of their sales from their own 
stocks. Agents receive 8 per cent com- 
mission on factory shipments and 10 
per cent commission on shipments 
from their own stocks. 

A midwestern fittings manufacturer 
has consigned agency stocks at six 
locations. Its policy is to maintain 
90-day field stocks. At one time, the 
company operated its own warehouses 
in Seattle and Boston, but the ship- 


Los 
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ping and maintenance costs were pro- 
hibitive. 

Another midwestern company has 

consigned agency stocks of fittings at 
14 points and has had some type of 
field stock for nearly 30 years. The 
company would like to reduce its 
field stocks but that it cannot 
do so for competitive reasons. Agents 
are permitted to stocks 
only for sales to distributors and in- 
dustrials. Several of the company’s 
agents own their own warehouses 
They are paid the equivalent of pub- 
lic storage charges for each cwt. In 
stock. This works out to be 50 cents 
per cwt. per month, which is the 
equivalent of a month’s storage fee 
plus in-and-out handling charges. This 
payment for storage is in lieu of an 
increase in commission, and in per- 
centage terms it approximates 1'2 
to 2 per cent. 
e Added Costs—The 
which may be incurred by tke use 
of field warehouses can be illustrated 
by a company which has 
stocks in Dallas. This stock is main- 
tained at the request of the Dallas 
agent. At times, the agent has made 
shipments back toward the source of 
supply to points where the outgoing 
freight from Dallas almost as 
much as the freight from the factory 
direct to the customer. In cases such 
as this, the original freight to Dallas 
is simply an cost. The com- 
pany recently has given up its stocks 
in another southwestern city in the 
hope that distributors will build up 
their own inventories 

Wholesalers frequently are opposed 


feels 


use these 


added: costs 


agency 


was 


added 


to manutacturers local stocks An 
ELECTRICAL WHOLESALING 


ago indicated that about half of 


study a 


yeal 


the 324 wholesaler respondents to a 
wiring devices survey opposed manu- 
About one-fifth 


were vital and 


facturers’ stocks 

thought stocks 
another one-fifth thought such stocks 
were useful but not vital. Although 


the study did not show this, the major 


such 


opposition appears to come from the 
larger wholesalers. The smaller whole- 
salers are more likely to lean heavily 
on manufacturers’ stocks. The study 
did show that two-thirds of the re- 
spondents handled than 
competitive line of wiring devices 
Another type of field stockpile is 
the inventory carried by contractors 
A McGraw-Hill study made 
years ago indicated that virtually all 
contractors carried stocks of fittings, 


more one 


seV eral 


ind inventories were sometimes in ex- 
cess of $1200. About half of the con- 
tractors purchased from four or more 
wholesalers 

It is quite apparent that the main- 
tenance of field stocks either in man- 
ufacturers’ warehouses or in_ the 
hands of agents has become a factor 
of considerable competitive import- 
ance to fittings manufacturers. In key 
markets, such as Chicago, which have 
come to be major warehousing cen- 
ters it probably is necessary for man- 
ufacturers to have regional stocks. 
Also, where long distances are in- 
volved, as to the West Coast, and 
where large shipments can be made 
by boat, it may be efficient to carry 
stocks. 

Elsewhere, it may or may not be 
economical for manufacturers to 
maintain stocks. The nature of fittings 
is such that the great bulk of the 
stocks in the field should be carried 
by wholesalers. If the wholesaler per- 
forms this function properly, there is 
little need for manufacturers’ field 
stocks. It is clear that some manu- 
facturers have overextended them- 
selves in this connection. Manufactur- 
ers need to watch the costs of main- 
taining field stocks very carefully and 
not push into markets where distrib- 
utors can handle the problem of 
having adequate stocks available for 
their customers. 

For some commodities 
ple, pole line hardware 


for exam- 
manufactur- 
ers’ field stocks are increasing because 
utilities are demanding quick deliver- 
curtailing their own in- 
ventories. The one 
of where 


ies and are 
question here is 
can be carried 
most efficiently. If utilities force man 
ufacturers into inefficient field stock- 
ng practices, the inventory-carrying 
utility can be cut, but 
the cost of purchased pole line hard- 
ware will be higher. In the end, the 
utility 


inventories 


costs of the 


may be a net loser 





Wiring Supplies (cont.) 


Were the costs known, they would show 


ntting are not 


They 


total sales 
nfrequently to con 
made to a greatel 


ind to R.E.A. con 


uit field, manufacturers 
eld stocks, especially of 
lit, in such major mar- 
igo, Detroit, and the 
ies on the West Coast 
ire supplied by water ship- 
wholesalers 
stocks, 


some dis 


lition, gen- 
ed consigned 

. 9 sf 
when located 


from the manutacturer s plant 


Consignment lerminated— This 
when 
ship 
conduit 


tion was changed, however, 
their 


thin-wall 


rs terminated 
id and 
nmment contracts as of 
any based 
consignment 

eral factors: (1) turn- 
1 St ck was only 114 
he difficulty of mak 
stock 


transfers, and 


cheduling pro 


The outcome of this move is still 
iz bt, but basically the change 
seem to be economically sound. 
“onsignment stocks are expensive in 
terms of investment and added cler- 
ical Total conduit inventories 
carried by wholesalers tend to be too 
high, especially if wholesalers carry 
more than one line. Supplies can be 
adapted to the needs of the market 
more easily when the wholesaler buys 
thinks is needed and then 
stands behind this decision as he does 
his decisions in other matters. 

rhe elimination of consignment 
sales weighs more heavily, of course, 
on the smaller wholesaler than on the 
jarger. Actually, many of the latter 
found it to their advantage, in terms 
both of cost and control, to own their 
own conduit stocks all along. This 
problem is only one of several which 
the smali wholesaler faces in the 
electrical apparatus and supplies field. 
if, however, this change is sufficient 
to push him over the brink, he prob- 
ably has questionable eco- 
distribution 


we ‘ 


costs, 


what he 


been of 
nomic value in the 
tem. 

One would expect that this change 
of policy will result in considerable 
experimentation on the part of both 
distributors and manufacturers to find 
the optimum inventory plan. It is 
probable that both will have to shoul- 


sys- 
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On these pages, 

Dr. Lewis discusses .. . 
Termination of conduit consign- 
ment 

Pressure on fitting prices 
Zone pricing for conduit 
Brand preference 

Training programs for distribu- 
tors 

Costs of marketing 











der part of the burden, which is as 


it should be, since each must work 
out a solution in terms of his own 


profit maximization. 


Pricing Methods—Fittings 


of standard fittings are estab- 
} 


Prices 
lished on 
the largest firms which are in a po- 
sition to be 


companies generally 


aSIs Dy 


a price leadership 


industry leaders. [hese 


use a COSt-pius 

with 
Mark 
up over cost varies by type of prod 
the high 


there is conside! 


basis for pricing which varies 


each of their product divisions 
less for volume 
lines, where 
competition, 
Market prices tend to fluctuat 
items than for 


uct and is 
basic 
able 


items 


than for specialty 
more for standard 
specialties 

Smaller manufacturers 
and price 


very close to the 


follow the 


leader their products the 


same Or leader. In 
some cases they are able to introduce 
some improvements in product design 
and still meet the price. For example, 
one firm is able to sell light-weight 
iluminum fittings at the 
at which competitors sell iron fittings 
e Pressure on Prices—Since the bulk 
of the fittings go constru 


tion, there 1s considerable pressure on 


same price 


into new 
where large 
Some companies, 
smaller firms, 
quote for large bid 
srojects, but others will not cut prices 
this The 
manufacturers, particularly, 
and if 


prices, especially quan- 


tities are involved 
particularly the will 
below list price 


to obtain business larger 
attempt 
to hold their prices it becomes 


necessary for competitive reasons to 


cut a reduction is ex 
{ led to all 
One large fittings manufacturer has 
olicy of not below its 
prices in the belief that 


service is more important than price 


price the price 


buyers 


quoting 


¢ iblished 


It has been the company’s experience 
can best be obtained by 


that sales 
having the salesman on the job when 


tition. The 


needed and also by giving delivery 


when the fittings are 

rhe price cutting spiral in the con- 
struction field has become a vicious 
practice brought about by aggressive 
contractors and manufacturers and 
distributors who are afraid to hold to 
a reasonable price because of a fear 
of lost business. Were the facts and 
costs known, it is probable that they 
would show that much bid business 
is accepted at a loss anyway. 

Manutacturers and distributors who 
hold to a profitable level of prices 
are following the sounder policy. Lost 
business is of no value when price 
cuts are excessive, and they are ex- 
cessive they are greater than 
the savings resulting from large vol- 
ume business. 

Fittings are quoted ir 100 
at three levels: standard package, unit 
ess than unit 
ton and pack- 


age quantities and prices of manufac- 


required 


when 


units of 


or Carton quantity, 


or Carton quantity 


turers are likely to be identical for 
standard product t least in the 
1ore popular 
Wholesale 


normally 20 p 


fittings are 
yased on the 
However, 1n- 
in this field 
tre- 


standard p ckage 
reasing price Competition 
has resulted in discounts, 
ranging 


juently 2 er cent but 
5 where 


h gh cent 
are involved 

e given by 

her list prices 

facturers are 

th proximo, 
om net 30 
nt allowed 


Ship- 


prepaid OI 


OXImMmO 
vith a Minimum quan- 
inges from 100 to 200 
companies have a mini- 
Varies trom $2 SO 


mum charge which 


to $10.00 


Pricing Methods—Conduit 


P conduit are 
Again 


leaders al- 


ricing methods for 


ich the same as for fittings 
large firms are price 
ough the same companies are not 
: in both thin- 
Even the 

ry Conscious 

ce products are 
onsequently, any 
pricing formula which is used must be 
ilistic in 


of probable compe- 


companies also have 
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much bid business is taken at a loss 


a policy of not giving price conces- 
sions to individual buyers. 

Rigid conduit price quotations are 
F.O.B. mill. Freight may be prepaid, 
however, and placed on the invoice. 
Distributor discounts are typically 6 
per cent on all shipments, but orders 
below the minimum of 20,000 pounds 
carry an extra charge. This charge is 
usually 5 per cent of list for shipments 
of less than 10,000 to 20,000 pounds. 
Terms of sale are 2 per cent 15th 
proximo, net 16th proximo. 

Quotations for thin-wall conduit 
(electrical metallic tubing) are F.O.B. 
wholesaler’s city or freight allowed on 
orders over 100 pounds. A 
charge of 5 per cent of distributor’s 
cost is added for direct-to-job ship- 
ments under 5000 pounds. Terms are 
the same as for rigid conduit. 

Conduit prices penalize the small- 
order buyer. However, this is prob- 
ably the best way to encourage eco- 
nomical shipments and to discourage 
relatively small direct shipments to the 
job site. 


service 


e Four Zones—Zone pricing is used 
for thin-wall conduit. Four zones are 
typically used by eastern manufactur- 
ers: (1) an eastern zone which is east 
of the Mississippi and extends down 
to the southern boundaries of Ken- 
tucky and Virginia; (2) a southern 
and central plains zone which includes 
the southeastern states and the two 
tiers of states from Minnesoa and 
North Dakota on the north to Texas 
and Louisiana on the south; (3) the 
Rocky Mountain zone; and (4) the 
Pacific Coast. Manufacturers in other 
regions use somewhat different zone 
patterns. Prices are uniform within 
each zone. 

The use of zone prices is a con- 
venient device and is one way of 
establishing workable differentials 
based on differences in freight rates. 
Other manufacturers of heavy, bulky 
products have found the zone pricing 
system useful. 


Selling Activities 


As a result of the basic similarity 
both in lines and prices of products 
in this field, sales promotion and ser- 
vice are of primary importance. Man- 
ufacturers’ salesmen or agents must 
maintain adequate contact with dis- 
tributors and contractors, and also 
with architects, engineers, and main- 
tenance departments of industrials. 
Some manufacturers put the bulk of 


June, 1958—ELECTRICAL WHOLESALING 


their sales effort on this latter group 
on the assumption that if users and 
those responsible for specifications are 
partial to the line this situation will 
be reflected in wholesalers’ sales. 
Other manufacturers that the 
major emphasis should be placed on 
working directly with the distributor. 
[his becomes of considerable import- 
ance when the manufacturer expects 
the major share, if not all, of the 
distributor’s fittings business. 

e Brand Preference—By virtue of 
their reputation for top quality mer- 
chandise and service, certain manu- 
facturers enjoy a definite brand pref- 
erence according to the McGraw-Hill 
Brand Recognition Studies. For ex- 
ample, five brands of wiring devices 
rank substantially ahead of the oth- 
ers, and the ranking is quite consis- 
tent among contractors, industrials, 
and engineers. There are, likewise, 
definite preferences for certain brands 
of connectors and fittings. The dom- 
inant brands may range from one to 
four or five for various types of fit- 
tings. 

A similar situation exists with re- 
spect to conduit. Three or four brands 
rank at the top for rigid and thin- 
wall conduit. 

Ihe brand preference data 
that it is entirely possible for manu- 
facturers of these lines to put their 
products in a top position by careful 
cultivation of the market. Conse- 
quently, promotion and service can 
override the basic product similarities 
in the field. It is true, however, that 
the larger companies are in a stronger 
position in this respect than the smaller 
companies. 

Wiring devices and supplies manu- 
facturers seem to feel that distribu- 
tors’ salesmen are not sufficiently in- 
formed to do a good job of selling 
their lines but do not do very much 
about it. Manufacturers that conduct 
training programs for distributors and 
their salesmen are in the minority. 
Some companies publish sales train- 
ing literature for the use of distribu- 
tors and also conduct short training 
sessions at the distributors’ place of 
business. One company operates a two- 
day training school at the plant con- 
ducted by its sales engineers. One day 
is spent in the classroom and the sec- 
ond day in the factory. 

The success of any manufacturer’s 
training program, and its acceptance 
by distributors, will be affected by 
the extent to which the manufacturer 


feel 


show 


can persuade distributors to carry 
fewer competing lines. Many whole- 
salers are carrying too many similar 
lines. For example, a wiring devices 
survey indicated that wholesalers fre- 
quently stock five or more lines. Ob- 
viously they cannot really sell them 
all. Some wholesalers believe that 
they should carry any line that a 
contractor may want and that, as 
operators of a service establishment, 
it is their function to meet the needs 
of their customers. There is serious 
doubt whether this point of view is 
either sound or economically desir- 
able. Carrying duplicate stocks of 
similar products serves no real pur- 
pose and does increase marketing costs. 

Advertising is used by wiring de- 
vices and supplies manufacturers to 
support and supplement the work of 
their sales organizations. Wide use of 
trade papers is customary. One large 
firm twelve trade papers 
reaching engineers, architects, con 
tractors, wholesalers, and industrial 
organizations. Also, direct mail is sent 
to wholesalers and imprinted for 
wholesalers to send to their customers 
Another company distributes its ad 
vertising expense as follows: 50 per 
cent to trade papers, 25 per cent to 
cent to direct 


uses ten Or 


catalogs and 25 per 
mail. 

Trade shows are not 
useful in this field, and 
tising value is primarily 


particularly 
their adver- 
institutional 


Costs of Marketing 


Manufacturers’ marketing costs for 
fittings are upwards of 10 per cent 
Agents’ commissions range from 4 to 
10 per cent, but generally are 5 to 
742 per cent. The 10 per cent com- 
missions are likely to include a stock 
ing discount of 2 per cent 
paid to carrying local 
stocks. Field sales expenses of a man- 
ufacturer’s organization 
within the same range. Advertising ex- 
pense varies from 1 to 2% per cent 
Freight costs are about 3 per cent 
Total therefore, run about as 
follows 


or 2% 
agents for 


sales are 


costs, 


Manufacturer’s marketing expense 
Per cent of sales 
Agents’ commissions or 
field sales expense 
Headquarters sales expense 
Advertising and catalogs 
Freight out 


5—7% 
2—3 % 
1—212% 
3—3 % 
Total 11—1512% 
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DISTRIBUTING 


Distribution and Control 


Apparatus 


IN A DYNAMIC ECONOMY 


@ Ina field characterized by products ranging from a plug 
fuse to a complex custom-made panelboard, marketing methods 
must of necessity vary greatly. 

@ The marketing structure for these products has had to 
move a greatly increased output in the post-war years and, by 
and large, has handled the job well. 

@ Ordinarily, the special needs of OEMs require direct 
contact with the manufacturer. However, a qualified electrical 
wholesaler may be able to handle some of this business. 

@ Manutacturer-distributor relations in this field frequently 
are very good—but there are many opportunities for improving 


them. 


N order to safe 


and effective use of 
variety 


provide for the 
electrical cur- 
of equipment 
has control the 
operation of motors; to make, break, 


rent, a wide 


been developed to 
connections in electrical 
circuits; and to protect a circuit from 
and circuits 
types of equipment that 
field motor con 
panelboards, 


circuit breakers, 


or change 


current oveloads short 
The 
fall 


trols, 


basic 


within this are 
switch 


and 


switches, 
boards relays, 
fuses 

Plants specializing in the 
“ion of distribution and control 


paratus account for approximately 90 


produc 


ap- 


per cent of the total output of these 
lines. During the 
these plants have increased from 321 
to 452. In 217 
Plants greatly in About 
one-third of the establishments have 
fewer than 10 employees. At the other 
end of the cent have 
more than 500 employees. The per- 
centage of large plants in this indus 
try is less than in the motor and gen 
erator, and transformer industries 
The growth in 


post-war period 


1939, there were only 


Vary size 


scale, 8 per 


tremendous con- 


struction and the continuing 
sion of industry have created a need 
for more and varied types of distribu- 
tion and control equipment. The 
doubling of the number of plants 
compared with the pre-war period at- 
tests to this expansion. The marketing 
structure has had to dispose of this 
increased output and, by 
has handled the job well. 
e Manufacturing Centers 
tion is concentrated in the Middle 
Atlantic and the Great Lakes 
area, and plants in these regions ac- 
count for more than three-quarters of 
the total industry output. The balance 
of the industry is spread from coast 
Important centers of produc- 
tion are Philadelphia, Pittsburgh, 
Newark, the S#yacuse-Schenectady 
Detroit, ‘Chicago, Milwaukee, 
and St. Louis. 

Some manufacturers 
highly diversified line of distribution 
and equipment. Others 
quite specialized. Multiple-line manu- 
facturers such as General Electric and 
Westinghouse produce a wide range 
motor controls, and 


expan- 


and large, 
Produc- 


States 


to coast 


area, 
produce a 
are 


control 


of switchgear, 


some fuses. On the other hand, a few 
well-known manufacturers specialize 
in one segment of the field (for ex- 
ample, fuses) and produce virtually a 
full line within this field 

Motor control manufacturers may 
produce a broad line, or they may 
specialize in certain types of controls, 
for example, electronic controls or 
controls used in hazardous locations. 
A very few companies manufacture 
a complete line of circuit breakers 
Many do not produce oil breakers 
Others produce only one type, for 
example, branch-circuit air breakers 


Channels of Distribution 


In a field characterized by such a 
wide range of products, from a plug 
fuse to a complex custom-made 
switchboard, marketing methods must 
of necessity vary greatly. Manufac- 
turers must compete in terms of price, 
product quality and performance, and 
service. Firms which price com- 
petition (on other than bid business) 
through either direct or indirect price 
cutting are generally those producing 


use 
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a lower-grade product. The leading 
firms find it more profitable to at- 
tempt some product differentiation 
and to place their major competitive 
emphasis on distributor-customer re- 
lations and on service. 

The larger manufacturers are com- 
peting in several markets. One firm, 
for example, produces high-voltage oil 
circuit breakers selling at prices that 
range up to $100,000 per unit. On 
this line it is in competition with 
four large manufacturers. It encoun- 
ters the same competition in_ its 
medium-sized, medium-voltage ap- 
paratus. One of its major lines is cus- 
tom-made panelboards and_ switch- 
boards which are produced in five 
regional assembly plants. Competi- 
tion in this line consists of three large 
manufacturers and over 100 small 
regional manufacturers. 

Finally, the company manufac- 
tures stock items for residential and 
light commercial and industrial use 
which are sold through distributors. 
Five large manufacturers and a num- 
ber of smaller firms compete in this 
field. Only the two largest multiple- 
line manufacturers compete in all of 
the lines produced by this company. 
e Different Channels—Since _ this 
company is reaching several types of 
users it sells through different channels 
for each commodity group (Figure 1): 

(1) Fusible service entrance equip- 

ment, safety switches, and 
smaller-type circuit breakers 
are sold through distributors. 
These products are built in 
quantity, standardized for gen- 
eral distribution, and generally 
carried in stock by distribu- 
tors. 

Engineered products including 
switchboards, panelboards, 
control centers, and busways 
are frequently sold direct to 
users, but may be sold, at 
times, through distributors. 
Where sales are made by dis- 
tributors, the manufacturer’s 
salesmen generally give assist- 
ance and aid the wholesaler in 
securing the order. When the 
equipment has been manufac- 
tured, it is shipped direct to 
the buyer, and the wholesaler 
is billed if the order comes 
through him. 

OEM sales of molded-case air 
circuit breakers and motor con- 
trols are made direct, although 
occasional sales may be made 
through distributors. 

Heavy power equipment is sold 
directly to utilities and indus- 
trials. This includes switchgear, 
power circuit breakers, unit 
substations, and transformers. 


Continued on next page 
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Quick Picture of a Billion Dollar Industry 


(add 000) 


Switchgear and switchboard apparatus $696,677 $631 
Panelboards (fusible) 20,280 
Panelboards (circuit breaker) 25,168 
Distribution switchboards 28,560 
Others, including theatre switchboards 10,604 
Knife switches, 750 volts & under 50,278 
Time switches 7,898 
Power circuit breakers 90,752 
Other circuit breakers 66,739 
Power switchboards 181,839 
Relays, regulators, etc. 93,353 
Power switching equipment 51,468 
Power and distribution fuses and fuse links, 

2300 volts and over, A. C. 4,908 
Power connectors 7,997 
Distribution cut-outs 15,500 
Busways (not exceeding 750 volts) 21,248 
Other switchgear and switchboard apparatus 20,085 

Industrial electrical control equipment, except 


A. C. general purpose controls 134,987 
D. C. general purpose controls 13,935 
General purpose accessories 49,908 
Other industrial controls 135,028 
Fuses and fuse equipment, under 23 volts $ 26,792 $ 31 
Nonrenewable plug fuses 6,066 
Nonrenewable cartridge fuses 8,033 
Renewable plug and cartridge fuses 5,882 
Other fuses and open fuse material 6,811 


entire industry was only $130 million in 1939 


(1) Bureau of the Census: Census of Manufactures, 1954 and 1955 
Survey of Manufactures. 





The scope and output of this billion dollar industry are indicated by the 
: os o_ ; 
following industry shipments: Total Industry Shipments 
1954 1955 


,890 


railway and motor vehicle controllers $333,858 $364,859 


,400 


Total shipments of electrical distribution and control apparatus, on a 
value basis, have about doubled since the end of the war. This represents 
roughly a 40 per cent increase in physical output. The output of this 


The only segments of the industry which have not shared in this in- 
crease have been switches and fuses. However, this is partly the result 
of the fact that price increases in fuses have been substantially less than 
increases in other lines such as motor controls and circuit breakers. 
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FIG 1 — reaching 
several types of 
users through dif- 
erent channels for 
each commodity 
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Consider shift 
to an agent in 
less important 
markets 


e 1000 Distributors—This company 
sells its distributor lines through about 
1,000 stocking distributors who are 
expected and encouraged to carry the 
manufacturer’s entire distributor line. 
Distributor arrangements are infor- 
mal, and no written agreement is 
used. Distributor contacts as well as 
with OEMs and _ industrial 
buyers are maintained through the 
company’s own sales organization of 


contacts 


trained engineers 

The company still uses a few agents 
which have been over from 
a predecessor company. Until re- 
cently, have sold all lines. 
However, plans have been made to 
split the sales organization into two 
parts. One group will contact distribu- 
tors, and the second will sell 
engineered products to industrials and 


carried 


salesmen 


group 


utilities 

e Uses Subsidiaries—A manufacturer 
of switchboards and panelboards sells 
three major groups of items: standard 
equipment, custom-made equipment, 
and products which are assembled on 
customer order. Although it distrib- 
utes its lines nationally, it controls its 
own distribution only in the Middle 
West and the East. Elsewhere, 
tribution is handled through 
sidiaries and associated regional man- 
ufacturing plants which produce re- 
lated lines and components. These 
companies operate under a franchise 
and distribute this manufacturer’s 
products from consigned stocks on an 
agency basis, in addition to handling 
their own lines. 

In its own market, the company 
uses both salesmen and agents (Fig- 
ure 2). Contrary to the trend in the 
field, this company has _ substituted 
agents for its own salesmen in two 
or three metropolitan markets in the 


dis- 
sub- 
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FIG 2——company has substituted agents for salesmen in two or three markets 


belief that it is more economical to 
use agents in these markets. 

The company has a policy of selling 
all of its lines, even custom equip- 
ment, through distributors. In addition 
to the contractor-industrial market 
which is reached by electrical distrib- 
utors, the company has a product 
which is purchased by consumers in 
hardware Consequently, the 
company is considering distribution of 
this line through hardware whole- 
salers. Sales of standard, resale items 
are also made to mail-order houses 

The shift from a company sales 

organization to an agent in the less- 
important markets is a step which 
other companies might well consider. 
Where sales are rather thin, a good 
agent typically can do the job at 
lower cost. Unless the manufacturer 
wants to put a lot of promotional 
effort into an area and believes an 
agent is not equipped to do this, an 
agent representing several allied lines 
can sell more efficiently than a man- 
ufacturer with a single line. 
e Agents Exclusively — A manufac- 
turer of secondary distribution equip- 
ment of 600 volts or less, used 
for the distribution of power in all 
types of buildings, sells exclusively 
through agents (Figure 3). These 
agents cover the national market 
and are located at 35 _ points 
around the country. Agents operate 
under a memorandum of agreement 
and control all sales in their areas. 
[he agents, in turn, work exclusively 
through distributors selected by them. 
Some of these distributors have a 
stocking agreement with the company 
while others do not. 

No sales are made directly to con- 
tractors or industrials. Under this 
policy the manufacturer has no credit 


stores. 


problems, and credit risks are ab- 
sorbed by the distributor. 

[he great bulk of this company’s 
business project jobs on 
which quotations are made by the 
agent, and the equipment is shipped 
direct to the building site, either from 
the plant or from agent stocks. A 
small share of the sales consists of 
shelf items stocked by distributors. 

Although the company has no 
salesmen of its own, it does maintain 
four field men function is to 
maintain close contact with architects 
and engineers in 
manufacturer’s product specified. This 
is an important activity in view of 
the very high percentage of this com- 
pany’s business which involves project 
bids. 

Electrical 
stock the 


consists of 


whose 


order to get the 


frequently 
of switch- 


distributors 
smaller types 
boards and panelboards, typically 
those selling below $300 or $400 
Larger boards, which are generally of 
a special design, are more likely to 
be ordered direct and shipped tc the 
site. When bids are made covering 
these large boards a margin of 10 
per cent for the distributor generally 
is figured into the price. For very 
large orders, say those over $5,000, 
10 per cent may be allowed on the 
first $5,000 and 5 per cent over that. 
At times, however, manufacturers or 
their agents may provide only 5 per 
cent for the distributor regardless of 
the size of the order. When this hap- 
pens, the transaction is not likely to 
be a profitable one for the distributor. 


Distribution Channels—Fuses 


The manufacturing of fuses is a 
highly specialized business. One man- 
ufacturer of high-voltage power fuses 


has a line which is used primarily by 
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FIG 3—exclusively through agents and distributors 
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FIG 4—most sales are made directly to users 





Fig 5 





MANUFACTURER 











































































































HOUSEHOLD FUSES 
=== = CARTRIDGE FUSES 


ae AUTO FUSES 


! 
_l 





a 





heme wean 

















INDUSTRIAL 




















FIG 5—sales are made through many kinds of wholesalers 


manutacturers 
power 
almost 


utilities, but also by 
who are heavy users of 
(Figure 4). Sales are made 
entirely direct to users, and a typical 
sale ranges from $2,000 to $10,000 
than 10 per cent of the 
are made through jobbers. 
This company sells through its own 
organization of electrical engineers in 
the region near the factory and 
through agents in the balance of the 
country. The agents generally carry 
other lines which are also sold pri- 
marily to utilities. 
e Diversified — Another fuse man- 
ufacturer has a more diversified line 
and sells fuses ranging in size from 
1/500-amp to 5000-amp (Figure 5). 
Over the years, the company has ad- 
ded new fuses, particularly in the 
larger sizes, and fuses of specialized 


Less sales 
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types have been developed. Among 
the recently-introduced special types 
are electronic fuses and fuses to pro- 
tect circuit breakers and fluorescent 
lights. Since the line is diversified, 
sales are made to several markets. 
[he firm’s household fuses are sold 
through many kinds of wholesalers of 
which hardware, electrical, variety, 
drug, and grocery wholesalers are 
particularly important. Some 
are also made to chain stores. 


sales 


Industrial-type cartridge fuses are 
distributed primarily through electri- 
cal distributors and to a lesser extent 
through hardware wholesalers who 
have separate electrical departments. 
Distributors of cartridge fuses are 
under contract and must carry in- 
ventories. Fuses going into electronic 
equipment are generally handled by 


wholesalers of electronic 
and parts. 

OEM sales are made direct in most 
cases, but some are handled through 
line of automotive 
fuses is sold through agents who sell 
to automobile-parts wholesalers. Ex- 
cept for the latter line, all 
sold through a single sales organiza- 
tion. 

Another manufacture! 
duces household and industrial 
fuses which are sold primarily through 
its own sales organization and some 
made to 
wholesalers 


equipment 


wholesalers. A 


fuses are 


fuse pro- 


fuses 


electrical 
and to 


agents. Sales are 
and hardware 


drug chains 


Marketing Channels—Controls 


A motor controls manufacturer 


produces three broad lines of equip- 
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ment: a line of distribution equip- 
ment sold entirely through distribu- 
tors, a general line of motor controls 
sold through distributors, and also to 
OEM accounts, and a line of special 
motor controls sold directly to heavy 
industry. All sales are made through 
a single large sales organization con- 
sisting almost entirely of graduate en- 
gineers (Figure 6). 

[his manufacturer is gradually re- 
ducing the number of distributors 
used in large cities and is adding dis- 
tributors in smaller cities which are 
becoming wholesale centers. When 
more than two electrical distributors 
are used in the same area, some may 
cater to a specialized market. 

The establishment of plants in 

smaller communities away from in- 
dustrial centers and the growth of 
suburban commercial and industrial 
enterprises has resulted in the decen- 
tralization of wholesaling and the 
gradual appearance of secondary 
wholesale centers. Manufacturers 
need to reappraise their distributor 
organization carefully. No longer can 
the country be covered adequately 
from the established metropolitan cen- 
ters. As this company has done, new 
distributor locations need to be set 
up when needed, 
e Uses Independents—A manufac- 
turer of a very wide line of motor 
controls sells primarily through dis- 
tributors, although some OEM ac- 
and industrials may purchase 
Distributors are independent 
rather than chains and 
operate on a franchise basis. In its 
major market, which is north of the 
Ohio River and east of the Mississippi, 
the company’s salesmen operate out 
The balance of the 
country is served by agents. 

Another firm produces distribution 
equipment and motor controls which 
are sold through its own national sales 
organization (Figure 7). The distribu- 
tion equipment is sold only through 
distributors. It is the company’s policy 
to franchise independent distributors 
ind not the chains, but franchises 
are not exclusive. The manufacturer 
determines the number of distributors 
terms of the 


counts 
direct 


wholesalers 


of district offices. 


needed in each area in 
market potential. 

e OEMs Have Option The firm’s 
motor control line is sold through dis- 
tributors and also direct to legitimate 
OEMs. OEMs have the option of pur- 
chasing direct from the manufacturer 
or of buying from a distributor. In 
either case the price is the same unless 
the wholesale not to follow 
the manufacturer's suggested resale 
However, some OEMs prefer 
direct in order to get better 
technical and better delivery 
where large quantities of components 


chooses 
price 

to buy 
service 


are involved 
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FIG 6—all sales made through a single sales organization 
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Common fallacy: more efficient 


Ordinarily, the special needs of 
OEM accounts and their large vol- 
ume of purchases necessitates direct 
contact between the manufacturer 
and the OEM. This is particularly 
true where equipment of a special 
design is required. However, a good 
electrical wholesaler may be able to 
handle some of this business satisfac- 
torily if he can give adequate service. 
He has the advantage of being near 
at hand and can carry reservoir 
stocks and give help when needed. 

A line of industrial timers and 
switches is sold by a manufacturer of 
this equipment primarily through 
agents (Figure 8). The company has 
national distribution, but the coverage 
is not complete. Agents sell to whole- 
salers and contractors. The firm does 
not follow a policy of selected dis- 
tribution among distributors and is 
willing to accept relatively small or- 
ders. Also, since its credit experience 
with contractors has been good, it is 
willing to sell direct to them. 

In addition to its contractor mar- 
ket, the company has a substantial 
OEM market. Since this company 
does not have a field organization in 
all parts of the country, orders and 
inquiries by mail are received directly 
from distributors and contractors. 

e Two Problems — Another manu- 
facturer of commercial timers who 
tried to sell direct to contractors had 
an unsatisfactory credit experience 
and also found that orders were too 
small. Now, agents or salesmen may 
take orders from contractors, but 
shipments are made through selected 


No orders or 
con- 


distributors (Figure 9). 
billings are handled direct to 
tractors. 

Distributors are of several 
and reflect the wide range of 
for the company’s products. The ma- 
jor distributors used are: electrical 
supplies, hardware, neon _ supplies, 
electronic supplies, refrigeration parts, 
poultry equipment, air conditioning, 
and heating, ventilating distributors, 

This situation illustrates the com- 
mon fallacy that it is more efficient 
to “go around the middleman” and 
sell direct. Wholesalers are in busi- 
ness because they can perform certain 
marketing functions better than any- 
one else. When the manufacturer 
tries to take over the wholesaler’s 
functions, he frequently finds, as this 
company did, that his total market- 
ing costs are higher than they were 
when the wholesaler was used. 

The company uses its own salesmen 
in a few selected markets, but the 
bulk of its business is handled through 
agents. It is the company’s policy to 
replace its agents only when they do 
not do an effective job or are not 
able to cover the various types of 
markets. The agent has a free hand in 
selecting distributors. OEM _ business 
is handled through agents in some 
cases and in other cases direct. If 
agents originate OEM business, or 
are in a position to give the neces- 
sary service, they may handle it. 


types 
uses 


Manufacturers’ Local Stocks 


The need to maintain field stocks 
varies with the type of product. Stocks 
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FIG 7—independent distributors franchised only 


to sell direct 


of standard lines of distribution equip- 
ment typically are carried by distrib- 
utors and agents as well as in regional 
stockpiles maintained by the manu- 
facturer. Agents in distant markets 
frequently find it necessary to carry 
stocks in order to meet the demands 
of utilities for quick delivery. Firms 
which operate regional plants, how- 
ever, have a lesser need for field 
stocks, except for replacement items. 

A manufacturer of distribution 
equipment sells through agents and 
maintains consigned stocks at eleven 
points around the country. Equipment 
is consigned on a memorandum 
charge, and local taxes are payable by 
the agent. Only a small part of the 
manufacturer’s line is carried in 
agency stocks, particularly switches, 
circuit breakers, panelboard enclo- 
sures, etc., which contractors may 
need in a hurry. The company indi- 
cates, however, that agent stocks are 
gradually expanding. 

This manufacturer sells through 
agents to two classes of wholesalers: 
(1) stocking distributors who have a 
stocking agreement with the company 
and buy at a discount of 46 and 18 
per cent and (2) non-stocking whole- 
salers who receive a discount of 46 
and 10 per cent. 

Stocks of fuses must be carried by 
wholesale distributors. One manufac- 
turer requires his selected distributors, 
who sell under contract, to maintain 
at least a $300 stock. Another pays 
its distributors a 5 per cent stocking 
discount in order to encourage them 
to carry adequate stocks. 


June, 1958—ELECTRICAL WHOLESALING 








OEM 









































CONTRACTORS 








Fig 8 





FIG 8—willing to sell direct to contractors 
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FIG 9—tried to sell direct but gave up 


e Regional Stocks—In view of the 
highly competitive nature of the 
motor-controls industry, manufactur- 
ers in this field find it necessary to 
have regional stocks in addition to the 
stocks carried by distributors. Large 
manufacturers, which have their own 
field sales organizations, maintain re- 
gional or district warehouses. These 
carry back-up stocks of standard lines 
and also some types of specialized 
equipment which distributors do not 
carry in stock. When agents are used, 
they are likely to carry 
stocks. 

In addition to manufacturers’ field 
stocks of motor controls, distributors 
must carry their own inventories, and 
the leading manufacturers, at least, 
will insist that these stocks be ade- 
quate. This does not imply that all 
distributors carry identical stocks, but 


consigned 


they must carry stocks which are 
sufficient to meet customer’s needs. 

Manufacturers’ salesmen may be 
required to check distributors’ stocks 
in order to determine whether the dis- 
tributor is carrying a satisfactory in- 
ventory of the line. In some cases, 
distributors are required to submit in- 
ventory figures to the manufacturer on 
a regular basis. Distributors who do 
not carry their share of the inventory 
load are likely to be dropped. 

These steps are taken to prevent 
wholesalers from taking advantage of 
manufacturers’ field stocks and draw- 
ing on them in cases where the dis- 
tributor should have had the merchan- 
dise in stock. Manufacturers’ local 
stocks of this type are not being used 
to encourage brokerage operations, 
but to strengthen the stocking dis- 
tributor, 
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Drop-shipments should be kept to 


Brokerage operations may be fur- 
ther discouraged by the manufac- 
turer’s unwillingness to support 
drop-shipment business. Some manu- 
facturers will refuse to drop-ship un- 
less the conditions surrounding the 
transaction are known and will not 
honor drop-shipment orders from dis- 
tributors who do not normally carry 
the line. Other manufacturers are 
somewhat more liberal with respect 
to drop-shipments, even for shelf 
items. One company indicates that 
about one-fifth of its sales of standard 
shelf items actually are drop-shipped. 

Manufacturers need to exercise ex- 
treme care to keep drop-shipments to 
a minimum. For large shipments, it 
may well be more efficient to ship 
direct to the user in order to cut down 
handling costs. However, it is a temp- 
tation for the wholesaler to abuse this 
privilege and to use it as a device for 
restricting his own inventories. Manu- 
facturers should insist that their dis- 
tributors carry satisfactory stocks. 

A manufacurer of standardized 
industrial time switches has consigned 
field stocks in the hands of agents in 
the more distant markets, especially 
on the West Coast. In view of the 
wide range of products in this field, 
distributors do not carry complete 
stocks, and supplementary field stocks 
maintained by the manufacturer are 


therefore necessary. 


Pricing—Follow the Leader 


Price leadership policies frequently 
govern the this industry 
For example, one firm is the price 


pricing in 


leader for a specialty line of fuses 
and switches, and it this line 
at cost plus a mark-up. The resulting 
price is frequently higher than com- 
petitors’ prices, however, because of 
superior quality 

On its other 
watches the 
major competitors and sets its prices 
at about the same level. As a result, 
the company’s margins On its specialty 
products are wider than on its stand- 
ard lines. This is a fairly common pat- 
tern in the industry. Products which 
are basically similar are priced alike 
Manufacturers cannot establish the 
product differences, real or artificial, 
which sometimes exist in the con- 
sumers’ goods field 

A manufacturer of top quality fuses 
sells at the highest going price in the 
industry, although other manufac- 
turers, some of whom have 
quality fuses, may sell at a 
price. Its line of specialty 
priced on a cost-formula basis. 
e Improved Quality—Manufacturers 
do not always choose to undercut 
competitors’ prices, even when they 
are able to do so. For example, a 
firm which has a line of transfer 
switches decided to improve the qual- 
ity of its product and sell at the same 
price aS a major competitor rather 
than cut the price 

This gives the firm a wider margin 
on this product than it would have 
otherwise. It gives it a com- 
petitive advantage in quality, which 
may offset the fact that the company 
is not as well established in the field 


as its competitor 


prices 


lines, the company 


prices established by 


lower 
lowe! 


fuses is 


also 





pricing of time delay fuses 


prices of two firms 


tor the other sizes 


Price Leadership—A Case in Point 


Che operation of the price leadership device may be illustrated by the 
The figures in the table are the distributor 
It will be noted that a second firm has a lower price 
on the popular 15, 20, 25, and 30 ampere fuses, but has identical prices 
lo obtain quantity prices both manufacturers permit 


assortments of types and sizes of fuses 


Distributor Prices of Time Delay Fuses 


15-30 ampere 


other listed sizes 





less than 





$20-$60 
$20 net net 


less than $20-$60 $690 net 
$20 net net 


$60 net 


and over end over 





$.0835 
-0810 


Price leader 
Another manufacturer 


$.0797 $.0750 
.0765 


$.102 $.099 $.096 


.0720 -102 .099 -096 











Price Versus Service 


It is typical of this industry that 
manufacturers have strong competi- 
tion in virtually all lines produced. 
For standard products of good qual- 
ity, competition forces prices to a 
common level—a level which is fre- 
quently established by a price leader. 

As an example, there are about 10 
manufacturers of the - line 
starters of essentially the same qual- 
ity. In this type, neither 
product differences nor price can be 
of much help in obtaining a compet- 
itive edge. Service, therefore, becomes 


across 


cases Ol 


a significant factor, and close contact 
with distributors, contractors, and 
those specify the product be- 
comes essential. The industry 
are companies which give particular 
attention to distributor and 
lations 

When there is a need for special- 
purpose equipment which must be 
custom-designed and built, manufac- 
turers with a reputation for leadership 
in technical development, reliability, 
and performance have a competitive 
Past relationships in the 
field become a strong influence, and 
price is secondary. It is this type of 
business which the manu- 
facturer who has high standards from 
the one who does not. 

One important aspect of customer 
relations is the guarantee. Manufac- 
turers generally guarantee distribution 
apparatus against defective material, 
and workmanship for a period of one 
year. 

e Merchandise Returns—The prob- 
lem of merchandise returns is one 
which causes some difficulty. To pro- 
tect themselves against abuses arising 
from the return privilege manufac- 
turers frequently have a clause in their 
terms of sale which states the condi- 
tions under which returns may be 
made 

e Reciprocity Occasional—Reciproc- 
ity occasionally gets into the picture, 
as it does in other parts of the elec- 
trical apparatus industry, but its im- 
portance is difficult to 

One illustration may be mentioned 
The mail-order houses are selling 
fuses along with other electrical sup- 
plies and fixtures. A metropolitan 
newspaper shifted its purchase of 
fuses to a mail-order house when the 
house brought to the attention of the 
newspaper the amount of advertising 
it was placing in the paper. Pre- 
viously the had been a 


who 
leaders 


user re- 


wantage 


separates 


assess 


newspaper 


ELECTRICAL WHOLESALING—June, 1958 





a minimum 


customer of one of the major fuse 
manufacturers. 


How the Equipment Is Sold 


Manufacturers in this field fre- 
quently assume the major responsibil- 
ity for promoting the line to users. 
Part of the responsibility may rest 
with the distributor, but there is a 
feeling that the manufacturer builds 
the demand and the distributor serv- 
ices it. Personal selling and advertis- 
ing constitute the promotional team 
used in the sale of distribution and 
control equipment, and of necessity, 
the greater burden falls on the sales 
organization. 

The manufacturer salesman’s job 
is a very broad one involving contacts 
with people in several types of or- 
ganizations. Not only must he main- 
tain contact with his immediate cus- 
tomers which consist of several types 
of wholesalers, industrials, institutions, 
governments, utilities, and OEMs, but 
he also must contact contractors, 
architects, engineers, and others who 
are either the ultimate users or have 
considerable influence on the product 
to be used. 

One prominent distribution equip- 

ment manufacturer indicates that his 
salesmen spend at least two-thirds of 
their time with people other than 
distributors and other immediate buy- 
ers. Another manufacturer makes 60 
per cent of his sales to distributors, 
but only 20 per cent of his salesmen’s 
calls are made on wholesalers. 
e Getting Specified—When products 
are bought on the basis of specifica- 
tions, it is necessary to have contact 
with the specifying agent at the time 
the plans are being made. This holds 
for industrials and utilities, who buy 
on the basis of specifications, as well 
as construction work where the speci- 
fications are drawn by architects and 
engineers. 

Manufacturers frequently have sales 
engineers who go into the field when 
needed to aid in getting the product 
specified. One manufacturer of power 
fuses has five sales engineers who are 
available for this and other types of 
field work. 


Sales Training 


Since the salesmen in this field re- 
quire considerable training, most man- 
ufacturers use graduate engineers or 
applied engineers who have had sev- 
eral years experience in the electrical 
equipment field. The more complex 
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Discount Structure for Distribution and Control 


The discount structure used in the industry recognizes the positions of 
the distributor, the contractor, the utility, and the industrial user. A 
manufacturer of distribution equipment may have a discount schedule 
such as the following, which would cover most lines: 
$100 list 
and over 


50 and 18% 


$2500 list 
and over 


50 and 18% 


Less than 
$100 list 


Distributors 50 and 18% 
Contractors 45% 50% 
Central stations 45% 50% S50 and 8% 
Users 35% 40% 





The distributor discounts on lighting and distribution panels, and 
trolley and bus ducts may be cut to 50 and 10 per cent. On enclosed air- 
circuit breakers, distributors may receive a 15 per cent discount, and 
other buyers will be quoted net. 

A manufacturer of power fuses and load interrupters quotes net prices 
to ultimate users such as utilities, R.E.As., railroads, industrials, and 
contractors. Shipments to OEMs carry a 10 per cent discount, and ship- 
ments to jobbers have a discount of 5 per cent or 10 per cent on items 
stocked and 5 per cent on items which are drop-shipped. 

Distributor discounts for motor controls are generally about 43 pet 
cent, but discounts may vary widely by type of use. Thus, refrigeration 
controls and valve controls may be quoted net to distributors, and other 
controls may carry varying discounts below 43 per cent 

A manufacturer of time switches and timers has jobber discounts 
which range from 30 per cent to 55 per cent, depending on the type of 
product and quantity, and contractor discounts which range from 20 
per cent to 48 per cent. Industrial users are quoted net. OEM buyers 
receive jobber prices with higher discounts for larger quantities. Terms 
are 1 per cent 10 days, net 30, and prices are quoted f.o.b. factory. 

Another manufacturer of time controls has distributor discounts which 
increase from 50 per cent to 50 and 10 per cent as quantities increase 
from 1 unit to 60 or more. Terms are 2 per cent 10th proximo. This 
firm allows freight on 36 units or more to any one distributor in the U.S. 

For distribution equipment, terms of payment vary from ‘2 of | per 
cent 10 days, net 30 from date of invoice to 2 per cent 10th proximo, 
net 30. Other terms between these two are also quoted, such as 2 per cent 
10, net 30 from date of invoice; and 2 per cent 25th of the month, net 
30 for invoices dated the first half of the month, and 2 per cent 10th 
proximo, net 30 for invoices dated the last half of the month. 

Most distribution equipment is sold f.o.b. point of shipment with freight 
prepaid to the nearest common carrier delivery point. Some manufac- 
turers require minimum quantities, typically 200 pounds, before freight 
is prepaid. Others specify a lower minimum, sometimes 100 pounds, on 
selected items. 

Industrial and household fuses are sold f.o.b. factory with freight al- 
lowed, cheapest way, to any common carrier point in the United States 
and on shipments of any quantity. Terms are 2 per cent 10th proximo, net 
25th proximo. It is quite probable that the terms of payment and freight 
allowances for this line of products are governed by the practices of the 
industry price leader. This, therefore, becomes an extension of a basic 
price-leadership situation. 

Price quotations are usually firm for a 30 day period. This is true for 
written quotations only, however. Verbal quotations generally expire in 
24 hours. Prices charged are typically those in effect at the time of ship- 
ment. If price increases go into effect prior to shipment, some companies 
will protect the buyer by an escalation clause. A typical clause states that 
price increases are limited to 10 per cent and may further state that 
this escalation will not be applied if the manufacturer is allowed to ship 
at his earliest convenience. If prices fall prior to shipment manufacturers 
will generally charge reduced prices on shipments made after the change 
occurs. 

Minimum billings are a customary practice in the distribution equip- 
ment field. Orders amounting to less than $5 net usually are billed at $5 
plus transportation cost. Fuse manufacturers may have a minimum 
charge of $1 per delivery. 
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Needed: Closer Working Relationships 


the product and the servicing problem 
the greater is the need for graduate 
engineers. 

Manufacturers of simpler products, 
for example, fuses, find that men with 
a combination of mechanical and sales 
aptitude are quite satisfactory as sales- 
men and, consequently, they do not 
need graduate engineers, 

At least two years are required to 
learn the technical and sales aspects 
of the selling job, although some of 
the larger companies seem to get a 
man in good shape within a year. 
Training programs for salesmen, there- 
fore, are a must in virtually all but 
the smallest companies. 

In some cases, the training is largely 
field training under the jurisdiction of 
field managers, but the larger com- 
panies generally prefer centralized 
training at headquarters. These formal 
training programs are likely to extend 
eight or nine months followed by 
training in the field. 

There is a growing awareness that 

sales training is never finished. One 
large company plans a retraining pro- 
gram as part of its general sales con- 
ference. In addition, regional man- 
agers meet at central headquarters for 
three days every six months and then 
hold meetings among their own people 
when they return. 
e Distributor Training—M anufactur- 
ers also realize training does not stop 
with their own salesmen. If the manu- 
facturer has a policy of working closely 
with a limited number of distributors, 
the training of distributor salesmen 
is a natural outcome of this relation- 
ship. Also, if a manufacturer uses 
agents, these men need training, and 
should be as well-versed in the product 
line and its applications as its own 
salesmen. One distribution equipment 
manufacturer holds product seminars 
in the field for its agents at which 
time the company president and sales 
manager spend a day with represent- 
atives in a particular area. 

Distributor training takes 
forms. A manufacturer of fuses con- 
ducts demonstrations of the company’s 
featured product line in the whole- 
saler’s establishment and also holds 
similar demonstrations for mainte- 
nance men in plants 
e Series of Programs—A major man- 
ufacturer of distribution equipment 
and controls conducts a continuing 
series of distributor training programs 
at the company headquarters. Classes 
are held once a month for five days. 
Groups are kept small, typically four 


several 
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or five people. The training sessions 
are devoted primarily to application 
engineering and pricing. 

Ir addition, the company has a 
field-training program which consists 
of a series of evening meetings con- 
ducted by the company salesmen in 
the distributor's place of business. 
Each series of three meetings is on a 
particular product, for example, panel- 
boards or motor controls. 

Another large electrical controls 
manufacturer also has _ week-long 
headquarters training courses for dis- 
tributors which are attended by about 
a dozen men. The course is concerned 
primarily with technical presentations 
of the product line and the applica- 
tions of these products. Sales demon- 
strations and presentations are given 
considerable attention. The company 
hopes to have at least one well-trained 
man in every distributorship who can 
be depended upon to be a technical 
source man as well as a promotion 
man for the manufacturer’s products. 

Manufacturer-distributor relations 
are frequently very good in this field, 
but there are many opportunities for 
improvement. Some excellent distrib- 
utor-training programs have been 
undertaken in this field. More are 
needed. Both manufacturers and dis- 
tributors must have closer working 
relationships, and where the manu- 
facturer is trying to establish an 
honest selective distribution policy, 
both he and the distributor must 
understand their individual responsi- 
bilities and the full implications of 
such a policy. 

Over and above the small, staple, 
shelf items, this is a product field in 
which a selective distribution policy 
often makes sense. But to work satis- 
factorily, the manufacturer’s policies 
with respect to sales goals, promotion, 
field stocks, and the types of business 
to be handled direct must be reason- 
ably compatible with the authorized 
distributors’ interests. Teamwork be- 
tween manufacturer and distributor 
must be a working relationship, not an 
idle phrase. 


Advertising Programs 

Advertising expenditures generally 
are split among a limited number of 
media. One large controls manufac- 
turer allocates about half of its adver- 
tising budget to trade papers, and the 
balance to direct mail, trade 
shows, and catalogs. Direct mail goes 
to the manufacturer’s own list and also 


goes 


distributors’ customers at 
salesmen in the 


to a list of 
the request of the 
area. 

This manvufacturer’s salesmen have 
the responsibility of determining when 
mailings to distributors’ customers 
would serve a useful purpose, and they 
submit requests to the advertising de- 
partment. This company also aids dis- 
tributors in the preparation of their 
own catalogs but does not prepare 
special distributor catalogs. 

Another controls manufacturer uses 
direct mail to supplement its trade 
paper advertising in an attempt to 
build up weak Lists of con- 
tractors are obtained from wholesalers 
on the promise that mailings will be 
sent to the contractors 

When a new list of contractors is 
received, a series of three mailings, 
one month apart, is sent. This com- 
pany’s experience indicates the need 
for a central clearing house of con- 
tractor particularly pur- 
chased lists from mailing list houSes 
have not been satisfactory. 


areas 


lists, since 


Costs of Marketing 


Marketing costs of distribution 
equipment and controls manufacturers 
show some variation depending on the 
type of sales representation and the 
services which must be given. Agency 
commissions are typically about 10 
per cent but are higher for specialized 
lines and considerably less for OEM 
business 

One company 
commission on certain 
and parts when sold directly to users 
Another firm has commission rates on 
OEM business which range from 2 to 
4 per cent depending on the quantity 
involved. 

Companies which operate their own 
sales organizations have a combined 
field and sales administration expense 
of about 10 per cent. Advertising 
expenditures are generally 1 to 1% 
per cent and catalog expenditures are 
another 1 per cent. Deliveries and 
field warehousing costs range from 
22 to 5 per cent. 

A breakdown of marketing costs in 
this industry, therefore, would run 
about as follows: 

Field sales expense 

Sales administration 

Freight and field 

warehousing 
Advertising 
Catalogs 


pays 15 per cent 


power fuses 
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DISTRIBUTING 


Lighting Fixtures 


HE lighting-fixture industry has 
moved a long way from the days 
when the light source in both 

home and business establishment was 
the exposed bulb, with its reflector, 
suspended by a drop cord. Until 20 
years ago, the industry con- 
cerned primarily with the production 
of fixtures for incandescent lamps, 
although Edison had secured a patent 
for a fluorescent lamp in 1896. Begin- 
ning in 1938, however, the use of 
fluorescent lighting grew rapidly. 

About 1200 establishments are 

found in this industry. This number 
has changed little since the end of 
World War II, but it is more than 
double the number of plants which 
were in operation prior to the war. 
The manufacture of lighting fixtures 
is a highly specialized activity as in- 
dicated by the fact that 90 per cent 
of the output of these plants consists 
of fixtures, and they also account for 
90 per cent of all the fixtures pro- 
duced. 

e Majority Small—Only three of the 
1228 plants included in the 1954 Cen- 
sus of Manufactures had more than 
1000 employees, and they produced 
about 1/6 of the total output. The 
great majority of the plants are small, 
and 85 per cent had less than 50 em- 
ployees. Actually, more than half of 
the plants had less than ten employees, 
and altogether these contributed only 
five per cent of the total volume. 

Although there are a few relatively 

large firms which are able both to 
design and manufacture their fixtures, 
the basic industry pattern is that of 
a very large number of predominantly 
small firms, frequently engaged in an 
assembly operation, crowding for a 
place in the market. Even the largest 


Was 
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IN A DYNAMIC ECONOMY 


@ The basic industry pattern of many small producers crowd- 
ing for a place in the market, plus incessant contractor pressure 
for lower prices, makes for free and wild competition. 

@ The only way out of the marketing dilemma posed in this 
field appears to be gradual attrition of marginal manufacturers 
with products of dubious quality and inadequate distribution. 


firms have only a small share of the 
total business. Furthermore, as will 
be noted later, the output of these 
firms consists primarily of standard 
fixtures only slightly differentiated one 
from the other. 

This condition places tremendous 

pressure on the distribution structure 
and poses serious marketing problems 
to firms attempting to sell in the na- 
tional market. The sheer number of 
lines set off against the limited num- 
ber of electrical distributors available 
in a given area results in strong com- 
petition for wholesaler acceptance. 
Buyers confronted with a vast num- 
ber of lines which are very much alike 
think largely in terms of price. 
e Concentrated—The manufacture 
of both incandescent and fluorescent 
fixtures is concentrated in the Middle 
Atlantic states and in the Great Lakes 
area. New York is the leading state 
followed by Illinois and Pennsylvania. 
The incandescent fixture industry is 
more highly concentrated than the 
fiuorescent fixture industry, however, 
and 80 per cent of its output orig- 
inates in the above regions. Only 54 
per cent of the fluorescent fixture out- 
put comes from these sections, and 
the balance is over the 
country. 

Fluorescent fixtures are frequently 
produced on an assembly basis, and 
components such as ballasts, starters, 
lamp holders, wire, and small fittings 
are purchased from other manufac- 
turers. High transportation and pack- 
aging costs are a considerable factor 
in the price of the finished product. 
Consequently, many of the smaller 
fixture manufacturers confine their 
activities to sectional markets in which 
they have a cost advantage and in 


scattered 


which, therefore, they can sell at a 
comparatively low price. Larger man- 
ufacturers, who sell in the national 
market, must be able to meet the 
local or regional competition of these 
smaller firms 

e Union Label Problem—Although 
most of the larger firms attempt to 
sell throughout the country, the few 
remaining non-union fixture manu- 
facturers are unable to sell in those 
large metropolitan centers in which 
contractors are strongly unionized. 
Consequently, these firms are forced 
to restrict their sales to areas where 
the absence of the union label is not 
a serious problem. 


Types of Specialization 


The lighting-fixture industry is com- 
posed of many types of companies 
The largest firms produce both fluo- 
rescent and incandescent fixtures, but 
smaller companies frequently make 
one or the other but not both. Fix- 
tures are either stock items, frequently 
of a standard type, or products 
which are specially designed and cus- 
tom made. The larger firms may do a 
substantial volume of custom busi- 
ness. 

Manufacturers 
types ol 


also produce for 
several markets. The 
major companies in the field produce 
for the commercial, institutional and 
industrial markets, although some of 
these may concentrate in the com- 
mercial and institutional fields. Man- 
ufacturers of commercial and indus- 
trial fixtures typically do not produce 
residential fixtures and vice versa. 
Although the major fields of spe- 
cialization are residential, commercial, 
industrial, and special-purpose fix- 
tures, there may be further specializa- 


user 
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Strengthen through selective distribution 





Lighting Fixture Shipments—a Statistical Picture 


The industry breaks down into several types of incandescent and 
fluorescent lighting fixtures including residential, commercial and in- 
stitutional, and industrial fixtures; portable lamps and lighting equip- 
ment; vehicular lighting equipment; street lighting equipment; and various 
specialized types of lighting equipment for marine, aviation, railway, and 
other uses. (We shall exclude the several portable types of lamps and 
lighting equipment and vehicular lighting equipment. ) 

With these exceptions, the industry output in 1954 totaled $358 mil- 
lion. Output of the several types of equipment in that year is shown 
below It is estimated that manufacturers’ sales of lighting equipment 
for general lighting in 1957 were more than $500 million and that sales 
will reach the $1 billion mark by 1965. 

Manufacturers’ 
Shipments, 1954 


Incandescent lighting fixtures (excluding portable lamps): $ 96,593,000 
Residential type $51,476 
Commercial and institutional type 23,162 
Industrial type 14,917 
Not specified 7,038 

Incandescent street and highway lighting equipment 

Other specialized incandescent lighting equipment and parts 

Fluorescent lighting fixtures (excluding portable lamps): 
Residential type $13,211,000 
Commercial and institutional type 91,121,000 
Industrial type 34,739,000 

Fluorescent room unit illumination equipment: 

luminous ceilings, etc. 
Fluorescent lighting equipment parts and accessories 
Other fluorescent lighting equipment and 
equipment not specified 
Lighting fixtures not specified by type 


18,282,00 
45,460,000 
139,071,000 





1,208,000 
3,705,000 


15,377,000 
19,216,000 


It will be noted that the output of fluorescent lighting fixtures, par- 
ticularly the commercial and industrial types, is considerably greater than 
the output of incandescent fixtures. According to industry figures, the 
dollar ratio of fluorescent to incandescent fixtures for industrial use has 
frequently been more than 4 to | and for commercial use better than 
12 to 1 during recent years. 

Bureau of the Census, Census of Manufactures, 1954 

Lighting Market Analysis for 1957. Electrical Construction and Mainte 
nance, McGraw-Hill Publishing Company 


How Distributors Divide Their Sales 


Wholesale distributors sell primarily to contractors, industrials, 
cwners, and government organizations. A survey of the distributor’s 
lighting fixture customers conducted by ELECTRICAL WHOLESALING 
(Sept., 1957) showed the following distribution of sales 


Building 
Industrial 
organizations 
Building 
supply 
dealers 


Electrical 
contractors 
builders 


owners 


Percentage Distribution of 


Commercial fixtures 69.9 19.9 — — 
Industrial fixtures 52.4 —_ — 43.7 
Residential fixtures 43.1 35.6 7.8 — 3.5 10.0 


“Others” include governments, utilities, interior decorators, and consumers 











tion within these lines. For example, 
one company produces store and dis- 
play fixtures, while another company 
makes only reflectors for commercial 
and industrial incandescent fixtures. 
Manufacturers of special-purpose 
fixtures produce street lighting equip- 
ment, traffic lights, airport lighting, 
spotlights, 


floodlights searchlights, 


etc 


Channels of Distribution 


Buyers of fixtures are primarily 
contractors, maintenance departments 
of industrial organizations and _ insti- 
tutions, and home owners who plan 
to install the fixtures themselves. Man- 
ufacturers sell to wholesalers and in- 
dustrials through their own sales or- 
ganizations or through agents. 

The leading manufacturers have a 
policy of selling through distributors 
and not to contractors. One manu- 
facturer sells to some 600 selected 
distributors including independents 
and chains. Sales are made through 
the company sales organization in the 
major markets and through agents in 
the balance of the country. Another 
large firm has a policy of selling 
through an independent and one or 
two chains in a market. 

OEM business is infrequent in this 
field, but there is some. A manufac- 
turer of store display lighting, as a 
case in point, sells fixtures to manu- 
facturers of display cases. 

e Agent’s Role—Whenever 
are used by manufacturers, the agent 


agents 


generally has responsibility for his 
area and may also have authority to 
select distributors. A considerable part 
of the agent’s time is spent in con- 
tacts with contractors and industrials 
and also with architects and engi- 
neers. The latter are cultivated in an 
attempt to get the product specified. 
Since a large part of the fixture sales 
are made on a bid basis, agents may 
be empowered to give limited price 
concessions. However, this is not the 
general practice. 

[he typical channels of distribution 
for commercial and industrial fix- 
tures are as shown in Figure 1. 

The industry would be strengthened 
if closer working relations could be 
developed between manufacturers and 
distributors through a policy of se- 
lective distribution. Under such a 
policy, wholesalers should _ restrict 
their lines to a very few, preferably 
those sold in different markets. This 
would permit the wholesaler to do a 
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FIG 1—typical channels of distribution for commercial and industrial fixtures 
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FIG 2—typical channels of distribution for residential fixtures 


satisfactory selling job and also allow 
him to carry an adequate stock of 
standard lines. Manufacturers need to 
do a better job of training distributors 
and to give them promotional support. 
A substantial volume of residential 
fixtures is retail. The major 
retail outlets are mail order houses, 
department hardware 
electrical-goods building- 
materials and decorators. It 
customary for wholesalers to 
show fixtures to home owners in their 
own show rooms although presumably 
this is done only at the contractor’s 
request. 
e Mail-order Interest 
mail-order houses are broadening 
their lines of residential fixtures and 
are increasing the catalog space given 
to fixtures. Also, they have started to 
this line during 


sold at 

stores, stores, 
stores, 
dealers, 


is also 


The major 


use color pages for 
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the last Not only are 
fixtures being added, but price 
lines are moving upward. Current 
catalogues of the two largest houses in- 
clude the latest types of fixtures and 
prices run as high as $60 

Some fixtures are specially designed 
for the mail-order companies. Others 
are the fixtures under 
the manufacturer’s label. Fixtures are 
market tested in the retail 
these organizations before being put 
in the catalog 

Channels of distribution 
residential fixtures are 


Figure 2. 


year or two 


new 


same as sold 


stores ol 


used for 
shown in 


Field Inventories 
Since lighting fixtures are a bulky 
commodity, expensive to handle, and 
produced in a wide variety, inventories 


Stocking fluorescent 
fixtures is especially difficult. Not only 
are there many types of fixtures, but 
the six eight-foot units 
serious handling and space problems 
distributors from 
when only a few 

The bulk of the 

however, are shipped directly 


are a problem 


and create 
Fixtures are sold by 
stock 

needed 
nxtures 
from the plant to the building site 
From 10 to 25 per cent of the busi- 
ness of the large commercial and 
industrial fixtures manufacturers 
consists of custom-designed equipment 
and these fixtures, of course, are 
shipped direct to the site. Altogether, 
about three-fourths of the commer 
cial and industrial fluorescent fixtures 
are drop-shipped to the construction 


units are 
fluorescent 


site 
« Aim: Adequate Stocks 
commercial 


One large 


manufacturer of and in 
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Lighting Fixtures (cont.) 





Fixtures for large jobs should be 


dustrial fixtures makes a 


tempt to get 


strong at- 
wholesalers to carry 
adequate stocks of standard fixtures 
in the belief that wholesalers cannot 
obtain business requiring immediate 
delivery unless they have the fixtures 
on hand. Even so, three-fourths of 
this company’s consists of 
drop shipments. In order to 
discourage wholesalers who place 
drop-shipment orders for small quan- 
tities, the company has set the freight- 
allowed minimum order at $500.00 
If manufacturers want wholesalers 
fixture way to 
accomplish this is to provide a stock- 
Not all manufacturers 
do this, but firms do allow a 
“stocking bonus” or discount of 3 to 
5 per cent. In order to be designated 
a stocking distributor and to obtain 
the stocking discount, wholesalers are 


business 


to carry stocks, one 
ing discount 


some 


expected to carry satisfactory inven- 
tories. Some manufacturers who have 
adopted this policy require stocking 
distributors to carry a minimum dol- 
lar inventory, for example $7500, or 
a mimimum number of units of the 
major items in the line 

e Advance Notice Another incen- 
encourage distributor stocks 
is the followed by a few 
firms which notify distributors several 
months in advance when fixtures are 
to be eliminated from the line. If the 
has as much as six months 
notice concerning this 
type, he can arrange to clear out his 
stock rather than be caught with it 
discontinues 


tive to 


practice 


distributor 
decisions of 


when the manufacturer 
the line 

Manufacturers’ policies differ with 
respect to agency consigned stocks. 
The leading companies make infre- 
quent use of them because of the 
expense involved, but some firms do 
have agency stocks in distant markets, 
the West Coast and the 
midwestern manufac- 
have stocks in the 
East, and companies in turn 
may find it desirable to maintain 
stocks in the Middle West, especially 
in Chicago 

Certainly 
in some instances, because the manu- 
facturer has difficulty 
lished distributors to carry his line, 
and agency stocks are the solution to 
his problem of getting distribution in 
an area. Whether this, in turn, results 
in the agent selling direct to the con- 
tractor at times is not clear, but it 


is probable 


particularly 
South. Some 
turers, however, 

eastern 


agency stocks are used, 


getting estab- 
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On these pages, 

Dr. Lewis discusses .. . 
Distributor incentives 

Factors in competitive picture 
High markup and "retail" as- 
pects of residential fixture busi- 
ness 

Costs of marketing 











Manufacturers should rely on dis- 
tributor stocks to fill pick-up orders 
and small quantity needs. Such stocks 
should be encouraged by the manu- 
facturer through the use of stocking 
discounts, protection against price de- 
clines, and a forewarning of product 
changes. Fixtures going into large 
construction jobs should be drop- 
shipped to the site as they are now. 
Unless there are an adequate number 
of wholesale outlets, however, agency 
stocks will be used by manufacturers 
who can afford them and who have 
inadequate wholesale distribution. The 
only way out of this dilemma ap- 
pears to be the gradual attrition of 
the marginal manufacturers who have 
products of dubious quality and 
inadequate distribution. 


Competition—Free and Wild 


If there is one thing which domin- 
ates the fixtures market it is price 
The fact that price is the most sig- 
nificant aspect of industry competition 
is the result of two basic conditions: 
(1) the large number of manufacturers 
in the field (850 firms with less than 
20 employees) struggling for a place 
in the market, and (2) the incessant 
pressure from contractors for lower 
prices. 

[he comparative getting 
into the business of assembling fix- 
tures and the low level of brand 
differentiation and preference  ac- 
counts in large measure for the 
tendency toward an oversupply of 
fixtures, and the sale of the bulk of 
the fixtures on a bid basis accounts 
for the emphasis on price. From 
these characteristics of the industry 
spring the problems which plague 
everyone in it: manufacturer, agent, 
distributor and contractor. 

Some of the leading commercial 
and industrial fixture manufacturers 
will not enter a bid unless their lines 
are specified, and then will quote 
listed prices, at least for the first bid. 


ease of 


lines indi- 
lines are 


Manufacturers of quality 
cate that even when theu 
specified, their distributors sometimes 
bid a cheaper line if they think it will 
be accepted. The distributor who bids 
too low without the manufacturer’s 
authorization, however, is taking a 
risk since the manufacturer may not 
bail him out. 
e “Basket” Bids—Another element 
in the competitive picture is the prac- 
tice of some of the large multiple- 
line houses to make a “basket” bid 
for many or all items needed for a 
job, under which it is impossible for 
outsiders to know what the composi- 
tion of the bid is. It is also claimed 
by some fixture that 
one or two of the lamp manufactur- 
ers make fixture bids on 
major construction projects in order 
to get the lamp business 

Price competition is most keen in 
large construction projects using fluor- 
escent fixtures. It is severe in 
incandescent fixtures, particularly the 
industrial type and especially where 
there is quality protection under the 
R.L.M. standards 


prices, of the 


manufacturers 


very low 


less 


Pressure on type 
which currently forces manu- 
facturers to simplify their lines as 
much as possible in order to be suc- 
cessful bidders. In addition to reduc- 
ing quality to the minimum, some 
companies have had to go _ into 
cheaper lines, especially for standard 
items. Short of this, some companies 
find it necessary to bid their quality 
line cheaper line which 
has been specified and at the price 
of the cheaper line. 

Companies which are hungry for 
bid business may permit their agents 
to cut prices, say 5 per cent, without 
specific authorization. If 
appear necessary, the company 
erally will make the decision, and the 
share in the re- 
duction. In case the com- 
pany absorbs 7% of any cut in list 
prices and the agent absorbs 4%. 

e No Price Leader—List prices of 
standard fixtures are governed prim- 
arily by the prices of the leading 
firms, although no company is in a 
sufficiently dominant position to be a 
real price leader. The top companies 
may maintain a slight edge in quality, 
but good ideas and designs are quickly 
copied by competitors. Consequently, 
a constant watch needs to be kept 
on competitors’ prices. One 
manager remarked to the author dur- 


exists, 


against the 


larger cuts 
gen- 
agent probably will 


one such 


sales 
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drop-shipped 


ing an interview that he had just 
completed a check of the catalogs of 
32 firms in order to make price 
comparisons. 

Specialty lines are priced primarily 
in terms of cost, and generally carry 
a higher markup than standard lines. 
When a specialty line is introduced 
by a smaller manufacturer the initial 
markup may be low, but this may be 
increased if the product is successful. 
One company uses a markup of 38 
per cent over factory cost plus 10 per 
cent for profit as the basis for pricing 
specialty lines. 

Discount schedules generally pro- 
vide for discounts to distributors and 
contractors and sometimes to users. 
Distributors’ discounts are typically 
higher for stocking distributors than 
for those which do not carry stocks. 
Stocking discounts are intended to 
compensate not only for the costs of 
carrying inventories but also to cover 
the obsolescence resulting from the 
constant changes in style and design 
of residential fixtures. A_ typical 
discount structure would be the 
following: 

e Contractors—40% 

e Wholesalers—40 and 15% 

e Stocking distributors—40 

20% 

One company has a net contractor 
price, a 20 per cent addition for 
users, and a 20 per cent discount for 
distributors. Another firm has a dis- 
tributor discount of 60 per cent and 
a contractor discount of 50 per cent. 

List prices for residential fixtures 
are from two to three times whole- 
saler’s cost, typically 214 times cost. 
These large markups permit high con- 
tractor discounts, and the contractor 
in turn is able to “give something 
away” when he prices the job. Con- 
tractor discounts presumably are given 
in part to reimburse the contractor 
for time spent escorting customers to 
the wholesaler’s showroom to select 
fixtures. However, some discounts are 
allowed even when the contractor 
does not escort the customer, as is 
frequently the case. 

Contractor discounts for escorted 
sales generally range from 25 to 40 
per cent and are typically 40 per cent. 
For unescorted sales, discounts may 
run slightly lower but frequently are 
still 40 per cent. 

There appears to be no sound 
reason for the high markups of 
residential fixtures, and they seem to 
be given primarily to permit high 


and 
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“discounts.” It would be a fair ques- 
tion, for example, to ask why con- 
tractors are ever entitled to a dis- 
count of 40 per cent, even when they 
take the time to escort the customer 
to the wholesalers establishment. 
Aside from this (and sometimes not 
even this), the contractor performs 
no function to warrant such a dis- 
count. The whole price structure of 
residential fixtures needs to be scaled 
down. 

e Reducing Markups, Discounts— 
A number of wholesalers are begin- 
ning to squeeze out some of the 
water in residential fixture prices, 
both in reducing markup and in 
cutting discounts to contractors. One 
distributor, in 1951, cut markup to 
2.75 times cost, and he also cut the 
contractor discount to 40 per cent. 
Three years later, markup was further 
cut to 2.5 times cost, and the dis- 
count was cut to 3314 per cent. The 
distributor plans to make additional 
cuts in markup and discounts. He 
hopes to reduce the markup to 2 
times cost and the discount to 25 per 
cent. Contractors send customers to 
this distributor, and the distributor's 
salesmen do the selling. This change 
has resulted in increased business 
for the distributor. 

By operating an expensive “retail 
showroom,” for all practical purposes, 
the wholesaler places himself in a 
vulnerable competitive position. If he 
performs a retailing function in resi- 
dential fixtures, he will invite further 
competition from retail stores. With 
manufacturers pressing for distribu- 
tion, this may come in any case. 

Wholesalers need to consider care- 

fully both the wisdom of going heavily 
into this “retail” business and the 
the implications of the present pricing 
policy. Both invite competition from 
department stores (especially those 
operated by the mail order houses) 
as well as hardware stores, electrical 
goods stores, decorator and lighting 
studios, etc. 
e Price Protection—Price protec- 
tion is given to distributors by some 
manufacturers. One company gives 
30 day protection on all orders for 
distributors’ stock received before the 
announcement of a price increase. 
Orders for shipment to contractors or 
the job site are protected against 
price increases for 6 months. Distrib- 
utor stocks of this line are also pro- 
tected against price decreases to the 
extent of quantities purchased during 
the 60-day period prior to the price 
reduction. Shipments to distributors’ 
customers are not protected against 
price decreases. 

Prices of fixtures are generally 
quoted F.O.B. factory, freight al- 
lowed, on shipments of 200 pounds 
or more, although some companies 


allow freight on shipments of 100 
pounds or more. One company bases 
its freight allowance on $200 mini- 
mum shipments to distributors and 
$500 minimum shipments to the 
installation. 
Terms range from 1 per cent 10 
days, net 30 to the more generous 
terms of 2 per cent on invoices Ist 
to 15th if paid on the 25th and on 
invoices dated 16th to end of month 
if paid 10th proximo, net 30 days. 
e Returned Goods—Ordinarily fix- 
tures are returnable for only 
when authorized by the manufacturer, 
various 
service 
more is 
not the 


credit 
returns are subject to 
Frequently, a 
cent or 


which are 


and 
restrictions 
charge of 10 per 
made on returns 
fault of the manufacturer. 


Sales Promotion 


Sales promotion activities by manu- 
facturers are geared to contacts with 
distributors, contractors, users such as 
hospitals and schools, and particularly 
architects and engineers who specify 
the product. Some manufacturers 
have developed distributor training 
programs which are handled by the 
company salesmen, and others have 
brought distributor's lighting special- 
ists to their plants for training. 

Advertising constitutes the other 
major type of sales promotion activity 
Most manufacturers use several trade 
papers in order to reach wholesalers, 
institutions and contractors. 
administration, advertising 
may run to 5 per 


architects, 
Including 
expense cent of 
sales. 

Direct mail is used by 
facturers to supplement trade 
advertising. Trade shows, 
are not as important in the sale of 
they are in some other 
Catalogs, of course, 
are an part of the 
promotion program 


some manu- 
paper 


however, 


fixtures as 
lines 
essential 


electrical 
sales 


Costs of Marketing 


Manufacturers’ marketing costs are 
18 to 20 per cent of sales, at least 
for the larger firms. Agent’s commis- 
sions are generally 742 to 10 per cent, 
but commissions may be cut if the 
agent reduces prices. On some lines, 
for example street lighting, commis- 
sions may be as low as 5 per cent, 
while on certain custom-designed 
lines it may be 15 per cent. Freight 
costs may be 5 per cent or higher, 
and advertising costs will range from 
about 1 per cent up to 5 per cent. 

A typical breakdown of these 
marketing costs would be as follows 

e Personal selling and sales 

administration—6- 10% 

e Advertising—1-5“% 

e Freight out—5% 








DISTRIBUTING 


company. 


Lamps 


IN A DYNAMIC ECONOMY 


@ Consignment selling has been possible in large lamps be- 
cause until recent years the industry has been dominated by one 


@ Any threat to the consignment system in lamps probably 
will be economic rather than legal. As long as the three major 
companies choose not to engage in price competition in large 
lamps, no change in the system is likely to occur. 

@ Manufacturers have been overly cautious in scrapping 
obsolete lines. If product cost analyses were made, certainly 


many of these lines would be in the loss column. 


@ To be efficient, manufacturers’ stocks should support and 
not compete with wholesalers’ stocks. 


@ Up to the end of World War Il, lamp prices moved steadily 
downward. The standard 60-watt lamp is now listed at $.21—a 
result of the post-war increase in costs. 


HE lamp industry has been unique 
Te: the electrical field in that his- 

torically it has been dominated by 
one company which was able to exer- 
dominance through patent- 
controls and licensing arrangements 
until World War II. Even today there 
are Only 30 lamp manufacturers, and 
the great bulk of 
lamps are produced by 
General Electric, Westing- 
and Sylvania. The smaller 
companies have tended to concentrate 
on special-purpose lamps. 

Some 66 plants are engaged in the 
manufacture of lamps in the United 
States, and these are located primarily 
in the eastern part of the country. 
[The leading states and their num- 
plants are as follows: New 
13, Ohio—15, Massachusetts 
6, Illinois—6, and 


cise its 


general-purpose 
three com- 
panies. 


house, 


ber of 

Jersey 
5, Pennsylvania 

New York 6 


Lamp Markets 


About 50 per cent of all incandes- 


Bureau of the Census, Census of 


Manufactures, 1954 
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cent lamps are purchased for 
dential use. Commercial and industrial 
establishments take about 15 per cent 
each. The remaining 20 per cent goes 
to institutions, transportation 
ilities, etc. 

Since a fluorescent light source 
produces over 40 times as much light, 
over its life span, as an incandescent 
source of the same wattage, fluores- 
cent lighting has been widely used in 
commercial and industrial installations. 
About 40 per cent of the fluorescent 
lamps are employed in commercial 
installations, 30 per cent in industrial, 
15 per cent in residential, and 15 per 
cent in miscellaneous uses including 
public buildings, hospitals, 
and street lighting 


resi- 


fac- 


schools, 


Channels of Distribution 


For several decades after their in- 
troduction, incandescent lamps were 
primarily to electric-generating 
companies which supplied them to 
their customers. This practice is still 
followed in a few metropolitan areas 
Most lamps, however, are distributed 
through wholesalers and retailers un- 


sold 


der the agency-consignment system. 

The bulk of the wholesale business 
goes through electrical wholesalers, 
but other wholesalers, especially 
hardware, mill supply, grocery, and 
drug, handle lamps. In 
tion, lamps are distributed through 
grocery, drug, and variety chains. 
e OEMS Sold Direct—OEM buyers 

for example, fixture manufacturers 
—are typically sold direct. Other in- 
dustrial buyers may occasionally be 
sold direct where this business is 
profitable for the manufacturer. The 
remaining utilities who main- 
tain a lamp renewal service for thei 
customers also buy direct 

Wholesalers sell to retailers, indus- 
trials, commercial establishments, in- 
stitutions, contractors, and_ utilities. 
rhe principal channels of distribution 
for lamps are shown in Figure /] on 
next page. 


also addi- 


few 


Lamp Contracts 
Ihe three large companies sell vir- 
tually all of their lamps through a 
complex system of contracts and 
agreements with various types of buy- 
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ers. The two largest companies use — ——4 


consignment contracts for the sale of Industry Output by Type of Lamp 

large lamps and purchase contracts h , f nae nce the development 
} : rvening 2e-quarters of a century since the devek 

for photo and miniature lamps. Syl- Over the SanervenEny carer quarnars os 8 Ce “ 


vania uses several types of purchase of the carbon-filament lamp by Edison in 1879, thousands of sizes ane 
agreements. types of lamps have been produced, both for general-purpose and special 
~ The key contracts used by General uses. Although the number of fluorescent lamps produced is far below the 
Electric and Westinghouse. for the dis- number of incandescent lamps, it is believed that fluorescent lamps are 
tribution of larce lamps, are the now a more important light source in the United States than incandescent 
Form B contracts which are made lamps. Industry output by type of lamp is shown below 
with electrical, hardware, and mill Lamp Shipments 
supplies distributors. This is a contract 195% 
which states that the manufacturer Incandescent lamps (except Christmas tree), total $257,957,990 
agrees to furnish, on consignment, 
stocks which in the manufacturer's Large incandescent $152,141,000 
judgement will be sufficient to meet Photo lamps 47,675,000 
the needs of distributors, generally for Miniature incandescent 58,141,000 
a 30 to 60 day period. Electrical discharge lamps 98,077,000 
Under this type of contract, agents Christmas tree lamps _ 16,401,000 
are authorized to distribute lamps to Fotal $372,435,000 
other agents holding contracts, to sell 
lamps to users, and to deliver lamps 
to purchasers under contract. General lighting 150 watt and below $ 73,158,000 
e Purchaser Discounts—Discounts General lighting above 150 watt 17,540,000 
to purchasers without contract are as 3-light lamps 7,145,000 
follows Reflector lamps 15,264,000 
Infrared 2,475,000 
Size of order at list: Traffic and street lighting 5,170,000 
$5 to $15 20% Rough and vibration service lamps 4,997,000 
$15 and over but less Other special-purpose incandescent (includes display 
than a standard pack- lighting, aviation, spot and floodlights, traffic signal, 
age 25% railway, etc.) 26,392,000 
An order containing at Photoflash 38,179,000 
least one standard pack- Projection 6,924,000 
age 30% 


Incandescent lamps: 


Other photo lamps 2,572,000 


ini inc: 1c 58,141,000 
rhe B agent must submit monthly Miniature incandescent 


inventory figures. Not later than the 
15th of the month, the agent must 
also report sales during the previous Germicidal 1,640,000 
calendar month and must remit to Sun lamps 2,360,000 
the manufacturer an amount equal to Fluorescent, slimline 26,075,000 
sales at list less the agent’s commis- Other fluorescent 55,067,000 
sion ‘ Mercury 8,227,000 

A modification of the B contract Other electrical discharge 4,708,000 
is used for grocery wholesalers 
Among other differences, no provision 


Electrical discharge lamps: 


Bureau of the Census, Facts For Industry, Electric Lamps, 1956 
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FIG 1—principal channels of distribution for lamps 
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Lamps (cont.) 





Current consignment system is very 


is made for “service compensation.” 
e WA Agents—Contractors and, to 
a lesser extent, wholesalers who do 
not meet the requirements of the 
B contract are under a WA con- 
signment contract. WA agents can- 
not sell to other agents for resale but 
can sell to purchasers buying for their 
own use. The WA agent generally buys 
through a B agent, and the authorized 
supplying agent is indicated in the 
contract. 

Large retailers have an AR con- 

signment contract. AR agents may sell 
to purchasers without contract who 
are not engaged in the sale of lamps. 
These include industrials, contrac- 
tors, and consumers purchasing for 
their own use. Discounts to AR agents 
range from 32.5 per cent to 42.5 
per cent depending on annual sales 
volume. The very large retailers, such 
as chains, buy directly from the manu- 
facturer. Other retailers generally buy 
through B agents. 
e Purchase Contract—Small re- 
tailers operate under a purchase con- 
tract. Purchases are generally made 
exclusively through an agent who has 
been authorized to serve the retailer 
by the manufacturer. A dis- 
count of 30 per cent plus a cash 
discount of 2 per cent, 10th proximo 
are provided by this type of contract. 
Sales are made F.O.B. point of ship- 
ment with freight allowed to the re- 
tailer’s place of business 

Industrial and commercial buyers 
purchase under an E contract. Billings 
are made in accordance with a dis- 
count schedule set up in terms of the 
buyer’s anticipated purchases. Dis- 
counts range from 26 per cent to 40.5 
per cent depending on sales volume 
and size of order. E contract holders 
purchase through an authorized sup- 
plier who is named in the contract. 
e CA Contract—Consignment sales 
to utilities are handled under a CA 
contract. This contract covers lamps 
used by the utility, those sold for use 
by the purchaser, and those made 
available to users of current under a 
utility lamp-renewal service. For lamps 
distributed to customers under a lamp- 
renewal service, an additional discount 
of five or six per cent is allowed in 
order to permit the utility to maintain 
proper lighting standards among its 
customers. In other respects, this con- 
tract is similar to the WA contract 
Some utilities have a purchase con- 
tract. Discounts under this type of 


resale 
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On these pages, 
Dr. Lewis discusses .. . 


Purchase agreements 

Price protection 
Continuance of consignment 
Utility lamp-renewal systems 
Local stocks 

Competition within industry 











contract vary with volume from 37.5 
per cent to 42.5 per cent. The au- 
thorized supplying agent is stated in 
both types of contracts. 

e Purchase Agreements—The third 
of the top three companies uses pur- 
chase agreements, rather than con- 
signment contracts, for all lamps. Sev- 
eral types of agreements are used 
covering various kinds of buyers in- 
cluding equipment manufacturers 
(OEM), wholesalers, chains which op- 
erate central warehouses, chains which 
require store shipments, central sta- 
tions, and national consumer accounts. 

Lamps are sold F.O.B. manufac- 

turer's warehouse, freight pre-paid. 
Payment terms range from 2 per cent, 
10th proximo to 2 per cent 15th, 3rd 
month. The latter terms are given to 
distributors and warehousing chains 
who order in quantities of more than 
50 cases. 
e Price Protection If distributors 
and large-scale retailers furnish the 
manufacturer with semi-annual stock 
reports, warehouse stocks are pro- 
tected against price reductions. Con- 
tracts also contain a patent protection 
clause whereby the manufacturer will 
defend suits brought against the pur- 
chaser of lamps. 

The use of such devices as liberal 
credit terms, protection against price 
reductions, and patent protection evi- 
dently is intended to offset the compe- 
tition of consignment shipments which 
do not require the distributor or re- 
tailer to invest his own capital and 
therefore do not involve a price risk. 

For certain types of lamps where 
consignment selling is no longer used, 
for example, photo lamps, some man- 
ufacturers are using resale-price-main- 
tenance contracts in those states where 
such contracts are permitted. These 
contracts give the manufacturer a 
control over prices which otherwise 
would be accomplished by the use of 
consignments. 


[he lamp distribution system based 

on the consignment contract is used 
primarily to control the distribution of 
lamps and their resale prices, How- 
ever, there are some other gains to 
the manufacturer in that this system 
facilitates the wide distribution which 
is necessary for a convenience prod- 
uct of this type. Consignment selling 
has been possible in the sale of large 
lamps because until recent years the 
industry has been dominated by one 
company. 
e Consignment Abandoned Con- 
signment contracts were abandoned 
in other lines, such as photo lamps, 
where competitive conditions no 
longer supported the use of these 
contracts. These latter products are 
now being sold under price competi- 
tion, especially as some of them— 
for example, flash bulbs—are sold in 
super markets 

Whether or not the leaders in the 
industry will continue to use consign- 
ment contracts will be governed large- 
ly by the extent to which other manu- 
facturers get an increased share of the 
market and compete on a price basis. 
Even this would not necessarily result 
in dropping consignment selling, but 
the need to cut marketing costs to 
meet price reductions would probably 
be a factor of considerable im- 
portance. 

The current consignment and pur- 
chase contract system is a very elabo- 
rate one which has evolved out of 
many years of experience. It is not 
a system which smaller firms coming 
up in the field are likely to emulate. 
Thus far, the courts have upheld 
agency contracts of this type. In 1926 
the United States Supreme Court de- 
nied the Government’s request to elim- 
inate the agency system in lamps, 
and a similar decision resulted from 
the anti-trust action which was begun 
in 1946 and completed in 1953. 

It would appear, therefore, that 
any threat to the consignment system 
in lamps will be economic rather 
than legal; and as long as the three 
major companies choose not to en- 
gage in price competition in large 
lamps, no major changes in the sys- 
tem are likely to occur. A small and 
ambitious company might be able to 
initiate price reductions, although this 
would be difficult for a small firm to 
do, but the decision as to how far 
such price cuts might go would rest 
with the majors. 
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elaborate 


Utility Lamp-renewal Systems 

During the early years of incan- 
descent lighting most lamps were dis- 
tributed through electric utilities. This 
practice resulted from the original 
policy of the Edison Electric Light 
Company which was to sell Edison 
lamps only to users of Edison gener- 
ating apparatus. Even after this was 
no longer true, it continued to be the 
common practice for large central 
stations to provide lamps to custo- 
mers as part of the lighting service. 
Since the early lamps were quite ex- 
pensive, giving lamps to customers as 
part of the price of service was one 
way of expanding the market. 

In time, this practice was gradu- 

ally abandoned as lamps began to 
move through regular wholesale-retail 
channels or as large users were sold 
directly by the lamp manufacturer. 
However, in four major cities—Chi- 
cago, Detroit, Kansas City, and Hart- 
ford—utilities still distribute the bulk 
of the lamps. 
e Chicago Plan—There are some 
variations in the distribution methods 
used in these cities, but the Chicago 
plan will illustrate the workings of 
this form of distribution. The Com- 
monwealth Edison renewable lamp 
service covers virtually all households 
in the Chicago area as well as cer- 
tain small businesses whose use of 
current for lighting is heavy relative 
to their need for power. _ 

Customers may apply for coverage 
under the company’s light-bulb ex- 
change service. On the application, 
the householder lists the number of 
sockets in each room. He is furnished 
enough lamps to meet his needs plus 
one spare lamp for every five sock- 
ets, with a minimum of eight spares. 

Unlike some of the other plans, 
this one is self-supporting, and the 
income from the monthly charge and 
the sale of lamps covers the costs in- 
volved. Residential customers are 
billed $.0015 per kw for the first 100 
kw for a maximum charge of $.15 
per month. Other customers are billed 
at a flat rate of $.0015 per kw. con- 
sumed. 


e Exchangeable—Burned-out lamps 
are exchangeable for new lamps if 
presented with glass intact at one of 
the designated agency stations. In 
Chicago, the company has about 100 
agencies—primarily hardware and ap- 
pliance stores—in addition to 15 com- 
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pany Offices. In outlying areas, agen- 
cies are frequently grocery and gen- 
eral stores. Some agencies handle 
payments for electric service in addi- 
tion to distributing lamps. Agencies 
operate under a standard contract 
and are paid in accordance with bus- 
iness done as measured by number 
of lamps or number of transactions. 

Standard incandescent lamps of 25, 
40, 50, 60, 75, 100, 150, 200, and 
300 watts, and 100/200/300 watt 
three-light lamps are exchanged with- 
out charge. If the customer desires 
lamps of another size or type, they 
are available at a specified exchange 
price. Lost or broken lamps are re- 
placed at a designated replacement 
charge which is generally higher than 
the exchange charge when such a 
charge is made. Both types of charges, 
however, are substantially below man- 
ufacturers’ list prices. 


Local Stocks 


The major lamp manufacturers 
maintain extensive field stocks in their 
own warehouses in the principal mar- 
kets. Chicago, Los Angeles, San Fran- 
cisco, and Seattle are key warehous- 
ing points, but manufacturers’ stocks 
are found in several other large cities 
including Atlanta, Cleveland, Dallas, 
Denver, Detroit, Kansas City, New 
Orleans, Philadelphia, and St. Louis. 

When a large manufacturer pro- 
duces over 10,000 items and carries 
field stocks containing at least 1200 
of these, it may be necessary to have 
an inventory investment of $5 million 
or more at a single location. If lamps 
are purchased by wholesalers, they 
will not carry much stock of slow- 
moving specialty items; and if stocks 
are consigned, the manufacturer can- 
not afford to build up individual dis- 
tributors’ stocks. Regional stocks are 
the best answer to this dilemma. 

To be efficient, manufacturers’ 
stocks should support and not com- 
pete with wholesalers’ stocks. This 
requires a careful analysis of manu- 
facturers’ needs in each market. The 
steps which should be taken before 
new warehouse locations are decided 
upon are indicated in the following 
statement made by a marketing ex- 
ecutive of one of the leading lamp 
manufacturers: 

“In determining when we should estab- 
lish a field sales office and warehousing 
location, we first obtain a history and 
projection of sales for the proposed area 
from our Marketing Research Depart 
ment. Then our Traffic Department will 
study the proposal from a transportation 
point-of-view to determine what econ- 
omies can be realized as well as the im- 
provement which could be made in de 
livery time. 

“Next, our Distribution Cost Depart- 
ment would review the proposal from an 
overall marketing expense point-of-view 


and tie this in with the extra sales which 
we would gain from having such a field 
outlet. Then the whole package is put 
together and evaluated as to whether we 
should proceed in the light of gains to 
be realized and any extra expense to be 
incurred. 

“We have found that approaching the 
problem from this objective viewpoint 
allows us to maximize the use of our 
marketing expense dollar to give us the 
best possible return.” 

If all manufacturers were to con- 
sider the problem of carrying field 
stocks as carefully as this company 
has—not only for lamps but for other 
electrical products as well—decisions 
with respect to field warehouses would 
be made in sounder terms than has 
sometimes been the case. 


Industry Competition 


In an industry whose major prod- 
ucts are basically similar and whose 
list price structure is nearly identical, 
at least among the leading firms, com- 
petition turns on product innovations, 
the prestige of the brand name, and 
service 

Product changes are constantly oc- 
curring. Basic designs are modified, 
and new types of lamps are developed 
For example, recent filament changes 
and improvements intended to obtain 
a more even diffusion of light have 
resulted in a better product; and the 
introduction of a new type of col- 
ored bulb for general household use 
has given a sales boost to the industry 

Improvements in packaging and 

packaging experiments intended to in- 
crease the unit of purchase likewise 
have had a noticeable impact on the 
industry. 
e Quality Expected—Brand names 
are promoted heavily, supported by 
whatever improvements or innova- 
tions are of greatest interest at the 
moment. The fact remains, however, 
that the consumer has come to ex- 
pect top quality from all. This is 
probably a tribute to the standards 
set by the principal manufacturers, 
but it makes for difficult competitive 
conditions. 

Some wholesalers feel that manu- 
facturers are producing too many 
types and colors of lamps and in too 
many sizes. There appears to be 
some reluctance among lamp manu- 
facturers to drop lines. The prestige 
of a wide line and the desire to meet 
almost every type of demand seems 
to lie back of this situation. As is 
true in other electrical lines, how- 
ever, this can be carried too far. 
Manufacturers have been overly cau- 
tious in scrapping obsolete lines. If 
product cost analyses were made, 
certainly many of these lines would 
be in the loss column. 

At times, manufacturers knowingly 
carry certain items at a loss because 
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Lamps (cont.) 


Selling activities: intensive 


they bring in other business or help 
to retain major accounts which other- 
wise might be lost. The results of 
carrying such lines need to be con- 
stantly watched, however, and steps 
taken to remedy the situation at the 
first opportunity. 

This may also be a device used by 
manufacturers to discourage distrib- 
utors and retailers from carrying 
more than one line of lamps. If so, 
it is of dubious value to the indus- 
try as a whole. 


Selling Methods 


lamp manufacturers are engaged 
in intensive selling activities through 
and na- 


Advertising is di- 


national sales 
tional 
rected both to the 
eral public 

e Work Closely—Lamp 


turers work closely 


organizations 
advertising. 


trade and the gen- 


manufac- 
with their whole- 
sale distributors and with distributors’ 
salesmen. Wholesalers’ salesmen may 
be given special training by the man- 
ufacturer. The General Electric Com- 
pany, for example, brings distributor 
salesmen into Nela Park several times 


a year for a one-week training course 


Advertising and Promotion 


Advertising and other promotional 
activities are of import- 
ince in the sale of lamps. Extensive 
is carried on by the 
consumer 
well 


considerable 
advertising ma- 
jor companies in various 


media and in trade media as 


Consumer advertising is devoted to 
brand promotion, special product fea 
tures, the introduction of new prod- 
ucts, and the stimulation of seasonal 
demand for such as 
insect control lamps, Christmas tree 
lamps, etc 

Trade and business paper advertis- 
ing is partly institutional, and partly 
advertising. In addition to 
presenting new products and _ high- 
lighting product improvements, serv- 
ices and promotional materials avail- 
able from the manufacturer are pre- 


specialty items 


product 


sented. 
e Much Literature 
companies prepare 
great quantities of promotional litera- 
ture and sales This material is 
used by company salesmen, whole- 
utilities, others 
release also 
result in considerable publicity for 
new product and industry develop- 
ments, and for industry anniversaries 
Improvements in home lighting and 
in commercial and industrial lighting 
have been promoted by several in- 


The larger lamp 
and __ distribute 
aids. 
salers, retailers, and 


Extensive press services 
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dustry groups in addition to the man- 
One such pro- 
gram is that of the National Lighting 
Bureau 

Some 
support 


ufacturers themselves 


utilities have given strong 
to better lighting programs 
One such program, which is jointly 
supported by lighting equipment man- 
ufacturers and a major utility, is the 
Chicago Lighting Institute. The In 
stitute has a comprehensive program 
of education and training and attempts 
to aid architects and others in the 
solution of lighting problems 


Price Policies 


In an three 
whose products are 
very similar, it would be expected 
that prices quite uniform 
and relatively stable and also that one 


of the top companies would serve as 


industry dominated by 


large companies, 


would be 


and 
still continues to be the pattern in the 
lamp industry. 

e Historical Policy—Virtually no 
price competition has existed in large 
lamps. The price leader has followed 
an historical policy of cutting price 
to preserve its position in the mar 
ket, and other manufacturers have 
had to meet the reductions. List prices 
have become the actual retail 
through the control exercised under 
the consignment and 
tracts. Even retailers buying under a 
must hold to list 
prices or risk having their supply of 
lamps cut off. 

Some price competition has entered 
the photo lamp field, although two 
manufacturers are using resale-price- 
maintenance [his price 
competition is being accompanied by 
a shift of retail outlets from the drug 
store to the super market. 

Rather than cutting prices, some 
of the smaller independents have used 
the guarantee device as a basis for 
charging higher prices, by giving 
buyers the impression that their lamps 
or fluorescent tubes last longer. 
Whether or not this actually is the 
case, the public seems willing to pay 
a higher price for what it 
premium product. 
e Price Trends—Up to the end of 
World War II, lamp prices moved 
steadily downward. A 60 watt lamp 
which had cost $1.75 in 1907, $1.00 
in 1911, $.40 in 1914, $.30 in 1926, 
$.20 in 1929, and $.15 in 1935 cost 
$.11 in 1947. The standard, frosted 
60 watt lamp now is listed at $.21 
a result of the increase in 


costs 


a price leader. This has been 


prices 
purchase con- 


purchase contract 


contracts. 


believes 


to be a 


post-war 





HE growth of the electrical in- 
dustry in volume and complexity 
has resulted in the design and 
production of a wide range of trans- 
formers both as to and type. 
Total transformer production in the 
United States has been 
$600,000,000 a year 


thirds of the 


size 


running ove! 
About 
output, by 
value, consists of power and distribu- 
tion transformers 
steadily increasing in capacity 
end of World War II than one 
third of the power distribution 
transformer production by value con- 


two 
transformer 


these are 


At the 


and 


less 


and 


sisted of transformers with a capacity 
of 500 KVA or more 

In recent two-thirds of the 
output, by value, has 
500 KVA, and 
about one quarter of the output has 
a Capacity 10,000 KVA 
The remaining one-third of the trans- 
former business involves sales of var- 


years, 
transformer 
abov e 


been rated 


In excess of 


ious types of specialty 
powel 


transformers: 
regulators, boosters and reac- 
tors; and replacement parts and ac- 
cessories Manufacturers’ 
parts and accessories 
nearly $40,000,000 in 

Specialty 


sales. of 
alone 
1954 
transformers are of the 
dry type and are used for many ap- 
plications involving 600 
volts and below. The most important 
single type of specialized transformer 
is the fluorescent lamp ballast which 
accounts for half of the total 
dollar volume of specialty transform- 


were 


voltage of 


nearly 


ers. Other specialty transformers have 
various uses including control, signal, 
lighting, and ignition systems. This 
part of the industry has been growing 
more slowly than the power and dis- 
tribution fields. Manufacturers’ 
of power and distribution 
ers doubled between the 
and 1955, while 
transformers 


sales 
transform- 
years 1947 
sales of specialty 
about one- 
third during the same period 


increased 


Threefold Increase in Plants 


World War II relatively 
few plants were engaged primarily in 
the manufacture of transformers. The 
Census of Manufactures listed only 
44 such plants in 1939. By the end 
of the war, however, the number of 
transformer plants had _ increased 
greatly. There were 144 in 1947 and 
164 in 1954. These plants are de- 
voted entirely to the 


Prior to 


almost manu- 


Bureau of the Census, 1955 Annual 
Survey of Manufactures. 

The term “power and _ distribution 
transformers” includes liquid filled trans 
formers of all voltages and dry type 
transformers above 600 volts for distribu 
tion and power service. All KVA ratings 
from 50 KVA and under to 10,000 KVA 
and over are included 

Bureau of the 


of Manufactures 


Census, 1954 Census 
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DISTRIBUTING 


Transformers 
IN A DYNAMIC ECONOMY 


@ Since markets for transformers are different, channels 
of distribution vary. 

@ In view of investment and handling problems, the deci- 
sions of who should carry field stocks of transformers, and where 
and how much should be carried are of major importance. 


facture of transformers and parts, 
and more than 85 per cent of their 
output is in this type of equipment. 
Furthermore, these plants account for 
practically all (94%) of the trans- 
former output. They are operated 
both by companies concentrating pri- 
marily in the manufacture of trans- 
formers and companies producing 
other equipment either in the 
plant or in other plants 

[Transformer plants vary widely in 
size. Nearly one quarter of the es 
tablishments reported less than 5 em 
ployees in 1954, and only one-third 
had more than 50 employees. The 
five largest plants, however, ac- 
counted for 50 per cent of the total 
transformer output. 

Manufacturing activity is 
trated in the old industrial area lying 
east of the Mississippi and north of 
the Ohio River, and 90 per cent of 
the output originates in this section. 
One third of the output is represented 
by plants in Pennsylvania alone. The 
remaining 10 per cent is produced in 
some 30 plants located in the South 
and on the West Coast. 


Same 


concen- 


Variations in Products 


[Transformer plants generally pro 
duce a variety of transformers, al 
though they tend to specialize in a 
particular field. For example, 
manufacturer produces primarily dry- 
type and askarel-cooled 
transformers and substations for high- 
voltage interior distribution systems 
In addition, however, this company 
manufactures special transformers 
such as signal and control transform- 
ers as well as general-purpose and 
custom-built equipment. Its trans- 


one 


load center 
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formers have a capacity which ranges 
KVA to 3,000 KVA, and 


from 120 to 15,000 


from % 
voltages 
volts 
Another company manufactures a 
broad range of mineral oil-filled, 
askarel-filled, and dry-type transform 
ers. Among its several lines are power 
transformers, 
constant 


vary 


transformers, subway 
distribution 
current transformers, regulating trans 
formers, network 
feeder voltage regulators 

A third company has two divisions 
one of which produces constant volt 
age transformers and DC power sup- 
plies. The other manufactures fluo- 
rescent ballasts and mercury vapor 
lamp transformers 

One small company produces a 
wide variety of transformers with 
rated output up to 1.5 KVA for sale 
to electronic circuit manufacturers 
Its transformers are custom designed 
in accordance with buyer's specifica- 
tions. Another makes single-phase and 
three-phase transformers up to 15,000 
volts and 2,000 KVA 

Ballast manufacturers 
highly specialized as indicated by one 
company which makes fluorescent 
lamp ballasts exclusively and 
to have the most extensive 
fluorescent lamp ballasts of any com 
pany. Another manufacturer makes 
ballasts for neon signs and mercury 


ballasts, 


transformers, 


transformers, and 


may be 


claims 
line of 


vapor as well as fluorescent 
ballasts 

e Industry Standards Most 
formers are designed and manufac- 
tured to meet industry standards with 
respect to such construc- 
tion, dimensions, tolerances, safety, 
operating characteristics, perform- 
ance, quality, etc. Transformer stand 


trans 


factors as 


peen developed by such 
NEMA Under 
Laboratories and been 
and published by the 
Standards 
manufacturers, for ex 


irds have 
organizations as and 
writers’ have 
coordinated 
American 

Some ballast 
ample, meet the performance require 
Certified Ballast Manufac 
permitted to use the 
Manufactur 


may meet 


Association 


ments o! 
turers and are 


CBM 


ers shipping 


emblem 
Canada 
the Canadian 


certified 
into 
the requirements of 
Standards Association 
e Custom Business 

former manufacturers produce a sub 


equip 


Although trans 


‘ 


amount of standard 


Stantial 
ment, a large 


sales consists of equipment of special 


volume of transformer! 
design produced and sold on a cus 
For some firms, the latter 
bulk of the busi 
in certain cases virtually all 
Manufacturers who 


business 


tom basis 


may constitute the 
ness and 
of the 


are heavily in the 


business 
custom 
however, indicate that they 
like to shift more of their 


to standard transformer 


would 
business 


lines 


Variations in Markets 


mar 
utili 
thei 


also 


fransformers enter several 
kets They are used by 
ties and REAs, 
distribution 

purchased by 
establishments, and 
their electrical 
construction field, 


contractors for 


electric 
primarily in 
systems. They are 
industrials, commercial 
institutions for 
use in own systems 
In the 


made to 


sales are 
installation 
remodeled buildings Man 
kinds of ma 


in new OF 
ufacturers of 
chinery, equipment, and fixtures pur 
chase transformers for installation as 
component equipment (OEM firms) 
In addition extensive sales 


various 


there are 
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FIG 1—pattern for electronic-circuit transformers 














FIG 2—custom-built and standard transformers 
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FIG 3—mainly from manufacturer to manufacturer 
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FIG 5—special design transformers direct to users 
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FIG 4—neon sign business is a specialty 


Fig 6 
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FIG 6—special design transformers through agents 
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Transformers (cont.) 





Marketing efficiency has increased 


to governments. As might be expected 
from the above illustrations, trans- 
former manufacturers do not sell in 
a common market. Rather they op- 
erate within a complex pattern of 
overlapping markets and compete 
with different firms in their several 
lines. 

Depending on the line manufac- 

tured, a company may produce 
largely or almost exclusively for a 
particular market. Thus, one trans- 
former manufacturer will produce 
power and distribution transformers 
for the utility market, while another 
will manufacture transformers of the 
same general type but sold to indus- 
trial and commercial establishments. 
Manufacturers of specialty, dry-type 
transformers frequently have a large 
OEM market. An example is fluo- 
rescent lighting ballasts which will be 
sold largely to lighting-fixture man- 
ufacturers. 
e Channels Vary — Since markets 
are different, channels of distribution 
vary. Actually, channels vary with 
the type of market or customer, the 
types of transformers manufactured, 
the size and experience of the man- 
ufacturer, the marketing policies of 
the manufacturer, the purchasing 
methods of the buyer, the quantities 
purchased, and the services demanded 
by users. 

Over the years, a division of labor 
has been worked out in this industry 
which has increased the efficiency 
with which transformers are mar- 


keted. QEM accounts, at least those 
requiring large quantities of custom- 
designed equipment, require services 
which can best be obtained by direct 
contact with the manufacturer. Not 
only are special designs frequently 
necessary, but negotiations must be 
undertaken to settle such matters as 
price, terms of sale, and delivery 
dates. The distributor is most valuable 
when the products are standard items 
which do not require selling and en- 
gineering know-how beyond the com- 
petence of the distributor and which 
can be carried in stock by the dis- 
tributor. 


Salesmen vs. Agents 


Transformer manufacturers _ sell 
through their own sales organizations 
or through agents. Generally speaking, 
the larger companies have their own 
sales organizations, especially when 
they are multiple-line manufacturers, 
and the smaller firms use agents. 
Many manufacturers use both. 

One manufacturer of specialty 
transformers uses 14 field sales en- 
gineers and 8 agents. The agents are 
used in the less-profitable areas, and 
salesmen are used in the markets 
which the company wants to cultivate 
most intensively. Another small spe- 
cialty-transformer manufacturer uses 
agents except in its own home city, 
where it uses salesmen. A large man- 
ufacturer of power and distribution 
transformers uses about 20 salesmen 
and 75 agents. The company’s sales- 
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FIG 7—large independent manufacturer splits business between agents and salesmen 
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men are used in the major metropoll 
tan markets only 

Where agents are used, they are 
given the responsibility for a partic- 
ular area, generally on an exclusive 
basis. Frequently, a written contract 
is used, although some manufacturers 
feel that an informal understanding is 
adequate. Unless there are stated ex- 
ceptions, agents have full responsibility 
for sales in their area. 

Perhaps typical of the type of com- 
pany which relies on agents is a manu- 
facturer of transformers used in elec- 
tronic circuits (Figure 1). Agents are 
located in the major centers of elec- 
tronic production. They are under 
contract and sell almost entirely to 
OEM accounts. This company has 
practically no jobber business. The 
manufacturer’s field engineers work 
with agents and customers to develop 
a product satisfactory to the customer. 
Customers are frequently large manu- 
facturers producing electronic equip- 
ment, such as General Electric and 
IBM, who place orders for compo- 
nents with several dependable sources 
All shipments are made to the OEM 
account from the plant, and no field 
stocks are maintained 

A manufacturer of constant voltage 
transformers and DC power supplies 
sells custom-built specialty transform- 
ers through its own sales organization 
to OEM accounts (Figure 2). The re- 
maining lines are standard merchan- 
dise sold primarily through electronic 
parts distributors who carry stock and 
receive a 5 per cent stocking discount. 
A manufacturer of fluorescent and 
mercury vapor ballasts sells its output 
of mercury vapor ballasts, used prima- 
rily in municipal lighting, to another 
manufacturer who specializes in street 
lighting equipment and who sells this 
equipment as a complete package 
(Figure 3). Its fluorescent ballasts go 
primarily to manufacturers of lighting 
fixtures although some go to electrical 
distributors for sale to contractors. 

Another manufacturer produces 
mercury vapor ballasts, fluorescent 
ballasts, and ballasts for neon signs 
(Figure 4). Sales are made through 
both agents and salesmen. Company 
salesmen handle the OEM business; 
agents handle sales of fluorescent and 
mercury vapor ballasts to distributors 
and secure half the regular commis- 
sion on OEM business in their area. 
Special salesmen sell neon ballasts to 
neon supply houses. 

A company which has a trans- 
former division producing dry-type 
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Discount schedules should not be static 


addition to manufac- 
industrial products sells 


transformers 1n 
turing other 
transtormers of special design direct 
a limited number of indus- 
Sales are made by a 
[his type ot 
business constitutes the great bulk of 
the company’s transformer 
Standard items, however, are 
through agents to distributors 
Another manufacturer of dry-type 
transformers, both and of 
special design, handles its entire output 
through (Figure 6). Agents 
sell to distributors, some of whom are 


to users In 
tries (Figure 5) 


small sales organization 


sales. 


sold 


Standard 
agents 


Classified as stocking distributors and 
some are not 

A large independent manufacturer 
of a 


about 


does 
through 
salesmen 


wide line of transformers 
half of its business 
half through 
Sales are made primarily 
to utilities, but industrial accounts are 
the 
country. Its total business is conducted 
with less than 300 customers 

The multiple-line electrical 
equipment manufacturers pri- 
marily through their own sales organi- 
zations 
product divisions. Standard items are 
sold through distributors, but specially 
designed items and OEM products are 
generally sold direct 
use is made of agents by these con- 
especially in outlying 
where it is not efficient for them to 
travel their own salesmen or where 
business may be quite specialized, as, 
for example, REA business in sparsely 
populated areas 


igents and 


(Figure 7) 
sold in sections of 


also some 


large, 
sell 


which are usually set up by 


However, some 


cerns, areas 


Field Stocks Essential 


Custom-designed equipment and 
transformers sold to OEM buyers 
typically are shipped direct from man- 
ufacturers’ plants. Standard transform- 
however, particularly of the 
smaller type, frequently stocked 
in the field. One manufacturer, fo 
example, has a policy of carrying field 
stocks, especially of transformers 
which weigh less than 100 pounds, 
whereas transformers weighing more 
than 300 pounds are shipped from the 
plant. 

Field stocks are carried by distrib- 
utors and/or agents. Distributor 
stocks owned by the wholesaler. 
Agent stocks, however, are in effect 
manufacturers’ field stocks which have 
been placed at the disposal of the 
agent. A manufacturer of specialty 
dry-type transformers, as a 


ers, 


are 


are 


case in 
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point, has stocks in the hands of some 
of its agents, in major markets such 
as New York and Boston and in dis- 
tant markets such as Texas and the 
West Coast. These supporting 
stocks which drawn on by the 
firm’s stocking distributors. 

e Increasing—During recent years 
transforme! manufacturers have 
tended to increase field stocks includ- 
ing both stocks in the control of agents 
and in their own offices. Prior 
to World War II stocks were carried 
in some areas to give better service. 
Gradually, more manufacturers have 
set up field stocks and in a greater 
number of locations. The ability to 
give quick delivery has thus become 
a competitive considerable 
importance. One manufacturer, prior 


are 


are 


sales 


factor of 


to 5 years ago, stocked transformers 
up to 50 KVA. Now it is necessary 
to carry transformers up to 200 KVA. 
Even platform transformers up to 250 
KVA are carried in the field. Virtually 
all of the shipments of 
pole-line transformers shipped 
from local stocks. Power transformers, 


company’s 


are 


however, are factory shipped 
There indication that 
ities are coming to depend on manu- 
stocks to a greater extent 
carrying lower inventories 
themselves. Furthermore, the 
utilities, at have decentralized 
their own inventories and carry stocks 
number of locations. 
other equipment, 
points 


is some util 
facturers’ 


and are 


larger 


least, 


at a 
Transformers, 
must be 
rather than to a 


greater 
and 
these 


warehouse 


delivered to 


central 





List Price 

OEM 

Non-stocking Distributors 
Stocking Distributors 


Distributors 
OEM 


Small users 





Net Price Each 


$135.00 
121.50 
108.00 


Contractors and Repair shops 


Government and large Industrials 


The price and discount schedules outlined 
of marketing incurred by manufacturers in selling to several classes of 
buyers, the functions performed by middlemen and for which they must 
be compensated, and the quantities purchased. These discounts and price 
differentials change —or should change—as the variables indicated 
change. One of the chronic problems in the distribution of these products, 
and other electrical products as well, is the need to make adjustments 
in discounts as basic conditions in the market change. 

If distributors, for example, assume added functions or are expected 
to give special services these changes must be recognized by an increased 
discount. Conversely, if certain historical functions are not performed, 


An Analysis of the Discount 


A manufacturer’s price structure typically involves a list price with 
discounts to different classes of buyers. For example, a 
may show a list price of $135 for a given type of standard transformer 
in quantities of 1 to 4 and a price of $128.25 in quantities of 5-24. Prices 


to various classes of buyers might be stated as follows: 


manufacturer 


in Lots of 
5—24 
$128.25 
108.00 
108.00 
94.50 


25—49 
$101.25 
108.00 
94.50 


Ron 50—up 
$ 94.50 
108.00 


94.50 94.50 


Price to commercial and industrial users, contractors and governments. 


Alternative methods are simply to establish a percentage discount by 
class of buyer or a fractional multiplier to be used with a list-price sheet. 
\ discount schedule of this type for transformers might appear as follows: 


Discount Multiplier 
43% 57 
36% .64 
36% 64 
36% .64 
25% By 


above recognize the costs 
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Some utilities seem to shop around 
and place the entire order where 
stocks are available for immediate 
shipment. Consequently, manufactur- 
ers believe that they must carry broad 
field stocks even of slow-moving 
items. One major manufacturer who 
sells primarily to utilities, carries 
stocks of distribution transformers in 
public warehouses at 60 locations 
around the country. 

In view of the investment and 
handling problems involved in carry- 
ing field stocks of transformers, the 
decisions of who should carry stock, 
where stocks should be carried, and 
how much should be carried are of 
major importance. If users, such as 
utilities, decide to buy on a hand-to- 
mouth basis and request deliveries of 
relatively small quantities to multiple 
warehousing points, they must expect, 
in time, to pay for this service. If 
distributors find it necessary to carry 
larger stocks, or if manufacturers are 
forced to carry larger field stocks and 
stocks in new locations they must be 


compensated for performing this func- 
tion. Perhaps it is best for the indus- 
try that this burden not be borne by 
the user. However, it must be em- 
phasized that when functions shift 
costs shift as well, and this must be 
considered in the distributor's margin 
and the marketing margin of the man- 
ufacturer. 

The very large, multiple-line manu- 
facturers typically have a_ flexible 
supply policy whereby needed equip- 
ment can be drawn from any ware- 
house in the country. Stock lists are 
circulated and serve to indicate where 
various types of equipment are avail- 
able. 

e Stocking Discount—-In order to 
encourage distributors to carry 
quate stocks, transformer manufactur- 
ers frequently establish a classification 
of stocking distributor. Ideally, these 
are distributors who have a sales or- 
ganization equipped to handle indus- 
trial and who have good 
industrial contacts. Such distributors 
are expected to carry an inventory 


ade- 


business 





Structure for Transformers 


the distributor cannot expect to continue to receive his established 


discount. 


Discount schedules are set by competitive pressures and marketing 
costs. They cannot be and should not be fixed and static. Inequities occur 


when functions change without a corresponding change in discount and 
price differentials. An evaluation of the job to be done in relation to the 
discount allowed is the only satisfactory and sound way of determining 
whether discounts are properly set. Changes in function and drastic 
changes in price create the need for an evaluation of the discount struc- 
ture. 


The percentage discounts used by transformer manufacturers may vary 





with the level of list prices in order to make net prices competitive. Each 
manufacturer establishes his classes of customers and discount differen- 
tials among them. However, this must be done in accordance with the 


basic need to meet price competition. 


e Price Protection—Transformer manufacturers may make specific pro- 


visions for protection against price increases 
stated policy that prices are firm for shipments made within 90 days of 
the date of the price increase. After that time, prices in effect when the 
product is shipped are used, except that any increase will not exceed 10 
per cent for shipments made within 12 months from the date of order. 
For shipments longer than 12 months from the date of order a formula 
involving an adjustment in materials and labor cost is used with price 
increases limited to 20 per cent within 


3 years. 


Transformers generally are quoted f.o.b. factory with freight allowed 
to the rail or common carrier delivery point nearest the distributor. Most 
manufacturers require a minimum size order, usually 100 pounds, some- 
times 200 pounds, before freight will be allowed. Some manufacturers, 
however, quote a delivered price and ship freight prepaid. Ordinarily, 
the method of shipment and routing is determined by the manufacturer. 

Terms of sale for transformers frequently are 1 per cent 10th proximo, 
net 30. When invoices are dated between the first and 15th of the month 
some firms set the 1 per cent discount at the 25th of the month. In some 
instances, companies do not provide for a cash discount at all, and 


their terms are net 30 days 


One manufacturer has a 


2 years and 30 per cent within 
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adequate in range and depth to meet 
the needs of their customers. As com- 
pensation for carrying these 
distributors receive a stocking discount 
which typically is 5-742 per cent. In 
order to receive the stocking discount, 
however, manufacturers sometimes 
specify the lines which the distributor 
snust carry, as well as minimum stocks. 

One manutacturer of dry-type trans- 
formers requires its stocking distribu- 
tors to carry 16 types of single-phase 
transformers. If they carry these trans 
formers in at least minimum quantity 
they get the 5 per cent stocking dis- 
count. Other manufacturers simply 
have a recommended stock list and 
leave it to the distributor to 
the specific items and quantities to be 
carried. Wriiten contracts with distrib- 
may or may not be used, but 
it is generally understood that the 
manufacturer will not have more 
stocking distributors than are needed 
to give adequate coverage in an area. 


stocks 


decide 


utors 


Nature of Competition 


[he structure of competition in 
transformers, like other electrical ap- 
paratus, is a complex one. Product 
quality and performance, engineering 
know-how and service, availability for 
delivery, and price, all play a part 
in the For highly engineered 
products, the know-how of the manu- 
facturer is a major consideration. 
Where dependability is absolutely es- 
sential, as in the electric utility field, 
the reputation of the manufacturer is 
of primary importance. 

[ypically, utilities specify a limited 
number of suppliers for a piece of 
apparatus. Newcomers into the field 
may find it difficult to break in unless 
they have a unique and _ superior! 
product. Once established, however, 
the supplier is in a preferred position 
provided his prices are competitive. 

[he same situation holds, in general, 
for OEM The design of the 
transformer is worked out between 
the manufacturer and the buyer. Once 
the transformer ts satisfactory and an 
price understanding has 
been reached, the buyer splits his 
orders among the accepted suppliers 
In OEM business, quality and per- 
formance, dependability of delivery, 
and price are all highly significant. 

e Service Feature—When transform- 
ers are of a standard type, and prices 
are established on a price-leadership 
basis, as in fluorescent ballasts for 
example, a manufacturer may find it 
necessary to develop a unique service 
feature in order to strengthen his 
competitive position. A case in point 
is the ballast service plan introduced 
by one of the fluorescent ballast 
manutacturers. Contractors may re- 
turn ballasts within two 
years of the manutacture to 


sale 


accounts 


acceptable 


defective 


date of 
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Price leadership: a common procedure 


qualified electrical 


wholesale 


any wholesaler. 
The replaces the ballasts 
with the manufacturer’s ballast if he 
has it in stock. Otherwise, it is replaced 
with any equivalent CBM certified 
ballast. The wholesaler is reimbursed 
by the manufacturer at wholesale cost 
plus his usual resale profit. This policy 
of full reimbursement including whole- 
sale margins is the unique feature of 
this plan. 


Pricing Methods 


Pricing methods vary with the type 
of transformer. Standard types of 
transformers and ballasts have a 
market-determined price with a strong 
reliance, in many instances, on price 
leadership. Smaller manufacturers 
freely acknowledge that on standard 
items their price is based on the price 
established by the price leader. While 
the smaller companies may quote a 
slightly lower price it is more likely 
to be identical with the leader’s price. 

Price leadership is a common pric- 
ing procedure in fields in which the 
products are basically similar and 
where the industry is dominated by 
one or a very limited number of large 
firms. This practice recognizes the 
dominance of the leader and reflects 
a situation in which the smaller firms 
would have great difficulty getting a 
higher price for their product. Fur- 
thermore, it is not likely that the 
leader will permit smaller firms to 
undercut prices to any substantial 
degree if this action poses a threat to 
his position in the market. Price 
leadership is a system which permits 
very large firms and small firms to 
operate in the same market. One 
result is to reduce price competition 
and to put the competitive emphasis 
on product features, service, and pro- 
motion. 

For transformers going into indus- 
trial and commercial construction, 
practically all sales are on bid basis. 
Where bids are involved, agents and 
field sales offices may have some lee- 
way in quoting prices. One manufac- 
turer, for example, permits agents to 
cut list prices as much as 5 per cent 
on three-phase transformers above 
f00 KVA, but the agent then must 
absorb part of the reduction. Fre- 
quently, however, the manufacturer 
permits field representatives to quote 
only book prices. If the representative 
finds it necessary to quote lower 
prices, the reduction must be approved 
by the manufacturer. In general, the 
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larger the firm the greater the tend- 
ency to centralize the pricing function. 
In the largest, multiple-line companies 
profit responsibility rests with a prod- 
uct division or product marketing 
manager. Marketing plans, policies, 
and sales budgets are established at 
this point, and the unit is responsible 
for promotional plans and pricing. If 
established prices are to be changed, 
this unit must authorize the change. 
Price concessions have become the 
general rule, however, for new con- 
struction in many markets. The pres- 
sure on prices is frequently such that 
transformer manufacturers find it nec- 
essary to cut below book prices for 
standard items regularly in order to 
get business. 

Reciprocity is sometimes a factor 
in placing transformer business. At 
times, pressure is brought to bear by 
manufacturers on suppliers who are 
buying equipment of this type else- 
where. Specific evidence of the extent 
of reciprocity is lacking, but it appears 
to affect only a small share of the 
transformer business. 


Selling Methods 


Promotional methods are a _ sub- 
stantial factor, of course, in directing 
business. Manufacturers’ representa- 
tives, either salesmen or agents, at- 
tempt to secure acceptance for the 
manufacturer’s product. The range of 
contact in this attempt to influence 
the purchase extends from the distrib- 
utor, to the contractor, to the archi- 
tect and engineer who specify the 
equipment, to the several people in an 
industrial organization who may have 
some influence on a purchase. 

Advertising, likewise, plays a sig- 
nificant part in this promotional effort. 
Used primarily for institutional pur- 
poses and to secure leads, it generally 
takes the form of trade paper adver- 
tising and direct mail. All manufac- 
turers publish catalogues and other 
promotional literature in this field, and 
this material finds its way into the 
hands of agents, distributors, archi- 
tects and engineers, purchasing agents, 
users, and others who are involved 
directly or indirectly in the purchase 
and sale of transformers. 


Costs of Marketing 


Marketing costs of transformer 
manufacturers average 9-10 per cent 
of sales. This figure includes the cost 
of operating a sales organization, 
either the company’s own salesmen or 


agents, and 
freight costs. If a manufacturer main- 
tains extensive field stocks an addi- 
tional 4-8 per cent is required to 
carry them. 

Agency range from 

2% per cent to 15 per cent among 
the manufacturers contacted depend- 
ing on the class of purchaser, the 
product line, and sometimes, the vol- 
ume of sales. One manufacturer pro- 
vides for 5 per cent commission on 
business accepted at the jobber dis- 
count, 12 per cent commission at the 
contractor's discount, and 15 per cent 
commission on industrial and 
sales at list prices. Another company 
allows 242 per cent on jobber sales, 
but pays commissions up to 10 per 
cent for other types of business on 
certain product lines. 
e Compensate Closely — These 
agency commissions reflect the wide 
range of services performed by agents. 
Agents who are engaged in more or 
less routine selling activities receive 
relatively low commissions for this 
service. When engineering service and 
other types of assistance are needed, 
however, commissions increase ac- 
cordingly. Through years of experi- 
ence, commission scales have evolved 
which compensate the agent rather 
closely for the job which he does and 
his contribution to the marketing of 
the product. 

If agents sell below a given price, 

they ordinarily do not receive full 
commissions. Thus one company pays 
10 per cent on regular business, but 
the commission drops to 5 per cent 
where excessive discounts are given. 
On OEM business and other poten- 
tially large-volume business, agency 
commissions may be reduced as vol- 
ume rises. For example, a firm pays 
5 per cent on the first $50,000 of 
billings for specially designed trans- 
formers and 22 per cent on billings 
above that. 
e 6 to 1 Ratio—The ratio of personal 
selling to advertising expense for trans- 
formers is about 6 to 1. This is a 
reflection of a considerable amount of 
contact work and sales preparation 
work needed to sell products as tech- 
nical and varied as transformers. The 
costs of personal selling are likely to 
be 6 or 7 per cent of sales. Adver- 
tising expense including expenditures 
for trade papers, catalogues, direct 
mail and price sheets is generally 1 
to 1% per cent, although advertising 
expense occasionally may run to 2 per 
cent. 


advertising expense, 


commissions 


sales 
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DISTRIBUTING 


Motors and Generators 


IN A DYNAMIC ECONOMY 


@ Sales of fractional and integral hp motors have increased 
50% since 1947; output of m-g sets has increased six-fold. 


@ More types of middlemen are engaged in the distribution 
of motors than most lines, and each plays a necessary role. 


@ If manufacturers wish to get distributor support or even 
interest distributors in carrying motors, some analysis of the 


margins they are providing would be in order. 


HE outgrowth of the work of 
Tes experimenters and inventors, 

such as Faraday, Pixii, and Pa- 
cinotti, is our gigantic motor and gen- 
erator industry which in the peak 
post-war year (1953) produced ma- 
chines valued at $1.8 billion. 

Fractional horsepower motors and 
integral horsepower motors are the 
two largest segments of the industry 
and account for about two-thirds of 
the total output. During recent years, 
sales of fractional horsepower motors 
have been higher than sales of inte- 
gral motors. 

The next largest component is mo- 
tor-generator sets. The balance of the 
output consists of engine or wind- 
driven prime mover generator sets, 
transportation equipment and parts. 


Sales of fractional and integral 
horsepower motors have increased 
about 50 per cent since 1947. The 
output of motor-generator sets, how- 
ever, has increased six-fold, and the 
output of prime mover generator sets 
has tripled in the same period. Ship- 
ments of land transportation equip- 
ment were actually $9 million less 
than in 1947. 

e More Plants—The number of 
plants engaged primarily in the man- 
ufacture of motors and generators is 
2% times the number operating be- 
fore World War II (309 vs 132). 
Fifty-six plants have been added since 
World War II. Eighty-two per cent 
of the output of motor and generator 
plants consisted of these products 
rather than other electrical equip- 





dustry are shown below: 


Motors and generators, total 
Fractional hp motors 


steam or hydraulic 
Motor generator sets 


and control equipment 





Value of Motor Shipments—1955 


The latest available census estimates of the motor and generator in- 


Value of Shipments, 1955* 


Integral hp motors and generators 
except land transportation 
Prime mover generator sets, except 


Land transportation motors, generators, 


Bureau of the Census, 1955 Annual Survey of Manufactures. 


$1,342,157,000. 
503,936,000. 


384,385,000. 


89,229,000. 
194,814,000. 


60,416,000. 








June, 1958—ELECTRICAL WHOLESALING 


ment. The share of the motor and 
generator market served by these 
plants is about 84 per cent. In 1947, 
however, the share had been 92 per 
cent an indication that motors are 
now being produced to a greater de- 
gree in plants which do not specialize 
in them. 

In other words, multiple-products 
plants are accounting for a larger 
share of total motor and generator 
production than they did immediately 
after the war. 

Motor manufacturing plants vary 
considerably in About 30 per 
cent of the output is produced in 
plants which have less than 20 em- 
ployees. Only 51 plants, about one- 
sixth of the total, have more than 500 
employees, but they account for 80 
per cent of the total sales. 


size. 


Location of the Industry 


The production of fractional horse- 
power motors is concentrated in the 
East North Central states and par- 
ticularly in Ohio and Indiana. This 
region accounts for two-thirds of the 
fractional horsepower motor output, 
and Ohio alone has more than one- 
third of the total U.S. production 
Other important producing states are 
New York, Missouri, Illinois, and 
New Jersey. 

Integral horsepower motor produc- 
tion is concentrated in the Northeast, 
and more than one-half of these mo- 
tors are made in this region. Ohio, 
Wisconsin, and Missouri are also im 
portant producing areas. The Pacific 
Coast has some production of both 
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FIG 1—direct and through agents 


Motors and Generators (cont.) 
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FIG 2—wide industrial coverage through diversified selling in a given area 


Location of producers corresponds 


fractional and integral horsepower! 
motors 

e Users Nearby—The regional loca- 
tion of the motor and generator in- 
dustry corresponds with the location 
of user industries. The Middle Atlantic 
and North Central states still con- 
stitute the industrial center of the 
country and, therefore, the major 
market for integral motors. Appliance 
manufacturers, who are the primary 
fractional horsepower mo- 
concentrated in_ this 
area. In fact, this accounts for 
85 per cent of the output of appli- 


users ol 
tors, are also 


area 


ances 

The growth of manufacturing on 
the West undoubtedly re- 
sponsible for the expansion of motor 
output there, and this region has con- 
tributed a larger share of the motors 
produced during the post-war period. 

Since the motor industry is located 
fairly close to the bulk of its cus- 
tomers, marketing costs, especially 
delivery and selling costs, have been 


Coast 1s 


held down 

Motor-generator set production is 
concentrated in New Jersey, Ohio, 
and New York, and other component 
products are produced primarily in 
the Northeastern and North Central 
states. Other than the Pacific Coast, 
there is virtually no production of mo- 
balance 


tors and generators in the 


of the country 


Product Specialization 


ihe electric motor has come a long 


dynamo, and the 
very 


from the early 
buyer is now 
range Of motors in 


way 
motor 
wide 


offered a 
terms of 
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size, design, enclosure, and applica- 
tion. The largest multiple-line 
manufacturers, the General Electric 
Company and Westinghouse, produce 
virtually every type of motor in gen- 
eral demand. Other large motor man- 
ufacturers, however, such as Allis- 
Chalmers, Wagner Electric, and 
Louis Allis do not. Neither Allis-Chal- 
Allis, for example. 
horsepower mo 


two 


mers nor Louis 
produces fractional 
tors. 
Certain 
fractional 
while others 


manufacturers produce 

horsepower motors only, 
may specialize in such 
lines as gear motors, synchronous 
motors, generating plants, or DC mo- 
tors. Actually, the combination of 
products manufactured con- 
siderably, and some motor firms are 
heavily engaged in the production of 
other electrical apparatus. 


varies 


e Output Emphasis—The output of 
a given plant may be concentrated 
in motors which are produced on a 
large scale—by the 
thousands in the case of some 
tional horsepower motors or it 
motors in 


frac- 
may 
consist of small 


quantities 


special 


One large company started in busi- 
ness by producing special-purpose mo- 
tors, and 50 per cent of its business 
is still in this field. The company made 
its reputation particularly in the man- 
ufacturing of explosion-proof and 
splash-proof motors. 

Another type of manufacturer is 
the company which sells to heavy in- 
dustry and produces very few stand- 
ard motors. Nearly all of its motors 
are custom-built, and orders are 


hundreds, cr 


placed as much as two years ahead 


of delivery 


Motor and Generator Markets 


Motors and move into 
two major types of markets: the OEM 
market and the market. The 
largest volume of sales goes into the 
OEM market. This consists of 
of fractional horsepower motors, 
use in home appliances, 


generators 
user 
sales 


largely for 
and sales of larger motors to manu- 
facturers of industrial equipment and 
machinery 

[he fractional horsepower OEM 
business is handled primarily by a 
limited number of manufacturers of 
full-line appliance motors who sell to 
their own appliance divisions and/or: 
to appliance manufacturers. Any 
household product which requires 
shaft rotation as motor power, sup- 
plied by electrical energy, is part of 
the OEM market. This would include 
refrigerators, washing machines, dry- 
ers, ironers, furnaces, vacuum clean 
ers, fans, air conditioning units, etc. 

The other segment of the OEM 
business consists of motors which are 
used as component equipment for a 
vast range of industrial machinery 
and equipment. Machine tools, pumps. 
fans, conveyers, hoists, mixing ma- 
chines, etc. are examples of some of 
these uses. 
e Industry Specialization — Because 
of the broad scope of the industrial 
field, manufacturers may specialize in 
certain industries. For example, one 
company produces motors over a 
range of one-sixth to four hundred 
horsepower for use primarily by man- 
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FIG 3—three-quarters of this company’s sales are direct to OEMs 


with location of users 


com- 
heat- 


ufacturers of 
pressors, air conditioners, 
ing and ventilating equipment. 

Motors used to operate industrial 
machinery are sold directly to the 
OEM machinery manufacturer in 
some cases, but in other instances the 
motors are purchased separately by 
the user. Thus, a manufacturer who 
produces motors which could be used 
on paper machinery may sell this 
equipment either to the machinery 
manufacturer or to the buyer of the 
machinery. 

At times, the purchaser may, for 
convenience, want to buy a complete 
installation, motors and other com- 
ponents included. In other cases, the 
user may have some preference for 
a particular manufacturer’s product 
in terms of his own past experience, 
types of motors currently used, the 
availability of service and parts, and 
relations with local suppliers and re- 
pair shops. Consequently, he may 
wish to purchase motors separately 
from a local source. 


e Three-Phase Market — 
market includes: (1) sales to indus- 
trial, commercial, and _ institutional 
users—which is the greatest share of 
the user business, (2) the repair or 
replacemen: market, and (3) the retail 
market. Business establishments pur- 
chase motors for use in their regular 
operatiors. Consequently, industrial 
plants, utilities, railroads, commercial 
bui'dings, institutions, and stores are 
all heavy users of motors. 


refrigerators, air 
and 


The 


user 


Motor manufacturers may special- 
ize in certain of these fields. For ex- 
ample, one company manufactures 
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large motor and generator units which 
are used in heavy industries such as 
paper, and rubber. 

Motor repair shops handle a con- 
siderable volume of replacement busi- 
ness involving new motors, and retail 
establishments such as hardware stores 
and mail houses sell to the 
ultimate consumer who needs a small 
motor for a home workshop or some 
other use in the home or on the farm. 
e Purchases Spread—A _ survey of 
industrial buyers of motors by Factory 
Management and Maintenance indi- 
cated that purchases of replacement 
motors are spread among the elec- 
trical wholesaler, the industrial 
tributor, and the manufacturer who 
sells direct. In addition, a small share 
of the handled by other 
types of establishments. 

The greatest percentage of direct 
purchases, especially for large motors, 
is made by large companies. The small 
buyer tends to buy primarily from 
electrical distributors and _ industrial 
distributors. OEM sales are made di- 
rect in the majority of cases, but a 
substantial volume of OEM sales is 
handled by electrical distributors and 
industrial distributors. 


steel, 


order 


dis- 


business is 


Channels of Distribution 


One manufacturer who sells directly 
to industrial users maintains his own 
sales organization in the firm’s pri- 
mary markets, in the eastern part 
of the country (Figure 7). Agents are 
used west of the Mississippi, but they 
are being replaced gradually by com- 
pany salesmen as they retire or go out 


of business 


Another manufacturer of a wide 
range of motors for industrial use 
sells primarily to OEM accounts, but 
its user sales are made through dis- 
tributors who may be electrical-supply 
mill-supply houses 
fo get coverage, 


distributors of! 
In order 
usually 


(Figure 2) 
the manufacture! 
of each in a given 
of distributors carry stocks. 

A substantial volume of this com- 
pany’s business moves through motor 
replacement 


sells to one 
area. Both types 


shops which sell 

About one-quarter of the 
firm’s electrical distributors also have 
motor repair departments. The com 
pany sells predominantly through its 
organization and has re 


repall 
motors 


own sales 
tained only three agencies in areas of 
limited potential 

In another case, a large firm makes 
three-quarters of its sales to OEM’s, 
but it also sells direct to large indus- 
trial users (Figure 3). Small indus- 
trials, however, are sold through about 
150 franchised distributors. Sales are 
made almost entirely through the 
company’s own sales organization, al- 
though a few long-established agents 
have been kept 

A manufacturer who 
stantial business in special 
sells principally through its own sales 
organization to OEM’s, 
and distributors. Distributors are gen- 
erally power transmission 
houses which sell to industrial users 
such as textile manufacturers. The 
pattern of distribution is very similar 
to that shown in Figure ? 

Much of the fractional horsepower 
motor output goes to OEM manu 
facturers. One company sells over 90 
per cent of its output to OEM ac- 
counts. The remaining sales are made 
to various types of wholesalers (Fig- 
ure 4). A small part of the output 
is eventually sold in retail stores 

This manufacturer uses no 
and has three organizations 
handling different lines. Salesmen call 
on both OEM accounts and distrib- 
utors. This particular organization is 
attempting to build up its distributor 


does a sub- 


motors 
large users, 


selected 


agents 


sales 


business and desires to get distributor 
acceptance for 1s motors in order to 
strengthen its position in the appli- 
ance motor business 

A manufacturer of a complete line 
of self-contained, electric generating 
plants, which range from 500 watts to 
75 KW, sells its output entirely 
through its own sales organization 
The equipment is intended for stand- 
by emergency use and for other uses 
where mobility is a factor, as in con- 
struction work. Sales are made direct 
to OEM accounts, governments, rail- 
roads, and large industrials. Sales are 
also made through selected exclusive 
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FIG 4—bulk of fractional hp motors direct to OEMs, the remainder through distributors 


Motors and Generators (cont.) 





Market structure is necessarily complex 


distributors to contractors and re- 
tailers (Figure 5). 

e Away from Agents—The manu- 
facturer’s agent continues to be an 
important factor in the distribution of 
motors, especially for small manu- 
facturers, but also for large manu- 
facturers in areas of limited potential. 
The leading firms, however, seem to 
be moving away from agents, and as 
agents go out of business or retire 
they are replaced by manufacturer’s 
salesmen. 

This trend is particularly noticeable 
when the lines consist mainly of OEM 
equipment or specialized motors, 
sometimes custom-designed, which are 
sold to industrial buyers. Also, when 
there is a wide range of products, a 
lot of engineering required, and con- 
siderable service, the agent may not 
be adequate for the job and may not 
be able to devote enough time to the 
line. 

As volume builds up, the agent 
may not be able to give the service 
the manufacturer expects. Under these 
conditions, manufacturers may 
cide to shift to their own sales 
ganizations 

A careful analysis needs to be made 
of the pros and cons of such a move. 
The field is not always greener on 
the other side of the fence. Unless 
the manufacturer can support his own 
sales organization profitably, nothing 
will be gained by removing the agent. 
A good agent, who has a selection 
of top-grade allied lines, frequently 
can operate more efficiently than a 
manufacturer’s sales organization in 
many markets. 


de- 
or- 
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Wholesale Distributors 


[he wholesale structure for motors 
is quite complex. In addition to sales 
made to electrical distributors, a sub- 
stantial volume of motors moves 
through industrial supply or mill- 
supply houses. Whereas electrical dis- 
tributors cater to both the contractor 
and the industrial market, the mill- 
supply house serves primarily the 
industrial market. 

Hardware wholesalers are also in 

this field. They stock lines of frac- 
tional horsepower motors, and some- 
times small integral motors, and drop- 
ship larger motors. Mail-order houses 
and farmers’ cooperatives are other 
establishments which carry motors, in 
this case primarily to meet the needs 
of agricultural producers. 
e Written Agreement—Motor manu- 
facturers who use distributors fre- 
quently have a policy of selective 
distribution involving a written agree- 
ment with distributors. The agreement 
usually specifies the types of products 
covered and the general services, 
especially promotion, which the 
wholesaler is expected to perform. If 
certain types of business, such as 
OEM or export business, are to be 
excluded from the agreement, this is 
also stated. Although distributors are 
generally expected to carry 
stocking requirements may 
specified in the agreement. 


stocks, 
not be 


e Motor Supply House—Another 
type of wholesaling organization is 
the specialized motor supply house 
which is concerned primarily with 
buying, rebuilding, and selling used 


motors but which is also engaged in 
the sale of new motors, especially 
the larger integral motors. Frequently, 
these houses do a nationwide business 
in used motors, particularly with other 
motor supply houses around the 
country. Members of the National 
Industrial Service Association buy and 
sell used motors among themselves in 
accordance with the specific needs of 
individual areas. 

In addition to both new and used 
motors, these companies also handle 
transformers and motor controls. The 
sale of new equipment, however, is 
typically the smaller part of their 
business. 


e Motor Establish- 


Repair 
ments engaged primarily in repairing 
motors for others also sell new motors. 
Frequently, these organizations began 
with a repair service and later got into 


Shop- 


the sale of new motors when faced 
with situations in which it not 
economical to repair motors which 
had been sent in. A third activity of 
some repair shops is the wholesaling 
of repair parts, frequently under a 
franchise from the manufacturer. 

The market structure for motors 
may seem unnecessarily complex, but 
this complexity is the result of the 
many kinds of markets, the varied 
requirements of buyers, and the vari- 
ous uses of the product. The need to 
maintain adequate repair service is 
another characteristic of the field. 
Consequently, more types of middle- 
men are engaged in the distribution 
of this product than some other 
electrical lines, and they each play a 
necessary role. 


was 
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FIG 5—how a manufacturer of electric generating plants distributes its output 


Field Stocks Required 


It has become an established prac- 
tice for manufacturers to maintain 
field stocks of standard motors, since 
there are virtually no obsolescence 
risks involved. These stocks may be 
held in company branches or in 
public warehouses under the control 
of the manufacturer’s field sales 
organization or his agents. 

One company has about 50 stock 
locations of which 18 are branch 
stocks and the balance public ware- 
house stocks. This is in addition to 
stock carried by the manufacturer’s 
150 selected distributors. About one- 
half of this company’s motor ship- 
ments are made from manufacturer’s 
field stocks. 


e Replacing Public Warehouses— 
Another manufacturer has carried 
local stocks in public warehouses 
under the control of its branches. It 
is now in the process of building its 
own regional warehouse facilities, 
starting in the East, and these will 
replace local warehouse stocks and 
will centralize stocks in a few stra- 
tegic centers. Shipments will be made 
from these stocks to the surrounding 
trade area. It is expected that the 
resulting service will be adequate and 
will result in lower field-storage costs. 
In some areas (for example, New 
York City) where delays are exper- 
ienced in getting shipments from 
public warehouses, the regional ware- 
houses located outside congested areas 
may actually be able to speed up 
deliveries. This company has a policy 
of carrying a 60-day stock, including 
both branch and factory stocks. 
Field stocks are carried by another 
motor manufacturer at eight district 
locations and at two agency locations. 
[he agencies carry consigned stocks. 
Large stocks of cores and standard 
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motors are also carried at the factory. 
Distributor stocks of smaller motors, 
likewise, are large in areas where 
certain industries, textiles, for 
example, are centered. 


e Direct Shipments—Manufacturers 
of fractional horsepower motors typi- 
cally make OEM shipments direct 
from the factory, but distributor lines 
of fractional horsepower motors may 
be carried at key points such as 
Chicago and New York. 

A manufacturer of stand-by gen- 
erating equipment drop-ships units 
larger than 10 KW from the factory. 
Smaller units, however, are carried in 
distributor stocks. 

In addition to the motor stocks 
carried by electrical distributors, 
stocks are also carried by mill-supply 
houses, motor-supply houses, hard- 
ware wholesalers, mail-order houses, 
cooperatives, and motor repair shops. 
The latter have stocks of both new 
and used motors. Frequently, they are 
a recognized distributor for a motor 
manufacturer. 


Factors Influencing Purchases 

Motors are purchased by users 
primarily on the basis of reliability, 
initial cost, and availability. Brand 
name as a factor in the purchase falls 
far down the list except as it is as- 
sociated in the buyer’s mind with 
reliability. The Factory Management 
and Maintenance survey™ indicated 
that the following factors were those 
most frequently considered in buying 
motors: 

Reliability 

Availability 

Initial Cost 

Specific design features 

Resistance to moisture 

Temperature-use char- 

acteristics 


82% 
58% 
57% 
34% 
34% 


25% 


Overload capacity 19% 

Reliability presumably refers to 
dependability and overall quality of 
the machine and past experience with 
this equipment. The ability to get 
service and parts is also a major con- 
sideration. The design features of 
particular interest are: lubrication, 
bearings, insulation, and ease of 
cleaning and maintenance. 

Many buyers believe that differ- 
ences among established lines of 
motors are relatively slight. Con- 
sequently, there is considerable sub- 
stitution among brands. When indi- 
vidual buyers were asked whether 
they standardized on certain makes 
of motors one-third indicated that 
they did not standardize, and another 
third stated that they purchased three 
or more makes. Thus, only one-third 
of the buyers settled on one or two 
brands 


e Brand Preference—This is _ not 
intended to imply that buyers are not 
conscious of makes of motors. The 
McGraw-Hill biennial Brand Rec- 
ognition Studies show a_ defi- 
nite brand preference among con- 
tractors, electrical department heads 
in industrial plants, motor service 
shop owners, and electrical consult- 
ants. Preferences vary considerably 
however, among these groups. Fur 
thermore, brand preference may vary 
with and the reputation of 
the company as much as with 
differences in product quality. 

This general situation indicates that 
the motor manufacturer must have a 
product which meets the NEMA 
standards and approximates the qual- 
ity of competing machines. But he is 


service 


Plant Practices on Electric Motor 
Usage, Factory Management and Main- 
tenance, McGraw-Hill, 1956 
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Discounts have not been very attractive 


difter- 
therefore, he 
must also be competitive with respect 
Furthermore, he must be 
able to make quick delivery on stand- 
[his 


importance ol 


not likely to have a 


entiated 


highly 
product and, 


to price 


accounts for the 
field 


ard machines. 
great stocks as 


previously discussed 


Price Leadership 


[he prices of standard motors are 
price leadership 
Although slight differences in 
quality may exist, these are not re 
flected in differentials. Manu- 
facturers, especially the smaller firms, 


generally set on a 


basIs 
price 


frequently build in excess of minimum 
Chis slight edge in quality 

them to be 
well-known 


standards 
may 


against 


permit competitive 
manufacturers 
selling at the same price 

e A Price Leader—lIn the fractional 
horsepower field, one manufacturer is 
considered to be the price leader, and 
this field will not 
change a price until the leader does 
Other firrns initiate a 


crease, but if the 


some companies in 
may price in- 
leader does not 
follow, prices tend to decrease again 
that the 
large influence the 
whole fractional 
horsepower motors and not only the 
items 

e No Regular Leader—With 
to integral motors, no one company 
a price leader regularly. Any 
may take 
the initiative in changing prices, and 


It is believed in the industry 
manufacturers 
price structure fo! 
prices of a few 


respect 


acts as 


one of several companies 
the other companies will follow if the 
change appears to be justified 


Prices of custom-designed equip- 
ment and specialized motors are built 
up from cost, but prices quoted on 
similar motors by other manufacturers 
limit which 
erally Where con 


siderable time elapses before shipment 


constitute an upper gen- 


must be observed 
is made, orders for specially designed 
equipment generally are not taken at 
a firm 

One manutacturer of custom equip- 


price 


accepts orders for large units 


minus 


ment 
at the 
changes in 
culated by the 
Statistics Chis 
formula weights labor 50 per 
materials 35 per cent, and 
and profit 15 per cent. The 
organization orders. of 
smaller units 
and against 
per cent the 
cent two 


current price plus or 


wholesale prices as cal- 
Bureau of Labor 
company’s pricing 
cent, 
overhead 
same 
guarantees 
declines 
increases greater than 10 
first and 20 per 
years. The buyer is 


against price 


yeal 


over 
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On these pages, 
Dr. Lewis discusses ... 


Regularity of price leadership 
OEM relationships and com- 
petition 

Complexity of discount structure 
Special discounts 

Importance of special services 
Broadening base of repair shops 








billed at actual costs within these 
limits 

4 manutacturer of 
erating sets is able to establish prices 
a mark-up when 
How- 
ever, if better 


piece of equipment, the company loses 


electrical gen- 
based on cost plus 
ever it has a design advantage. 
competitors have a 


leadership and will not 


mark-up 


its price 
obtain its regular 


OEM Business 


sales ire made at 


Motors are custom 


OEM 
negotiated price 
designed for each use. In_ the 
field, appliance 
from 


with 


ractional horsepower 
manufacturers request samples 
manufacturers togethet 
When 
agreement will be 
on price, and, in time, an order 
OEM’s — usually 
arrangements with two or three sup 
Both the machine and the 
price of each supplier will be 
tically identical in all 
respects 

e Almost a 


cases, motor 


motor 
quotations a sample is satis 
factory an reached 
will 
be placed have 
pliers 
prac 


essential 


Department—lIn 
manufacturers may have 
OEM 


larger 


some 


long-standing 
especially for 
manufacture! 
used by 


arrangements, 
motors, and at 
may supply 
an OEM 
Where and pur- 
worked together for a 
long period the working relations are 
and the supplier becomes al- 
most a department of the OEM. In 
fact, the supplier’s may 
ictually write the specifications which 
the buyer will use in placing his order 
In this particular type of OEM busi- 
be made at the 
rather than at a 


times one 
all of the 


account 


motors 
supplier 
chaser have 


close, 


engineers 


ness, some sales may 
book price 
price 
Generally speaking, however, sup 
have a continuing problem of 
OEM 


regular 
negotiated 


pliers 
against 
Each supplier attempts to 
share of the customer’s 
improving the product, 


holding business com- 
petitors. 
increase his 


purchases by 





Since OEM 
accounts find it to their advantage to 
with a small 
number of suppliers, established sup- 


the price, or the service 


do business regularly 
pliers generally can count on a share 
of the though this share 
may change—as long as they remain 
competitive 

e “Live and Let Live” 


business 


In the appli 
ance field, a manufacturer of 
tional horsepower motors may 
a year or more to get an OEM order, 


frac- 


work 


meanwhile attempting to sell various 
people in the buyer’s organization on 
While there 

fractional 


the merit of the product 
is strong competition fo! 
horsepower business, leading suppliers 
‘live and let live” 
Deep cutting is not 
itself to hold 
deliveries are not 

furthermore, it 


tend to follow a 


policy price 
effective in business if 
the product and 
satisfactory, and 
invites retaliation 

OEM 
generally net prices per unit. Quantity 


such are not 


appliance motor prices are 


discount schedules as 
purchases are 
quotation. 
to change. 
until 


since 
into the 


prices are 


used, 
figured 
OEM 


but generally are not 


quantity 

initial 
subject 
increased 
a real squeeze sets in 

When the 
enough one 
take the 
notifying the buyer and releasing the 


becomes 
will probably 


increasing prices by 


pressure great 
supplier 


lead in 


trade 
presumably 


change and date to the 
Since 
under the same price pressure, they 
are likely to However, 
there have 
this has not happened 
e Blanket Order—After a motor has 
been accepted by an OEM, a blanket 
supplier 
specifying the number of motors to 
be purchased and the price. The OEM 
production department then forwards 
two weeks, 
commitments 
weeks and 
tentative commitments for another 
four This gives the supplier 
adequate lead time to plan his pro- 
duction. Some changes may be made 
in this schedule, but typically these 
will not cause serious problems for 


press 
competitors are 
follow suit. 


been notable cases where 


order is placed with the 


every 
firm 


eight 


releases, generally 
which 
for approximately 


constitute 


weeks 


the suppliers 


Discounts and Terms of Sale 


The discount structures for motors 
are quite complex. Each manufacturer 
works out his own discount categories 
and Discounts are highest on 


OEM purchases and on sales to auth- 


rates 


orized distributors. Lower discounts 
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are typically given to contractors, 
dealers, motor-repair shops, industrial 
buyers, utilities, and governments. 
Higher discounts may be given fo! 
shipments to distributors’ stock than 
tor direct shipments to users. 

Discounts on integral motors may 
vary with the size of the motor—the 
largest motors having the smallest 
discounts, Quantity discounts are used 
for both fractional hp and _ integral 
motors. A fractional hp manufacturer, 
for example, uses three quantity 
groups: | to 9 motors, 10 to 99, and 
100 or more. A manufacturer of 
integral motors may give special dis- 
counts on large project orders 
in excess Of $25,000—which are 
shipped directly to a construction site 
such as an industrial plant. 

Frequently, the discounts offered to 
distributors by manufacturers have 
not been very attractive. As a result, 
some distributors do not carry inte- 
gral motors. On one line of integral 
motors, for example, the distributor's 
margin ranges from 13.1 per cent to 
23.5 per cent for 5 hp motors and 
below (depending on the type of 
customer and whether the motor is 
shipped direct or from stock) down to 
42 per cent for motors of 125 hp. 
and over. Some of this business may 
not be very attractive to the 
distributor. 

A manufacturer of fractional hp 
motors who wishes to build up his 
distributor business provides a margin 
of about 17.5 per cent when 10 or 
more motors are purchased and 23.1 
per cent when 100 or more are pur- 
chased. This is a more satisfactory 
margin for the distributor. 

If manufacturers wish to get dis- 
tributor support for motors or even 
interest distributors in carrying mo- 
tors, some analysis of the distributor 
margins which they are providing 
would be in order. Distributors in- 
dicate that their sales of motor con- 
trols have grown substantially since 
these manufacturers increased the 
distributor’s margin. If this can be 
done for motor controls, there seems 
to be no good reason why the same 
results cannot be accomplished for 
motors. 

Motor prices typically are quoted 
F.O.B. point of shipment, freight pre- 
paid. The point of origin of the ship- 
ment, the method of transportation, 
and the routing of the shipment are 
determined by the manufacturer, and 
if the buyer specifies that the shipment 
be made in some other manner he 
usually will be billed for any addi- 
tional expense. On some types of 
apparatus the manufacturer may pre- 
pay and absorb delivery charges to 
the purchaser’s premises, at least in 
specific metropolitan areas 

It is the general practice in the 


say, 
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industry to sell on a net 30 day basis 


Price Competition 


Although the discount structure and 
terms of for standard motors 
tend toward a common denominator, 
price is a strong competitive factor, 
especially among the smaller firms. 

Some companies attempt to buy a 
position in the market. As an illustra 
tion, one manufacturer introduced a 
polyphase motor using a multiplier 
which was 13 points below the multi- 
used for this type of 
where small 


sale 


plier generally 
motor. In 
companies try to undercut the market, 
one of the large manufacturers may 
cut below the latter in retaliation 
After such a flurry, prices are likely 


some cases, 


to rise again. 

Industrial purchasing 
quently are under pressure to obtain 
the lowest price and may buy a motor 
which just meets minimum standards, 
if the price is right. The larger, well- 
established motor manufacturers, 
however, prefer to hold to the indus 
try price level and build a few extras 
into the motor in order to gain some 


agents. tfre- 


product advantage. 

e Special Discounts—Actuaily, the 
larger firms do compete on price, not 
so much by changing the multiplier 
as by offering special discounts. Thus, 
a project discount may be 
applying to orders of $25,000 or more 
but actually may be extended to 
buyers who do not erder in_ this 
amount. Unless products are signifi- 
cantly different, however, price com 
petition must be met. As a result, 
price differentials for standard prod- 
ucts to the same classes of customers 
typically are quite narrow. 


stated as 


Sales May Hinge on Service 

In view of the similarity of products 
and prices in the motor industry, con- 
siderable emphasis is placed on serv- 


indicated, 
important, 


ice. As availability is 
ticularly and _ this 
manufacturers to maintain field stocks 
at strategic points. It leads to 
providing some incentive for distribu- 
tors to carry stocks either by establish- 
ing authorized distributors on a con- 
trolled basis or by allowing stocking 
discounts, 

Engineering service is another must 
Customers and distributors expect 
technical assistance in handling appli- 
cation problems. This is accomplished 
either by sending engineers from the 
factory to work with the customer or 
by having factory engineers travel 
with distributor salesmen 


par- 


forces 


also 


Repair Service a Key Factor 


motor 
another 


The availability of 
parts is 


repair 


service and prime 


market Most manutacturers 


have service arrangements with motor 


need 


repair shops around the country 
As a company 


has service 500 


case in point, one 


with over 


[he serv- 


contracts 
authorized service stations 
ice station service, 
and replace the manufacturer's equip- 
ment in a designated area; and the 
manutacturer new 
and rebuilt motors and renewal parts 
at established and 

The contracts 
within and beyond the 
riod, and the 
sponsible for 
or not the 

In past 
business was handled by 


agrees to repall 


agrees to supply 


discounts 
both 


prices 
cover repairs 
warranty pe 
Station is re- 


whether 


service 
determining 
motor is defective 

motor repair 
fairly large, 


shops 


years, the 
well-established located 
in major 
paratively 


repall 
and 
market 


grew, 


cities serving a com- 
Over the 
repair shops 


were set up in smaller cities and also 


wide 
years, as needs 
increased substantially in numbers in 


large cities. In addition, government 
users 


their 


and other large 


repall 


installations 
have set up facilities of 
own 

e More Factor—As a 
result, repair shops—in an attempt to 
their have 
a more important factor in the distri 
bution of equipment. Not 


serve as distributors of 


Important 


increase income become 
electrical 
only do they 
new and rebuilt motors and parts but 
controls and 
other ap 
power distribution 
equipment as Probably typical 
of this situation are old-line 
motor repair establishments in_ the 
Midwest whose sales of new 
built motors account for 
thirds to three-quarters of their 
income 

Motor repall 
tial inventories of both fractional and 
integral motors, and one in five will 
$5,000 


as distributors of motor 


parts, and more recently, 


paratus such as 
well 


two 


and re- 
two 
total 


now 


shops carry substan- 


have inventories in excess of 
Generally, new equipment is_ pur- 
chased, but in some cases it is carried 
on a consignment 
e Broadening Base—For 
the motor repair shop may be a 
wholesaler, a parts distributor, and 
an official station. Manufac- 
turers may offer a leading repair shop 
the exclusive distribution of repair 
parts in his Shops selected to 
be parts distributors maintain an ex- 
tensive parts catalogue, stock a wide 
line of parts, and undertake to furnish 
parts even for obsolete machines 
Repair shops also perform special 
services such as keeping a record of 
parts needed for equipment used by 
certain types of customers so that they 
can order parts easily 
special forms are furnished by manu- 
facturers to provide a record for easy 
parts replacement and to permit the 


basis 


some lines, 


service 


area 


In some cases, 
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Motors and Generators (cont.) 





To be avoided: 


ad- 


are 


user to order by number. In 
dition, maintenance contracts 
signed with some industrial organiza- 
tions which provide for the continuing 
maintenance of motors 

All told, the motor repair establish- 
ment is a very important part of the 
marketing structure for motors and 
is tending to perform a_ broader 
range of functions as time goes on. 

Motor repair shops illustrate the 
evolutionary process which is con- 
stantly at work in the marketing 
structure. Establishments change their 
methods of operation and the func- 
tions performed as the demands for 
goods and services change. In general, 
there is a tendency for agencies to 
broaden the range of services per- 
formed as they find a place in the 
market. This is exactly what has 
happened with respect to motor 
repair shops. 


Sales Promotion 


[he promotional activities of motor 
manufacturers include the work of 
their sales organizations, their adver- 
tising programs, and participation in 
various promotional devices such as 
trade and industry shows. By virtue 
of the great need to present the tech- 
nical features of this type of product 
and to be of assistance in handling 
specific problems involving the design 
of custom equipment, personal sales 
cdntacts are of primary importance. 

[he bulk of the motor manufac- 
turers’ promotional expenditures, con- 
sequently, go into personal selling, 
whether the job is done by a sales 
organization or an agent. The ratio 
of personal selling to advertising ex- 
pense is likely to be six or eight to 
one, although in branded specialty 
products the share of advertising will 
be considerably higher 
e Wide Contacts—Motor manufac- 
turers find it necessary to maintain 
sales contacts with distributors, con- 
tractors, utilities, railroads, industrial 
buyers, repair shops, and consulting 
engineers. All of these are important 
factors in the market either as buyers 
or as specifiers, and all need to be 
cultivated. The manufacturer is not 
doing an adequate sales job unless he 
is engaged in this across-the-board 
promotion 

Advertising expenditures typically 
run from one and one-half 
per cent of The major media 
used are trade papers and direct mail, 
but house organs and catalogues are 
also important. 


one to 


sales. 
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overextension 


e Reciprocity in Picture—Reci- 
procity is a _ factor of some 
consequence in the competitive pic- 
ture, although its importance is diffi- 
cult to assess. One motor company 
indicates that Akron has been a poor 
market for it because another manu- 
facturer had a reciprocity agreement 
with the tire manufacturers. Undoubt- 
edly, these situations are fairly com- 
mon, but as a policy matter recipro- 
ity is a factor of importance only 
in those cases where manufacturers 
are in a position to exert pressure on 
their suppliers of other products. 
Unless a substantial volume of 
business is involved, taking advantage 
of a reciprocity situation may create 
more problems than it is worth. 


Costs of Marketing 
The marketing costs of a motor 
manufacturer who does a large vol- 
ume of OEM business and sells also 
to industrials and distributors would 
look about like this: 


Per cent to sales 
Personal selling expenses 
and field warehousing 6.5—7.5% 
Advertising 1.0—1.5% 
Freight out 3.0—3.0% 


Total 10.5—12.0% 


One manufacturer indicated that 
freight costs, particularly, are contin- 
uing to rise and that this year 
his total marketing costs probably 
will be nearly 13 per cent. 

Should freight costs continue to 
advance, manufacturers may find it 
profitable to increase their stocks 
in major markets distant from the 
plant. Carload or truckload shipments 
could be made to these stock points, 
and water shipments could be made 
to the West Coast. Consequently, 
L.C.L. or L.T.L. rates would be 
applicable over a substantially shorter 
distance. In addition to the savings in 
freight, stocks would be closer to 
customers, and quicker deliveries 
could be made. 


Some Observations 

[he marketing of motors and 
generators is a very complex activity. 
[his complexity results both from the 
diversity of products and the many 
types of users. 

The wide range of motors starting 
with the fractional hp motor, pro- 
duced by the thousands, and extend- 
ing through various types of standard 
integral motors and many more kinds 


of specialized motors, some custom- 
made, poses a major marketing prob- 
lem. The same broad range exists 
in generators with the small, stand-by 
generator set at the one extreme and 
the $2.5 million turbine-generator 
utility installation at the other. 

Users range from the household 

purchaser of a fractional horsepower 
motor to the metropolitan utility 
buying a turbine-generator set, and 
from the small business which buys 
an occasional integral motor to the 
OEM account which buys fractional 
horsepower motors in the tens of 
thousands. 
e Requires Many Middlemen—Mov- 
ing such a diversity of products re- 
quires many kinds of wholesale and 
retail middlemen. The functions and 
position of these middlemen have 
been discussed. The functions must be 
performed, and each of the middle- 
men presently in the structure is 
necessary. 

As a result of the strong competi- 
tion in this field in product design 
and quality, in service, and in price, 
manufacturers are taking a greater 
share of the responsibility for promo- 
tion and for physical distribution. 
Within limits this responsibility is 
well-placed, provided the manufac- 
turer does not undertake jobs which 
can be performed better by a whole- 
sale middleman. 

Aiding the wholesaler in his pro- 
motional activities and helping to train 
the salesmen of distributors and 
agents are desirable steps for the 
manufacturer to take. Whether manu- 
facturers should proliferate their field 
stocks is another matter. If this trend 
should result in small field stocks 
carried by manufacturers across the 
country, the result would certainly 
be higher costs with no gain to the 
industry as a whole. 

A limited number of well-placed 
regional stocks may be desirable, but 
the duplication of distributor stocks 
would be quite unjustified. This as- 
sumes that the distributor does per- 
form his basic function of carrying 
stocks of standard items. 

Manufacturers’ marketing costs ap- 
pear to be reasonable in terms of the 
job which needs to be done. Manu- 
facturers need to be on constant 
watch, however, to avoid overstep- 
ping the point at which the extension 
of their marketing activities becomes 
uneconomical and, therefore, an 
unnecessary added cost to the user. 





Reprints Available 


Copies of this study are available at 
the following rates: 1-49 copies, $1.00 
each: 50 or more, $.75 each. Address 
orders to Dept. 270-043 ELECTRICAL 
WHOLESALING, 330 W. 42nd St., N.Y. 
36, N.Y. 
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UNBREAKABLE VINYL 


can't crack, chip, or break 


MOLDED-IN CONSTRUCTION 
blades acts, terminals 
ocked in nothing can wobble 
or fall out 


cont 
j 


DEAD FRONT CAPS 

bock-wired for greater safety 
No fiber washers to fuss with 
or lose 


ONE-PIECE CONNECTORS 

no eyelets or rivets 
Double-wipe contacts per 
manently anchored in vinyl 
bodies 


m~ 


RIGHT FOR EVERY JOB 
unbreakable 
acid, oil, greose 
break under roughest use 


Pi 


/ 


vinyl 


resists 
can't 


N 
No. 209 — One-piece connector 


PVC ROYALOK’' 
OFFERS SO MUCH! 


SAFER, EASIER TO WIRE 
you get clean, safe wiring every 
time. Handy fact-tag with each 
device shows simple easy 
wiring 


ROVAL ELECTRIC CORPORATION 


an 


Now 
space with attachment « ips and connectors 

of different materials. Only 
PV¢ has ALL the qualities necessary to 
serviceable under even the 


order PV(¢ TODAY! 


you don't have to tie up « ash and shelf 


many one 


make 
Don't wait 


the new it 


most severe conditions 


A 


ane 
associate of International Telephone and Telegraph Corporation 


PAWTUCKET RHODE ISLAND 
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N 
No. 212 - 


$0 
tors for 2- and 3 


No. 155 — Dead front cap 
No. 207 — One-piece connector 
Polarized 2-wire 10A 
15A 


gt 


No. 156 — Dead front cap 

No. 208 — One-piece connector 
A 

15A 


250V 
125V 


250V 


125V 


3-wir 


Polarized 


Grounded 


= 


No. 158 — Dead front cap 
No. 211 — One-piece connector 
Polar 2 20A 250V 


zed 


y 
o. 157 — Dead front cap 
Po 


20A 


2 250V 
10A 


600V 


rized 3-wire 


nded 


o. 159 — Dead front cap 


One-piece connector 
Gro 270A 


fled 4-wire 2 250V 


0A — 600V 


ad 


nd Connec 


3 re ops t s. both 125 
4 250V with the same breakable 
ble tructic ecture 





N. J. MacDonald 
President 
The Thomas & Betts C 


= market conditions are a brutal grind. Many distributors are being 


put through a competitive mill, the like of which they ve never seen before 


\ rough situation—and one which makes the benefits of the T & B Plan of 
100% Wholesaler Distribution in action stand out more dramatically than ever 
Take T & B’s Price Protection policy. With it, our distributors 

have held down their risk of inventory losses in a declining market 

And our liberal Return Goods policy. It enables our distributors to maintain 
clean, readily saleable stocks 

In order to support our policy of 24-hour shipment on standard shelf goods, 
T & B has made a tremendous investment in inventory. We're helping 

our distributors protect themselves against the shortsighted competitive 
challenge thrown down by direct-selling manufacturers. 

This year, N.A.E.D.’s Golden Anniversary coincides with T & B’s 

Diamond Anniversary. I believe it’s a good time to restate the T & B Plan of 
100% Wholesaler Distribution. Here is a policy statement which was 
formulated and published 21 years ago, in 1937. Since then, it has stood up 
through all extremes of economic stress—depression, defense, war, 
reconversion, prosperity and recession. 


Nothing that I can foresee will cause us to change it. 


THE THOMAS 


30 Butler Street « 


Thomas & Betts Ltd. 
MANUFACTURERS OF FINE 





fh) {y J Sanit CTS, 


_ Plan of 100% Wholesaler Distribution 


More than 60 years’ experience has convinced trical material, because anything we can do 
The Thomas & Betts Co. that Wholesaler Dis- to help him, helps us 
tribution reduces the selling price of electrical To accomplish the objectives of the T&B 
supply material to the user. Therefore, our Plan, we will continue to advertise to the user 
policy has been to distribute T&B products — the value of the many services performed by 
exclusively through the Electrical Wholesaler the Distributor. Through all means at ow 
In 1937, we evolved the T&B Plan, the | command, we will broadcast our policies and 
objective of which is to strengthen the T&B demonstrate the underlying economic reasons 


Distributor’s position with the users of elec- for those policies 


THE FOLLOWING POINTS IMPLEMENT THE T&B PLAN IN ACTION: 


The Thomas & Betts Co. will constantly te’ The Thomas & Betts Co. offers a libera The Thomas & Betts Co. will constantly 
demonstrate the economies of the Electri- 2 Price Protection policy. Any price redu G maintain the highest quality of its prod 
cal Distributor’s services to his customers C tions published by T&B will be retroactive ucts through recognized statistical quality 
through national advertising integrated to include shipments made to Distributors ntrol methods 
with general promotion Stocks since and including the first day 
of the preceding calendar month 

The Thomas & Betts Co. will continue to 
The Thomas & Betts Co. will — without The Thomas & Betts Co. will build demand pioneer in developing new products for 
exception —bill T&B material only to an for its products thr 


authorized T&B Distributor advertising, direct mail, and sales pro redesign its products and improve manu 


ough continued space new uses. T&B will also continue tc 
motion campaigns facturing methods for maximum product 
improvement and cost reduction 
The Thomas & Betts Co. maintains a One 
Price policy—without discrimination in 
any form 


The Thomas & Betts Co. will help you 

compete with direct-seliing manufacturers 

by making the services of the T&B Engi The Thomas & Betts Co. will keep 
neering Department a part of your organi // information, catalogs, packaging 
zation on ‘‘special’’ as well as standard labels up-to-date at z 


The Thomas & Betts Co. maintains a lib 
customer requirements 


eral Return Goods policy. Under the con- 
ditions outlined in published terms, T&B 
will grant permission for the return of The Thomas & Betts Company's Repre- ]? The Thomas & Betts Co. will make avail 
any T&B standard catalog items, which sentatives are factory-trained to help the able to the T&B Distributor promotion 
have been shipped to Distributors’ stocks T&B Distributor’s personnel with product -~ materials and selling heips both to pro 
for full merchandise credit or exchange sales meetings, inventory control, techni mote its products and to re-emphasize the 
without service or freight charges cal advice, missionary sales calls, etc Distributor’s es 


ential services 


& BETTS CO. 


Elizabeth 1, New Jersey 


Montreal, P.Q., Canada 
ELECTRICAL FITTINGS SINCE 1898 


ENGINEERED 





Mire CR AE 


MANUFACTURING CORP 


and affiliate 


ro 


FINLAND HOUSE 
Sh sation gy 


(_ ongratulates 


the NATIONAL ASSOCIATION of ELECTRICAL DISTRIBUTORS 


on their 


CONCENTRIC RING 


LITECRAFT Manufacturing Corp. extends best wishes to the NAED 
and its many members on this memorable occasion . 


. the celebration 
of their 50th anniversary 


aS a cooperative organization devoted to 
improving distribution methods for the many diversified products of 
the electrical industry. 


MODULAR FLUORESCENT 


We at LITECRAFT are proud of our past and present relationship 
with your Association and its many 


individual members . . . and 
sincerely trust that we will be a contributing factor in the celebration 
of your 100th anniversary. 


RECESSED INCANDESCENT 
Sincerely, 


Bos Paine 


Ben Roisman 
President 


P.S. While you're at the NAED Convention in San Francisco 
1011-13 in the Civic Auditorium 
Mark Hopkins and let 


, visit our booth 
. or our hospitality suite at the 


us extend our best wishes personally. 


RECESSED ADJUSTABLE 


America’s most complete line of quality lighting 


I WIE «CR AE "ae 


ae wn Ul CASE ow. ee ee C2 2 
NEW YORK CITY * PASSAIC, N. J. * GLENDALE, CALIF. 
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STEELDUCT 
BELIEVES IN Se 
‘DYNAMIC DISTRIBUTION’ 


Which Means, Specifically that..... 


Steelduct products are sold 100% through 
distributors. 


Large factory stocks assure prompt shipment of 
distributor orders. 


Informative catalogs and data sheets are furnished 
for distributor use. 


National advertising supports Steelduct distributor 
selling. 


See Steelduct , i : . 
ss Baik se Steelduct supplies distributors with a full quality 


NAED Convention. line including ae 


e RIGID STEEL CONDUIT — Hot Dip Galvanized or 
Black Enameled . . . Couplings — Nipples — Elbows. 


ELECTRICAL METALLIC TUBING — The EMT with Blue 
Bend-Aliner stripe for fast lineup of accurate bends. 


EMT ELBOWS 


STEELDUCT BENFIELD BENDERS —The simplest, 
fastest tool for both conduit and EMT. 


Write for complete Distributorship information. 


THE STEELDUCT COMPANY 


REPUBLIC STEEL BUILDING 
YOUNGSTOWN, OHIO 








are carefully engineered, 
practically every type of 
nome... for almost every ceiling 


n or Wide! 1’x 2’, 1’x 4’, x6’, 
Se 
Selection! 1, 2, 3 or 4 lights in 1’ models, 
re! Feat Prismoid GrateLite* or 
Diffusert. 12 bottoms for 1’ models, 
| New shallow depth. Light that's light 
J neat. 
Installation! Complete units, ready to 
| can hang them. Modular lengths to 


ntenance! Bottoms can be hinged from 
“quick re-lamping and cleaning, 


i. 


% _ Specified and Stocked from Coast to Coast! 


Cea, ks 
¥ WRITE FOR COMPLETE INFORMATION TODAY! 


SeTHeE EDWIN F. GUTH Co. 
$7. LOUIS 3, MissouR! 


Name in Lighting Singe, 1902: 
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CABLES 


Make Satisfied 


Customers 


THREE TYPES 
AVAILABLE: 


Because Whitney Blake specializes in the 
manufacture of high quality wires and cables, 
you can be sure your customers will get long, 


efficient service from WB Station Control! Cables. 


Rubber insulated and PVC insulated types are 
rated at 600 volts; polyethylene insulated types at 
1000 volts. All are manufactured to IPCEA 
Specification S-19-81. They are designed for 


aerial, duct or direct burial installation. 


For information on special constructions talk to 


your WB representative or write us direct. 


Well Built Wires Since 1899 


a tet Be hse "oot SS eee 


WHITNEY BLAKE COMPANY 


Ce aa 
NEW HAVEN 14, CONNECTICUT 
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Why does General Cable have 


General Cable Distributing Centers 
and Sales Offices Coast-to-Coast 


Albuquerque, N.M. — 2100 Zearing, N.W. 
Amarillo, Texas — 323 N. Nelson Street 

Atlanta 18, Ga. — 1401 Ellsworth Drive, N.W. 
Baltimore 18, Md. — 1130 East 30th Street 
Birmingham 5, Ala. — 3508 Fourth Avenue South 
Boston, Mass. — 120 V.F.W. Parkway, Revere 51, Mass 
Bristol, Tenn. — 21 Spruce Street 

Buffalo 2, N. Y. — 17 Court Street 

Chicago 40, Ill. — 5447 N. Wolcott Avenue 
Cincinnati 37, Ohio — 7650 Production Drive 
Cleveland 14, Ohio — 2875 Superior Avenue 
Columbus 12, Ohio — 1140 Chambers Road 
Dallas 7, Texas — 1620 Oak Lawn 


Dayton 4, Ohio — 1256 Stanley Avenue 
Denver 16, Colo. — 4201 E. 48th Avenue 
Des Moines, lowa — 2050 Delaware Avenue 
Detroit, Mich. — 12811 Capital Avenue, Oak Park 37, Mich. 
EI Paso, Texas — 1042 East Side Blvd. 
*Erie, Pa. — 1001 State Street 

*Evansville 14, Ind. — 1326 East Division Street 
Honolulu 13, Hawaii — 742 Ala Moana Blvd 
Houston 20, Texas — 1340 Hahlo Street 
Indianapolis 7, Ind. — 1735 West 18th Street 
Jackson, Mich. — 3507 Wayland Drive 
Jacksonville 5, Fla. — 455 Roberts Street 
Kansas City 16, Mo. — 920 Cable Road 
Lincoln, Nebraska — 5615 Seward Street 

Los Angeles 58, Calif. — 2906 Leonis Blvd. 
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There’s just one reason: to support General 
Cable Authorized Distributors with the fastest 
and most efficient service possible. 


<P Distributing Centers are conveniently located, 
readily available to each Authorized Distributor. (We 
regret that we are unable to sell to other than our 


Authorized Distributors from these Distributing Centers.) 


V7 Distributing Centers save storage space and 
expense of records, inventorying, obsolescence and 
physical losses, because they carry the “back-up” stock 
(and slow-moving items) distributors need. 


4 Distributing Centers are staffed with experienced 
personnel who are prepared to assist in overcoming 
customers’ problems. 


< } 
~t 


/ Distributing Centers provide automatic replenish- 
ment of stock for Authorized Distributors, without addi- 
tional paper work. 

GENERAL CABLE CORPORATION 


420 Lexington Avenue, New York 17, N.Y. 
Offices and Distributing Centers Coast-to-Coast 


aN 


< 
wy 
for quality and service... specify G e ba | i RA a* é CA r L Ee 


Memphis 6, Tenn. — 1792 Latham Street 
Miami 42, Fla. — 3501 N.W. 60th Street 
Milwaukee 13, Wisc. — 6520 W. State Street 
Minneapolis 20, Minn. — 404 W. 79th Street 
Newark, N. J. — 1071 Hudson Street, Union, N. J. 
New Haven, Conn. — 463 Boston Post Road, Orange, Conn. 
New Orleans 25, La. — 3923 Euphrosine Street 
*New York 17, N. Y. — 420 Lexington Avenue 
Philadelphia, Pa. — 95 S. Eagle Rd., Havertown, Pa. 
Phoenix, Ariz. — 3316 E. Washington Street 
Pittsburgh 12, Pa. — 2242 California Avenue 
Portland 10, Oregon — 2215 N.W. Quimby Street 
Raleigh, N. C. — 2323 Campbell Street 
Richmond 21, Va. — 2315 Westwood Avenue 
*Rochester 4, N. Y. — 42 East Avenue 
*Rome, N. Y. — Railroad Street 
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Sacramento 21, Calif. — 915 Fee Drive 

St. Louis 9, Mo. — 4983 Fyler Avenue 

Salt Lake City 4, Utah — 22 Jeremy Street 

San Antonio 10, Texas — 311 Eads Avenue 

*San Diego, Calif. — 520 E Street 

San Francisco 24, Calif. — 185 Industrial Street 
Savannah, Ga. — Savannah Industrial Park, P.O. Box 3487 
Seattle 4, Wash. — 1137 W. Manford Street 
Springfield, Il]. — 920 N. MacArthur Blvd. 

Syracuse, N. Y. — Wavel Street, East Syracuse, N. Y. 
Tampa 10, Fla. — 2515 E. Hanna Avenue 

Tulsa 5, Okla. — 6848 E. 41st Street 

*Washington 1, D.C. — 261 Constitution Avenue, N.W. 
*Wichita, Kansas — 255 North Main Street 


*Denotes Sales Offices only. 





“TOUGH conduit coupling jobs 


(Type ‘‘SP"’) 


Interior thread meshes 
with conduit threading 
for rigid, tight-fitting 
connection. 


are easy with 0. Z. 
Siacouplings 


To install, simply slip over one 
conduit end, butt ends of both 
One piece malleable iron conduits, slide fitting back into 
construction facilitates position and tighten nuts. 
Bolt heads are held in place by handling during installa- 
shoulder on coupling, eliminating tion 
need for second tool. 


Butt the conduit ends within the 0. Z. Split Coupling 
—tighten two nuts with an ordinary open-end wrench 
and presto... you have a permanent, close-fitting, 
rigid connection. 


Drastically reduced installation costs, plus initial 
savings of as much as 50% in larger sizes, over similar 
competitive fittings, are just two of the many reasons 
why you should specify 0. Z. Split Couplings for your 
difficult conduit coupling jobs. 


* “Tough” — (Where ordinary couplings can’t be ae 
sana’. lek Ghemeudees elena, ean, Seah Call your local 0. Z. distributor... he is ready to 
ceiling or other obstructions? Can conduits be make immediate delivery from stock on sizes from %" to 5”. 
turned due to bends? Is space or accessibility a 
factor? Just install an 0.Z. Type’'SP"’ Split Coupling 


* CAST IRON BOXES 

« CABLE TERMINATORS 

+ POWER CONNECTORS 

+ SOLDERLESS CONNECTORS 
+ GROUNDING DEVICES 

« CONDUIT FITTINGS 


O 262 BOND STREET + BROOKLYN 17, N.Y. Cape Fivrincs 


Sales Office and Warehouse: 406 So. Cicero Avenue, Chicago 44, Ill. © ESterbrook 9-0326 
Office and Factory: 749 Bryant Street, San Francisco 7, Calif. © GArfield 1-7846 


ELECTRICAL WHOLESALING—June, 1958 




















Type SF 
Recommended for 
Aluminum to Aluminum 


_ eT SEEM 
wee 


Re il 





This Blackburn 6-Frame Tap Con- 
nector assures complete separation 
and protection of the conductors 
The Drip-Guard is unnecessary for 


this application 


Both Designs Available 
Pre-Filled 


Type SD or SF may be ordered pre- 


filled with Blackburn’s superior 
oxide-inhibiting compound, Contax 
Pre-filling eliminates the possibility 
of an installation being completed 


without inhibitor, 


Write for samples 


) 









ein = 
A Mi S 
GY S$ 
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(Patent Pending) 


in BLACKBURN 


6-Frame Tap Connector 


CUR 





Exclusive New 


-DRIP-GUARD. 


SEPARATOR 


> Assures Separation of Conductors 


> Provides Needed Extra Protection 
on Bi-Metallic Connections 


RENT CYCLING TEST TELLS THE STORY 


Current Cycling Test Conditions: 


] 


This rugged Blackburn design provides protection for conductors from both 
galvanic corrosion and physical damage. The Blackburn Drip-Guard Sepa- 
rator, plus the completely enclosed tap, prevents corrosion products from 
bridging the gap between the copper and aluminum conductors. Copper wire 
now can be used as main or tap without corrosion damage to the aluminum 
conductor. 

In addition, the superior Blackburn design, which incorporates external 
channels parallel to the tap hole, assures uniform encirclement of both con- 
ductors when compressed. 

Shot-blasted surfaces protected by an oxide-inhibiting film insure oxide-free 
connectors at jobsite. 


















TYPE SD 





Cables: 4 Stranded Copper; 2 ACSR. 
Cable operating temperature: 125 & 
Cycle: 2 hours “On", 1 hour “Off”, 
Length of connection: 24 inches. 
Resistance of equivalent length of wire: 
522 microhms 

Cables were wire-brushed, byt no prdo- 
tective compound was used. 

Curves represent an average of seven 


tests 


Wire TODAY’S home for TOMORROW'S living 


Tage aya 


1041-12 





CAT. NO. 
Tawes-125 

NOLTS-20A40 AC. 

POLES” SSN 








125 AMPERE MAIN LUGS 


SIX 30 or 60 Amp. two fuse pullouts act 
as individual ‘means of disconnect” for 
console ranges, washer-dryers, dryers. 
water-heaters, air conditioners, and “‘built- 
in-kitchen"’ appliances as wall ovens, table 
top griddies, surface cooking units, etc., . ninhinibaaanion anenaieiliieaion 
and as a “Lighting Main” for TWELVE 30 2s — 
Amp. plug fuse branch circuits, sufficient in CAT. NO. 1041-12 
number for all 110 V_ lighting and appli- 


ance circuits. 
FEATURES: 
One 60 Amp. pullout functions as "Main 
Switch” for all plug fuse branch circuits. 
One 60 Amp. appliance pullout in parallel 
Three 30 Amp. appliance pullouts in paral- 


lel 
One 30 or 60 Amp. appliance pullout is 
unconnected to serve as a separate and 


independent water heater control 
Other combinations may be ordered 


Write for catalog #5201 


ENERAL SWITCH COMPANY 


DIVISION OF NORBUTE CORPORATION 
45 ROEBLING STREET + BROOKLYN 11, N. Y. 

















ENCLOSED SAFETY SWITCHES - SERVICE ENTRANCE EQUIPMENT - BRANCH CIRCUIT PANELS 
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HEAVY DUTY 
PORTABLE CORD 


CONTRACTORS AND MAINTENANCE MEN 
DEPEND ON ROYAL PORTABLE CORD 


The men on the job know and trust Royal — the name 
that’s universally recognized throughout the 
electrical industry for quality and dependability. 
They prefer Royal Cord because it’s made right and 
packaged right . . . and because it’s quick 

and easy to use. 


Cash in on the acceptance Royal has with you 
customers . . . stock Royal Rubber, Neoprene, and 
Plastic Jacketed Cords . .. Royal Machine Tool Wire 
... Royal Lamp and Fixture Wires . . . and Royal 
“Powr-Kord” Heavy Duty Extensions 


ROYAL ELECTRIC CORPORATION «+ Pawtucket, Rhode Isiand 


an associate of International Telephone and Telegraph Corporation 





TOMIC SHOWS BIG GAIN 
E>) FORFIRST QUARTER! 


id eee a | a ed 


* OUTSTANDING %* 100% WHOLESALER 


PRODUCTS POLICY 
INCLUDING OEM'S 


SF 


» Vien. ‘ely to Tomic. 
sien S the best job! 


TOMIC SALES « bp tnhdnairisine- CO. 


gag gm erwoo bt" Ave. e Detroit 34, Mic Pi 





*Red-D that is! 


When you see RED Diamond Red, that is... it’s one time you can sit 





back, relax and enjoy it! Diamond's nationwide reputation for quality 
wire products and ‘‘on schedule” delivery has established them as she source 
for seven of your basic wire requirements. Give RED-D your order 


now...and you'll smile when faced with emergency delivery requests 


Diamond is a prime supplier of: 
H : 
Portable DTW Smal! DTX Type SE ABC Armored Ronge 
Red-D-Prene® /[§ Diameter Non-Metallic Service Bushed Coble Cord Sets 
& Black Building Wire White Entrance Cable 


Diamond Sheathed (Armored and 
Cords Cable Unarmored) 


DIAMON D 


WIRE and CABLE Company 


Sycamore, Illinois 
WAREHOUSE: BIRMINGHAM, ALABAMA 
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When you and your customer are... 


Face to face with a selling decision 


] 


1 ’ , 
Your customers sometimes rely on vou 1any others ou may reduce ur ll ind othe 


to recommend the right wire or cable ventory requirements Single-conductor FlexAll is U/L ip 
for the jobs they want done. In most Rome's FlexAll is ideal for locations proved as Type UI Underground 
buy the brand vou suggest where the atmosphere is moist or corro Feede1 ind is availa in sizes 4 
hemical plants, livestock AWG to 14 AWG. Two- and three-con 
yours building torage plants, and ductor types are approved as both UI 
I NEC equirements and Type NMC (non-metallic sheathed 
When you stock Rome’s FlexAll you Poe eet eee - a IeCALIC SHE Ate’ 
11 tor direct-ir ul burial—in wet or dry corrosive-resistant), and come in sizes 
get one multi-purpose cable that you ; 
ar locations 10 AWG to 14 AWG 
iny Waira 
] Make vour sellir recommendations 
duty branch circuit use—inside or out Easy Storage Kaged in 250’ or . 
y << h. by stocking Rome’s FlexAll. Con 


4} eCasic! 


And since this cable can do the job of 500’ cartons for neat compact storage 


yrand-selling decision is really such as ¢ 


] 
can recommend for almos 


tact your nearest Rome Cable repre 
National Advertising Support—Ron« sentative tor more intormation—or write 


issists your selling efforts by regula to Department 349, Rome Cable Cor 


Ce idvertising in national trade magazines poratic n, Rome, New York. 
30 — 
Flex an" ROME CABLE 
exAll 


SC oOo FP PF GB RP A TFT OO OUR 
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Dayton protects you with 





on Electrical Tape 


Now, for the first time, distributors may have the pro- 
tection of a written policy, covering the only complete 
line of electrical tape—the Dayton Holfast line. This 
policy offers today’s broadest range of tape distrib- 


OHIO 


utor benefits, including complete distributor handling 
of quotations and sales for specified broad markets. 
With not only friction and rubber tape, but also the 
only line offering two kinds of plastic tape, (Poly- 
ethylene and Vinyl) Dayton Helfast is available in a 
type for every electrical need. Check these features 


of Dayton’s stated policy on this outstanding line: 
HOLFAST 


direct sales aid: Assistance of specialized Dayton 
field organizations for electrical, industrial or auto- 
motive distributors. 


DAYTON 1 


efficient delivery system: Strategically-located na- 

tionwide warehousing set up to expedite distributor Y 

stock servi me eo tas» ae 5 
complete maintenance and replacement sales: All 

quotations and sales, with specifically designated ex- R 
ceptions, handled by distributors. 


> 
> 
< 
C 
~ 
~ 
~ 
> 
< 

> 
4 


THE 


new, modern packaging: new, bright colors... new, 
functional design...make Dayton Holfast easy to 
identify, attractive to display. 


four kinds of tape: b= | 
Z on Nees 
FRICTION extra layers of face gum, for maximum alj ori yt pr 
tack and general usage. 
RUBBER great elasticity and tensile strength, fuses 
without heat into a solid mass 


VINYL PLASTIC tough yet pliable, neat-wrapping Gentlemen: Tell me how I can increase my volume with 
Dayton Holfast Tape sales 


THE DAYTON RUBBER CO., Tape Division, Dayton 1, Ohio 


and compact. 
POLYETHYLENE PLASTIC won't crack or harden in 
cold weather. Replaces friction-rubber combinations 
firm 
highest quality standards: Rubber and both plastic 
tapes certified by Underwriters’ Laboratories. address 


well-established product name: 
Dayton, World’s Largest Manufacturer of V-Belts. 
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THE ORIGINAL 
INDENTER FITTINGS 





BRIEGEL RED THROAT 


@ Protruding rounded red plastic 
lip of bushing prevents cutting 
of insulation— eliminates shorts. 


Full thread screws into all con- 
duit fittings. Lip of RED THROAT 
bushing protects thread from damage. 


Deep dished eight pronged lock 

nut is easier to drive on—screws 
flush to shoulder and digs into metal 
of box for vibration proof positive 
ground. 


© Two quick squeezes with The 

Briegel Indenter and BM All 
Steel Indenter Fittings are set forever. 
Metal is pressed into metal for perma- 
nent installation and positive ground. 





C BRIEGEL METHOD TOOL -) 








C cAT NO.607 PAT PEND.) 








NEW POCKET SIZE INDENTERS 


Just 10” long, these new patented 
Permanent locked tn bush: compound leverage indenters are 


ing insures smooth burr- only plier size. Lighter to carry and 


free raceway for easy easier to use—the leverage does the 
fishing. No extra work. work. No. 607 for %2” and No. 608 
for %" fittings. 


METHOD TOOL COMPANY 


GALVA, ILLINOIS 


All B-M Indenter Fittings are U.L. Approved as 
concrete-tight and for general use (File Card E10863). 
Also comply With Federal Specifications W-F-406, 


APPROVED AS CONCRETE-TIGHT 
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PORTABLE CORDS - WELDING CABLES - MINING MACHINE CABLE 
LAMP CORDS - THERMOSTAT WIRES-- POWER SUPPLY CABLE 
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O. K. TAPES 
USED EVERYWHERE 


_ 


we Ax: 2 ary 
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Whatever the job . wherever the location . . . you'll find O.K. Tapes giving 
years and years of dependable service. Say ().K. Tapes... they’re O.K. in every way. 


O.K. FRICTION TAPE provides greater adhesion, 
higher tensile strength, and greater insulating prop- 
erties. Pre-cut : non-raveling. Packed in all 
trade sizes. 


O.K. RUBBER TAPE provides high insulating quali- 
ties even when stretched 3 times its original length. 


Special separator permits easy stripping . _. all sizes PLASTIC TAPE, 


all packs 


ELECTRICAL 


a = 


O.K. PLASTIC TAPE with its greater strength “hugs” 
the work better while providing ample dielectric 
resistance. Manufactured in all trade sizes including 
No. 10 for heavy duty work. 


REPRESENTED BY: SOLD EXCLUSIVELY THROUGH WHOLESALERS 


C. L. Arehart Co. *Hayjax Company 
5316 Garfield 43@ Colyton St. 


Kansas City 30, Mo. eo Angeles 13, Calif 
Se ae RUBBER COMPANY, INC. 
Little Rock, Ark. “Gleveland 13, Ohio" BOSTON 30, MASS 


ene 2, wo 
incinnati, Ohio 
"Burg a Elen. tne. Columbus 18, Oo 
: , as ayton 2, io °Kraft, G Cc °E. BR C 
Philadelph , Pa. : raft, George Com td . Rouzer Company Stout Electrica! Sales 
526 Monument st, !@do 2, Ohio 1501 NW Kearney MAIL: Box 6642 338 W. 45th St. 
Baltimore, Maryland Portland 9, Oregon Minneapolis 20, Minn. Cincinnati 2, Ohio 


*Hoffman Brothers ° 
1c. Walter S. Nash A. C. Schultz Co. *Suchman & Coulter, Inc. 
pons. Che. 1306 Holden 751 Chestnut St 76 So. Long St. Miami 42, Florida 
Dallas 20, Texas etroit 2, Michigan Atlanta 18, Ga. Buffalo 21, N. Y. Tampa, Florida 


Ronald E. Grind ° Keeler, Whit L. P. O’Brien Sales Co. Charles Segal Company A. J. Weitbaecher Co. 
104 ok } emo 615 deg iagmaaane 801 Second Avenue 1262 Commonwealth Ave 545 Dryades St. 
Pittsburgh 35, Pa San Francisco, Calif. New York 17,N.Y Boston 34, Mass. New Orleans 12, La. 


Emmet Parkerson, Jr. *Paul Sherrill *White Sales Compan 
6163 Inwood Drive P. O. Box 38 2134 W. Van Buren St. 


*WAREHOUSE STOCKS Houston, Texas Greensboro, N. C. Chicago 12, Ill. 
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Lead the League 
in profits by promoting 
and selling Quality...se// 


THE BEST COSTS LESS INSTALLED 


Quality leads the league! Step up to the counter. Bat with 
Republic’s ELECTRUNITE® E. M.T. and you're sure to hit high 
in sales and profits to electrical contractors because... the 
best costs less installed. 

ELECTRUNITE, league leader in quality, produced by Republic, 
is quality controlled from the mine, through the mill, to 
manufacturing. Every length meets local, state, and national 
electrical codes and specifications. 

ELECTRUNITE, leader in installation economies, is ““INCH- 
MARKED’”® in feet and inches in all popular sizes for easy, 
accurate measuring. Exclusive “INSIDE-KNURLING” reduces 
wire pulling as much as 30%—and full length ‘““GUIDE-LINE” 
simplifies bending. 

ELECTRUNITE is first, too, in national and regional adver- 
tising to your key customers and prospects and is supported 
by the largest direct mail, merchandising, and sales program 
in the industry. More reasons why you can do more business 
with ELECTRUNITE on your shelves! 

Get into the big league of electrical conduit selling by pro- 
moting the many sales advantages of Republic ELECTRUNITE 
E.M.T. Call your nearest Republic representative or write 
direct for complete information. 


REPUBLIC STEEL 


STEEL AND TUBES DIVISION 


Cleveland 8, Ohio 
~ 


See us at Booth #910—NAED—Civic Auditorium 
San Francisco, California—June 8-12 
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+ « « an exclusive sales 
feature that teams up with the ELECTRUNITE 
Bender for easier fabrication and installa- 
tion. In sizes Ya”, %", 1” and 1%". 





“GUIDE-LINED”... newest sales feature for 
easier bending clignment and better visi- 
bility. Eliminates “wows.” On sizes ¥2”, %", 
1” and 1%”, 


ee ee oe 
INSIDE KNURLING ... cnother ELECTRUNITE 


exclusive. By actual tests makes wire-pulling 
easier, In sizes ¥2”, %” and 1”, 





ACCEPTANCE... first in preference by brand 
name in unbiased surveys... an ELECTRUN'TE 
feature. 


BENDING INSTRUCTIONS 
eee for the ELECTRUNITE® 
bending system... an 
ELECTRUNITE extra, 


eee eevee eeeeeeeeeeeeeeeeeeee @ 


e*t*eeeeeeeee ee eeeeeeeeeeeeeeee eee eee eee eee eeeeeeeeeeaeaeeee 


161 





cORROOW 
ROUGH 


BEAT BOTH 





WITH 


TRIANGLE 


HOT-DIPPED 
GALVANIZED 
CONDUIT 


Triangle Hot-Dip Galvanized Rigid Conduit is made the 
thorough way with no short cuts. It costs more and takes 
considerable know-how to make conduit the hot-dip way, 
but this is the only way to insure a smooth unifo ily gal- 
vanized product with no thin spots or holidays for corrosion 
to get a start 

The virgin zinc is alloyed with the conduit walls, so it stays 
where it belongs in spite of bending, crushing, or rough 
handling. And Triangle Hot-Dip Galvanized Conduit is all- 


post 2 Ripe 


The Trade Mark 
of TOP Quality 





Easy bending, 
cutting and 
threading — 
high grade 
ductile steel 

Uniformly 
heavy zinc 
deposit, 
inside and out 


metal—no need to worry about injury to protective films or 
flash coatings. 
So, when the Code calls for galvanized conduit, make sure 


you get the best—specify Triangle 


TRIANGLE Conduit and Cable Co., Inc. 


NEW BRUNSWICK, NEW JERSEY 
MOUNDSVILLE, WEST VIRGINIA 
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design... 
engineering 
...-Styling 





The CAMBRIDGE 


Hamme 








SPACE SAVER VENTILATING HOODS 


USES NO CABINET SPACE 
FINEST FINISHES for newer ek 
CERTIFIED PERFORMANCE for cuz 
UNIQUE DESIGN .. | trend-setting style for 
3 HOOD STYLES for choice of 


Again Trade-Wind sets the fashion with its smart new 


is fresh, new styling and even greater performance 1% mode 


onda 


The SHEFFIELD — Genuine Stainless Steel The CONCORD 


Ask your wholesaler or write us for complete information 


‘ Soude~Dtjad Vier CHtd, ( SUC. 7755 PARAMOUNT BLVD., DEPT. EW, RIVERA. CALIF. 
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IDEAS FOR I-T-E DISTRIBUTORS 








tN 
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\ 
lf Power station Tranfo-Unit® 

















Primary unit substation J 
Metal-clad switchgear 








CONTRACTOR 

















— 


€ 





























— 
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Cordon 


Tee Tranfo-Unit® 
circuit breaker 





























WwW 











Low voltage 
rawout switchgear 
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INDUSTRIAL 
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Secondary Low voltage 
unit substation power circuit breaker 


° 


























Molded case 
circuit breaker 


























oe 





Low voltage 
Molded case power circuit breaker 
mae circuit breaker 

















LIKE TO SELL MORE ? 


I-T-E’s broad line and favorable policies are designed to help you 





I-T-E distributor sales are made only through haven't sold yet, why not go out after that busi- 
officially authorized distributors. This is a selec- ness. Make this extra profit you have been missing 
tive distributor policy working in favor of I-T-E Feel free to call on your nearby I-T-E sales office 
distributors in their expanding role of serving the for any engineering help you may need. I-T-I 
electrical industry. Circuit Breaker Company, 19th & Hamilton Sts., 


If there are products illustrated here that you Philadelphia 30, Pa. 


Ii-T-E CIRCUIT BREAKER COMPANY 


PHILADELPHIA, PENNSYLVANIA 
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Savings On 
direct burial 
feeders 











1/3 TYPE UF 

















& 
lower material costs ;-— 





Posies sim 


lower labor costs 


1956 NEC regulations now permit the use of UF in single conductor 
sizes through 4/0 for direct earth burial (when provided with 
overcurrent protection) on 600 volt lines. Now you can save both 
on materials and labor by using Columbia UF in place of other 
types of more expensive cable or in place of wire and conduit 
combinations for direct burial applications 


Columbia UF is available in two and three-conductor assemblies, 
with and without ground wire, and in single-conductor sizes 
through 4/0. 


Approved by Underwriters’ Laboratories 


COLUMBIA CABLE & ELECTRIC CORP. 


Serving the Electrical Wholesaler Since 1912 
255 CHESTNUT STREET BROOKLYN 8, N. Y. 


iin ‘ TERR nee Ty on ieee] : 


Flex-Seal Non-Metallic Sheathed Cable .M.T. “Flexible Stee! Conduit 
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Products that Prove 
SLATER MEANS BUSINESS 





with 99394 Plote 


‘ Wholesaler or contractor 

Alternate Switching, 

ON-OFF, OFF-ON you're 'way ahead with the 
finest feature-packed 
switches and receptacles in 
the industry! Write for the 
new streamlined Slater 
Catalog over three 
hundred top quality items 
to make your job easier 

more profitable! 

7635, Neon Pilot P . 

7630, Receptacle . cr P a 

QT-1, Switch New Comparative Catalog 

Number Guide sent on request 


on 97031 
Stoinless Stee! Plate 


SLATER ELECTRIC & MFG. CO., INC. 


G L Ee N c o Vv | X. t.>, N Ee w Vv Oo R K 
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cut cable installation costs 
the modern way::: 


with Loxarmor — the modern 
armored cable whose strength and 
flexibility make it a cost-saving 
alternative to conduit-enclosed 
cable. Rubber-insulated Loxarmor 
with its interlocking S-shaped 
armor is ideal for either power or 
control circuits. 


Lower installation costs — Loxarmor 
eliminates conduit and related in- 
stallation such as making 
bends and using pull boxes... 
especially economical to use in 
cramped quarters. 


costs 


Easier to add or re-route circuits — 
Usually trained in trays or racks, 


Loxarmor cables are easily re-routed 
and are 100% salvageable. New 
cables are quickly added to existing 
trays. 


Use indoors or outdoors — Loxarmor 
can be used in wet or dry locations. 
Indoors or outdoors, Loxarmor 
cables are readily accessible for easy 
inspection and maintenance. 


Less space required — Multiple 
Loxarmor circuits require only a 
little more than half the space need- 
ed for equivalent conduit circuits. 


Loxarmor can be supplied over any 
standard Okonite insulation—rub- 


ber, varnished cambric or plastie— 
depending upon your installation 
conditions and voltage require- 
ments. It is available with galva- 
nized or stainless steel, aluminum 
or bronze armor. Either copper or 
aluminum conductors are of course 
available. 


For dimensional data on Okonex 
rubber insulation applied by the 
strip-insulating process write for 
Bulletin WH -1090. Complete 
splicing and terminating drawings 
and instructions for Loxarmor are 
also included. The Okonite Com- 
pany, Passaic, N. J. 


where there’s electrical power... there’s OKON ITE CABLE 


4740 








SWITCH AND OUTLET BOXES 
Have all These Quality 


Abang 


Clean-cut knockouts — easily removed 


@ Wide-slotted screws with tapered 
points for easy starting 


Deep, clean-cut threads on screws 


and tapped holes 

Smooth edges — no burrs or slivers 
Made of heavy gauge steel 

Uniformly bright electro-galvanized finish 
Engineered to exceed local and 

national code requirements 


WRITE FOR CATALOG TODAY 


PACH A RACO BOX FOR EVERY NEED” 


~~ ALL-STEEL EQUIPMENT INC.  avroro, sini 
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Dry-type transformers rument transformers Air circuit breakers Control Motors 


There’s increased profit 
with a 
Allis-Chalmers franchise 


1. You sell a broad range of top quality electrical products, 
including: distribution, instrument, dry-type and power trans- 
formers, feeder voltage regulators, switchgear, unit substations, 
air and oil circuit breakers, motors and control 

2. You get trained technical assistance, including help on sales 
calls to solve application problems. 


Switchgear and unit 


3. You’re backed by a heavy national advertising program eulistations 


4. You receive both field and factory training. 
5. You're able to keep inventory low because of fast delivery 
from field and factory stocks. en 

7 transformers 
6. A complete promotional program is available to you. , 
7. You are completely protected by the Allis-Chalmers selec 
tive appointment policy. 
8. Your overall market with this wide range of equipment is 
both large and profitable. 
9. Exchange policy on stock products is liberal. 
10. You keep getting new and improved products through A-C’s 
continuing development program 

Power transformers Frame-type breakers 


Let's talk it over 


Some profitable sales territories mers Booth No. 212 at the Na- 
If you'd like informa- tional Association of Electrical 
tion on our sales plans for your Distributors Convention. Or write 
territory, or features of the A-C Distributor Sales Section, Allis- 
franchise, stop in at Allis-Chal- Chalmers, Milwaukee 1, Wis. 


ALLIS-CHALMERS 
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E> creative imagination 
heat 
in comfort control 


ean be more than 


CEs just a substitute for an open flame . . . and 


the open flame’s dangerous and necessary 
limitations — ugly radiators, grilles, ducts, 


pipes, pumps, and boilers. 


Verrall Moe Heat is creative imagination 
in'comfort control . .. an entirely new 
concept in electric heating .. . and the 
first combination of engineered radiant 
comfort and truly smart interior styling 


that must and will serve humanity better. 


We'll be at the Show in San Francisco 


thern flex . ’ 
. .- Come and see what we have! 


| 
get ¢ - 
gua OR 





corporation 


VERRALL MOE DIVISION ¢ MPM Corporation 
STOUGHTON ° WISCONSIN 


Our general offices and manufacturing facilities are in this new, 
TRULY ALL-ELECTRIC building (controlled comfort by Verrall Moe Heat, of course) 
on the banks of the Yahara River in Stoughton, Wisconsin 


..-@ beautiful setting for the creation and development of our comfort control products: 








Copper and Aluminum Paranite Service Entrance Cable 
Bare and Weatherproof Products 75°C. Wet or Dry 


it, 
=)) 


From Source to Service with , 


PARANITE 


PARANITE WIRE AND CABLE DIVISION 
MANUFACTURING PLANTS: Birmingham, 


I 
Essex Wire Corporation Alabama; Anaheim, California; Jonesboro, 


Visit Us Aft 
6, IN DIANA indiona; Marion, Indiana; Tiffin, Ohie 


Booth 1320 ie 
NAED wt errren 

Convention “orm 
FORT WAYNE 


te 


iz) 


RT 
aw 





Paranite Paraflex ° Paranite Type UF Cable 
Non-Metallic Sheathed Cable With and Without Ground 






































> 


Sold only through Recognized Electrical Distributors 


Sales Offices in all Principal Cities... 
1958 
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Cut costs... 
without cutting 
corners! 


Specify... GEDNEY CONDUIT BODIES 


Gedney Conduit Bodies mean lowest installed cost! That’s because they 
are skillfully made of tough, malleable iron, then hot-dip galvanized, and 
finally, they must pass the toughest inspection. Accurate machining and 
threading assure easiest installation... ruggedness assures longest 


service life! 


THE GEDNEY CONDUIT BODY LINE 


INCLUDES ALL TYPES—SIZES 2" To 4" 





TYPE LB—Threaded—for heavy-wall rigid con- 
duit. Use them with Gedney entrance fittings, straps, 
clamp backs to get an entire conduit system that is 
hot-dip galvanized. 





TYPE FS—Threaded—shallow bodies for 
heavy-wall rigid conduit. Hot-dip galvanized 
finish prevents corrosive deposits—means easier 
installation, longer life. 





SCORES OF OTHER GEDNEY FITTINGS are 


available for every purpose—all carefully designed, 





manufactured and inspected to assure economical 
installation and maximum customer satisfaction. 











RKO BLOG., RADIO CITY, NEW YORK 20 


Foundry, Factory and Shipping Point: Terryville, Conn 








GEDNEY FITTINGS FIT 
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WRITE TODAY MAIN OFFICE 
For Full Information 7 4 3300 East Bourne Ave 
’ Baltimore 24, Maryland 
Warehouses Throughout the Country. , oo FACTORIES 
BALTIMORE, Maryland 
Representatives oo" j " MEMPHIS, Tennessee 
in Principal Cities , 


CABLE RIGID CONDUIT ELECTRIC METALLIC TUBING CLIFTALL UF 
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Bulletin 350 with 
wrap-around cover 
removed to show accessible 
contacts. Max. rating: 2 hp. 


Note the clean. modern lines of this new switch... it was 
styled by Brooks Stevens, internationally known industrial 
designer. But its beauty is more than skin deep. Inside its 
enclosure is a rugged switch, designed for easier installation 
and long, trouble free life. 

The compact, low cost Bulletin 350 reversing switch is equiv- 
alent to a three-pole, double throw switch ... and can be used 
with a.c. or d.c. motors. The switch mechanism is a self-con- 
tained unit—independent of the enclosure—thus eliminating 
any possibility of misalignment. 

All Allen-Bradley distributors ... your “Motor Control Head- 
quarters”... have a stock of these new Bulletin 350 drum 
switches on hand. Order them today. 


CHANGEOVER A MATTER OF SECONDS 
to momentary or maintained contacts. 

COMPACT. Switch fits into small space 

easily accessible mounting holes. 

EASIER WIRING with front mounted termi- 


nals and wrap-around cover. 


VO SPACERS. Back or base of switch mounts 


directly on machine surfaces. 





OILTIGHT CAVITY MOUNTING 


The new reversing switch can be furnished 
with a rubber gasketed oiltight cover plate for 
cavity mounting in a machine base. 


ALLEN-BRADLEY 


LV tee eed ate), ba ce) § 
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MALL BELLS AND BUZZERS 


© Groede Sig 














SECTION £ 





It pays to carry a ue 
Auth ee 
Signaling 

Equipment 


...a complete line of fast moving items 


The AUTH Line is a quality line . . . and because it’s so complete it pays you to 
carry it. Additional reasons for making AUTH your signaling line are: competitive 
pricing . . . quick delivery . . . neat packaging . . . national advertising. 

Here’s what the Line consists of: Bells... Buzzers... Horns... Sirens... Non- 
Electric Door Chimes ... Annunciators ... Push Buttons ... Transformers... 
Marine Signals .. . Burglar & Hold-Up Alarm Devices . .. Two-Party Telephones 
.. + Door Openers . . . Apartment House U.S. Mail Boxes. 

The complete line is described in AUTH Catalog Section E .. . forty pages plus 
price sheets. For your copy call your local AUTH man .. . who will be glad to go 


over it with you... or write for it on your letterhead. YOU NEED THE AUTH LINE. 


Fist AND COMMUNICATION Auth Electric Company, Inc. 
SYSTEMS FOR HOSPI ALS, 
INDUSTRY AND SHIPS LONG ISLAND CITY 1, NEW YORK 
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3 NEW 


Pee ff (No. 1374 Neon Pilot Light) 
| (No. 1474 Ivory) 


(No. 1332 Grounding Outlet) 
(No. 1432 Ivory) 


YY 


(No. 1425 Single Outlet) 
(No. 1325 Brown) 


BS uding A NEW GROUNDING OUTLET 


Now the wide range of P&S-Despard wiring devices is extended for even greater 
versatility with the new grounding outlet No. 1332. Nos. 1325 and 1374 have pres- 
sure terminals. Like all P&S-Despard units, they're thoroughly tested for long de- 
pendable life. A turn of the cam on the Despard Camstrap quickly locks-in com- 
binations of any two or three Despard units. Custom-make your installations to 
meet the specific needs of your wiring job—with the original and complete P&S- 


Despard line. 


Send for catalog page on 
these new devices, Dept. EW658 


PASS &€ SEYMOUR, INC. 


SYRACUSE 9, NEW 7, OR K 
60 E. 42nd St., New York 17, N.Y. 1440 N. Pulaski Rd., Chicago 51, Ill. 
In Canada; Renfrew Electric Limited, Renfrew, Ontario 


MAKE THE COMPLETE JOB COMPLETELY P&S 
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Sola specialty transformers solve 


line voltage variation problems... 


FOUR product lines 
to stabilize voltage 
for lighting, electrical, 


and electronic equipment 


Constant Wattage Fluorescent Ballasts by Sola assure with another brand. Your customer simply signs a receipt and 


ated lamp wattage, current, and light output, ee takes the new ballast with hi 
tive starting and long lamp life. In addition to selling 
a premium-quality ballast, you sell outstanding serv- Contractors and engineers like the fact that, on - installed, 
ice when you handle the Sola line. Even though less a Sola ballast can be count upon for years of trouble- 
than 14/100-of-1% of all Sola fluorescent ballasts 


made, fail in warranty, Sola’s Ballast Replacement Program 


free, dependable service. This is due to Sola’s policy of con- 
servative design which requires that every genera! lighting 
ballast meet or exceed CBM performance specifications where- 
permits you to offer immediate free replacement should a 


| 


ever they exist or have been proposed. Available for both indoor 
failure occur. The plan is so liberal that you receive full profit and outdoor use, these are ballasts that “stay sold” and build 


on such a replacement even if it is necessary to replace the Sola repeat sales for your organization. Write and ask for the facts 


Constant Wattage + age Me Lamp Trans- Constant Voltage Transformers for ac regu- Constant Veage Dc pened _Supetes for 
formers for dependab yy tion of pop- lation of electronic and electrical equipment output ampere regula- 
ular size mer y lamy lamp out- stabilize output voltage within +1 tion l with 1 line input variations 
ages from line di, no need f primary \ line fluctuations up to +15 easy for | fluctuating, or voltage-sensi- 
taps extended np low starting t nstall, no mechanical adjustment no ive load no! ving or adjustable parts 
current rege oper ir t protectio noving or renewable part no tube »t omy i reliable 


Write for bulletins shown below 


Sola Electric Co., 4633 W. 16th St., ( zo 50, III shop 2-1414 e Offices Principé in Canada, Sola Electr 


SOLA fe 


f = : | 


MERCURY LAMP TRANSFORMERS FLUORESCENT LAMP BALLASTS CONSTANT VOLTAGE TRANSFORMERS REGULATED DC POWER SUPPLIES 
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This Modern Building Has Life-time 
Wiring Protection -- Thanks to 


YOUNGSTOWN “BUCKEYE” CONDUIT 


First National Building, Tulsa, 
Okla. 
Owner: Fifth and Boston Corp., 
Tulsa, Okla. 
Architect: Carson & Lundin, 
New York, N. Y. 
; General Contractor: Manhattan 
Fifth and Boston Corporation’s ; Se rection =o, Musheges, 
strikingly beautiful First Na- Me Bteatetonl Contractor: Western 
‘ A Jivisic f ° ziv : so. 
tional Building at Tulsa, Okla- : a 
homa, utilizes quality-controlled vom f Conduit Supplier: Westinghouse 
b a f ; Slectric Supply Co., Tulsa, 
Youngstown “Buckeye” Black Okla. 
Enameled Full Weight Rigid 
Steel Conduit exclusively, for 
protection of its all-important 


electrical wiring system. 


Nationally-known building own- 
ers, leading contractors and pro- 
gressive architects realize that 
electrical systems that don’t 
function safely and efficiently 
are definitely a bad investment. 
So to guard against this costly 
condition they specify Youngs- 
town “Buckeye” Conduit for its 
long, trouble-free service life. 


\\ 


“Buckeye” Conduit is easy to 
fabricate on the job—easy to 
fish wires through—and thor- 
oughly corrosion-resistant to 
damaging elements such as 
water, moisture, vapor, dust 
and dirt. 


Leading distributors in every in- 
dustrial and electrical market 
are ready to serve you quickly 
from their ample stocks. They’re 
as near as your phone—why not 
call today? 


a 


. 


Z 
ol 
eee | 
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Standard-threaded rigid steel conduit 
is the only wiring system approved 
today by the National Electrical 
Code as moisture-, vapor-, dust- 
and explosion-proof for use in haz- 
ardous locations and occupancies 


THE YOUNGSTOWN SHEET AND TUBE COMPANY 


Manufacturers of Carbon, Alloy and Yoloy Steel 
General Offices - Youngstown 1, Ohio 
District Sales Offices in Principal Cities 
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Kest-Prowem 
for 


Superiority .. - 


Accuware Tnves 


Eriction, 
Rubber, 
and Piastic 





TENSILE ADHESION 








DIELECTRIC 


COURAIE- 


Send today MANUFACTURING COMPANY 
for our most recent bulletin GARFIELD, NEW JERSEY 


describing details. 








Those who know Lighting Quality 


Specify HOLOPHANE 


Six decades of constant research and development have 

earned for Holophane engineers recognition as the foremost 
illumination authorities...Based on their long experience with 
prismatic control Holophane has provided the most efficient, 
economical lighting systems in every field — industrial, commercial 
and institutional... As an identification of quality, the 

name Holophane is impressed on each piece. 


HOLOPHANE COMPANY, INc. 


Lighting Authorities Since 1898 


342 Madison Ave., New York 17, N.Y. 
THE HOLOPHANE CO., LTD., 418 KIPLING AVE. SO., TORONTO 14, ONTARIO 


: PARADOME* ceiling & suspension types 


: Nos. 6024-6025: 2 ft. square 
PRISMALUME®* (acrylic plastic) 
CONTROLENS* for troffers or panels 

: No. 635-AL LOBAY” reflector for 
400 W. mercury vapor lamps 

. Nos. 6010-6011: 4 ft. long 
PRISMALUME* CONTROLENS* 
for continuous troffers 

: Recessed Incandescent Luminaire; 
concave CONTROLENS” for high level 
Lo-Brite* lighting 

: Nos. 641-643 HIBAY* reflectors; 
protective drip shield; 400 W. and 
1000 W. mercury vapor lamps 


G: REALITE*: PRISMALUME* CONTROLENS* 
: No. 415 Bracket-type outdoor luminaire 


Nos. 04250-04251; outdoor substations 
(incandescent or mercury lamps) 


: No. C-824: Incandescent surface 
attached corridor light 


Write for Engineering Data 
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ONE SURE SOURCE OF SUPPLY 
for all your wire and cable needs 


In wire and cable, contractors look for reliability of product, ample stocks, 
and friendly service. Working through a Circle distributor, you’re assured 
of all three .. . and here’s why. 

Take product reliability. Quality control begins right with the basic metals 
mined and refined in Cerro’s own facilities. Here skilled men make sure that 
every bar of copper, lead, or zinc is of the proper purity. This same attention 


to quality control] is maintained throughout manufacture. 


Ample stocks? Circle supplies the trade with over a billion feet of t p 
quality wire and cable yearly — distributed through well stocked, conven- 
iently located warehouses across the country. 

Service? There’s no “red tape” at Circle. When your distributor needs 
fast action, a simple telephone call brings results. So make a Circle distrib- 


utor your “one sure source of supply”- many other satisfied customers do. 


WIRE & CABLE 


a subsidiary of 


Cerro pe Pasco CorPoration 


peth and Hicksville, N. Y SALES OFFICES & WAREHOUSES: in al! principal cities 


pe 





ER COVERED WIRES & CABLES * VARNISHED CAMBRIC CABLES © PLASTIC INSULATED CABLES 
NEOPRENE SHEATHED CABLES © “‘CIRTUBE" EMT 
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tours, flex into U-bends. 


guarded between misaligned outlets. 


It is being used successfully in we 
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INSIDE OU 
DIAMETER DIA 

Max. 

504 

642 

840 

1.066 

1.410 
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+ (Extra Flexible 
Meets standard: 


INSIDE 
DIAMETER 
Min. 
485 
620 
815 
1.030 
1.370 
1.575 
2.020 
2.480 
3.070 
4.000 


al tolerances apply or 


LEADING ELECTRICAL WHOLESALERS s 
returnable wooden reel at 
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write: The American Brass Cx 
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SEALTITE is a flexible and liquid-ti 


na tough « 


no extra ¢ 


SEALTITE electrical 


against oil, grease, water, 
dirt, chemicals, corrosive 


weather. 


ght electrical conduit. 


») your wiring when it must 


aintained o1 


connect moving parts, absorb vibration, follow machine con- 
n be safe- 


‘tt locations, in tunnels, 


power plants, ster | mills. canneries, che nie al industries and 


in many outdoor applications. Sealtite comes in three types: 


writers’ Laboratories Ap 
lian Standards Association 
galvan zed steel core 
xtruded ter 
APPR. EST. 


INSIDE WGT. 
BEND (Lbs. Per 
DIAM. 100 Feet) | 
30.0 
36.6 

48 
8 
1 


TSIDE 
METER 
Max. 
710 


8 4( 
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6 
9 
2 
7 
5 


7 
116 


justrial equipment 


EST. 
WGT. 
(Lbs. Per | 
100 Feet) | 
24 | 
29 

39 

67 

87 
105 
135 
198 
282 


414 


APPR. 

INSIDE 
BEND 
DIAM. 
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OUTSIDE 
DIAMETER 
Max 
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» furnished in 
iquid-tight 
nftorma- 


Divi- 
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jobs in the plant 
conduit protects wiring 





Oil, GREASE, WATER constantly cover these Sealtite BOILER HEAT and 6-inch expansion 


ABRASIVE GRIT around these sand pumps in a rod 
are easy service tor Sealtite 


and ball mill pit can't faze S« iltite. control connections. Still no trouble. rise 
+E ie 


‘ 


4 
ON MOBILE EQUIPMENT Sealti an take up movement, with- 


stands weather, dust, vibrat ist and easy to install. 


' ie 5 
CHEMICALS. Sealtite shrugs ofl WEATHER. I: 
plant in It stand Uy 
he it. rau orbed by Sealtite 


tection is com] ° tions tor these talln } | 


AND VIBRATION that 


chlorine Id cTack 


other ex 


chemi 


Insist on the conduit marked 
At the NAED 
CUTAWAY SECTION f 


Type U.A. Seaitite ® Convention 
shows tough p lyvinyl Visit us at the 
a3 yh dagen = ‘ Sealtite Conference 
neil eae teat Booth! It’s No. 403! 


1 lly I r 


arr FLEXIBLE, LIQUID-TIGHT CONDUIT 


LISTED UNDER LABEL SERVICE PROGRAM | 
OF UNDERWRITERS’ LABORATORIES, INC an ANACONDA product 





you will be on safe ground with.... 


WEAVER 


GROUNDING DEVICES 





T L T 


le Lh rer goo ? 
a bs tad, ii am ta tA i gs a 
Alt f ’ 


Economical prices—ease of installation—trouble-free service . . 


all yours with Weaver grounding devices! 


GROUND RODS AND CLAMPS 
They're designed for each other! RODS are com- 
pletely copper armored...safe from corrosion. 
Rigid steel core and sharp point make driving easy. 
The CLAMPS grip firmly ... hold connections under 
extreme pressure permanently. Rounded screw point 
prevents rod damage. 


POLE BOTTOM GROUND PLATES 

. have 25% larger copper area than other 
commonly used plates. That means: greater 
conductivity—better overload dispersal. 
Solderless connector with vibration - proof 
lock washer assures high pressure contact 
that stays tight for keeps. 


GROUND CLAMPS ut Approven) 

Cast in bronze for complete resistance to 
rust and corrosion. They're easy to use and 
make permanent ground connections. The 
only complete line of bronze clamps for 
V%,’’ to 4’’ pipe. Competitively priced. 


J.A. WEAVER 


WRITE TODAY FOR 
SAMPLES AND CATALOG 


Mr. Wholesaler: 


Weaver's cooperative sales 
policy, good discounts and 
low prices mean more 
sales and profits for you. 


O no Ze | 2110 HOWARD ST. - ST. LOUIS 6, MO. 


f telephone CEntra! 1-8100 
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A MESSAGE TO AMERICAN INDUSTRY 


ONE OF A SPECIAL SERIES 


Are You Preparing Now 
For The Next Boom? 


America’s leading companies are not 
sitting on their hands waiting for the re- 
cession to end. They are planning ahead now 
for higher sales and near-capacity rates of 
operation. 

These facts stand out clearly from the elev- 
enth annual survey of Business’ Plans for New 
Plants and Equipment just completed by the 
McGraw-Hill Department of Economics: 

@ Manufacturing companies expect 
their sales to increase 20°°, on the aver- 
age, from 1958 to 1961. Growth industries, 
such as chemicals and electrical machinery, ex- 
pect gains of 25% to 34%. 

@ If these sales gains are achieved, the 
average rate of operations in manufactur- 
ing will rise from 78°¢ at the end of 1957 
to almost 85% by 1961. This is the point at 
which pressure on costs begins to mount, as less 
efficient facilities are pressed into service. 

® Industry is not waiting for this point 
to begin getting its plants and equipment 
in shape for the next boom. Despite record 
expansion in the past several years, many man- 


ufacturing companies plan to add new capacity 


in each of the next four years. But, more impor- 
tant, they are going ahead with the vital job of 
modernization and cost-cutting. 

In the years immediately ahead almost two- 
thirds of capital investment will go for mod- 
ernization and replacement of present plants 
and equipment. In this way manufacturing 
companies can avoid the higher costs and the 
squeeze on profits that occur when producing 
facilities are not in shape to handle an increase 
in sales volume. 

These are the plans, as reported to McGraw- 
Hill, of a wide sample of manufacturing com- 
panies—for the most part, large firms and lead- 
ers in their respective industries. Altogether, 
these firms account for almost 40% of all em- 


ployment in manufacturing industries. 


Now Is The Time 


How do your plans measure up? Are you 
planning ahead now for a 20% sales increase 
in the next three years? Is your company plan- 
ning to modernize its buildings and equipment 
more rapidly than at any time in the recent 


past? If not, here are some of the inducements 
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that McGraw-Hill editors report from their con- 
tinuous checking on the state of business. 
(1) There are plenty of opportunities for 
increasing efficiency by the installation of 
new equipment and the improvement of 
layouts in plants, warehouses and offices. 
Despite the installation of tremendous volumes 
of metalworking equipment in recent years, 
according to AMERICAN MACHINIST over half 
of the machine tools now in U. S. factories are 
over 10 years old. Replacement of worn-out 
and obsolete equipment will mean material 
savings in operating and maintenance costs. 
(2) Machinery, parts, materials and labor 
are much more readily available now than 
they are when the economy is running at 
full steam. You can be more particular about 
quality and about specification to meet yout 
own requirements. 
(3) With lower interest rates and less com- 
petition for loans, it is both easier and 
cheaper to borrow money to finance equip- 
ment and construction. To wait for another 
boom is to run the risk of having to pay higher 
interest rates and look harder for money. 
(4) Although there is an adequate supply 
of most types of labor available now, the 
prospect is that the supply of factory labor 
over the years ahead will be tight. In 1965, 
there will actually be fewer men and women 
between the ages of 25 and 44 than there are 
now. Good factory workers will be either hard 
to get, or wage rates will rise sharply or—more 
likely—both. The best answer is to anticipate the 
rise in labor costs by installing more efficient 
equipment to increase labor productivity. 
(5) Finally, the costs of investing in new 
buildings and improved equipment now 
are almost surely less than they will be 
later. 

These are some of the reasons why many 
leading firms find now the best time in years 
to start on a program of plant modernization. 


There are other good reasons in the many new 


products and processes coming from the boom 
in research and development. This year indus- 
try will spend over $8 billion on R & D—$1 bil- 
lion more than in 1957. And a heavy share of 
the new product development will consist of 
better machines and processes to be made avail 
able during the next few years. Already the 
pace of technical advance is so rapid as to call 
for modernization of plants built only a few 


years ago. 


Years of Opportunity 


It has been said that the years between now 
and 1961 are the “middle years” between two 
booms. This does not mean a long period of 
recession, but a period of slower growth—a 
transition from the postwar boom based on de- 
ferred demand, to a new boom in the 1960s 
based on dynamic population growth and a rev- 
olution in technology. 

If so, these are the years of opportunity 
for business—opportunity to prepare for 
the growth that lies ahead with the most 
efficient equipment, the most modern 
plant and the best production organiza- 
tion that can be devised. This is the way 
to fight higher costs and avert a resump- 
tion of inflation. This is also the way to 
ensure that your company will be ready 
for its new markets in the 1960s. 

Are you planning ahead now to be among 


the leaders? 





This message is one of a series prepared by the 
McGraw-Hill Department of Economics to help 
increase public knowledge and understanding 
of important nation-wide developments. Per- 
mission is freely extended to newspapers, 
groups or individuals to quote or reprint all 
or parts of the text. 


Dottie lea~ 


PRESIDENT 


McGRAW-HILL PUBLISHING COMPANY, INC. 
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SCOTCHLOK’ Connectors 


aacvertising 


or to help you 


Noe U 
— ‘ Ippecronces tft y 
sell these 3M Electrical Products!” 
: — = 2 2 . 


“SCOTCHCAST” Resin 





Citic! 
=| eles 


== = 
SCOTCH” No. 33 Tape ‘SCOTCH 


s\n 


| 
i 
| 


No. 27 Tape ‘“SCOTCHFIL” Putty 


Mt 





3M’s line of electrical splicing products gives you extra profit 
opportunities because it is the only line to meet every customer's 
needs. In addition to famous “ScotcH” Brand No. 33 Electrical 
Tape, it includes such extra-margin profit builders as “SCOTCHLOK 
Electrical Spring Connectors, the revolutionary “SCOTCHCAST™ Splic 
ing Resins and Kits, “ScotTcHFit” Electrical Insulating Putty, 





it ind 





“SCOTCHKOTE” Electrical Coating—extra sales opportunities all! 


And 3M is also the only line to give you the services of a full-time 
experienced technical representative in your territory who writ 
orders full-time for you—is ready to give you help or advice on 


Vis 
insulating or tape engineering problem. 


—— 











ONLY 8 STANDARD BINS hold all the “SCOTCH” 


f Brand Splicing Materials for splicing any type of 
Remember, it’s the extra items and extra service in the 3M 


that build extra profits for you! 


3M Electrical Products 


TVUinnesora WMiisine AND TUAnuracturinG COMPANY A 
V 


- WHERE RESEARCH IS THE KEY TO TOMORROW SS 


cable material manufactured today! 
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"~~,  STEBER KEEPS 


Continually growing—continually ex- 
panding in volume and number of prod- 
ucts developed, the Steber Manufactur- 
ing Co. has had to enlarge manufacturing 
space and facilities regularly during the : v4 aca = Te Se Te, | me: ieee 


-  C0ee enue nal 
ad B+ tees. 


past two decades . . . Growth means ei ‘ ee Lee at 1 tty a5 SEB 
, ~ Ah STEBER PT all 
‘ eee 2 


progress,—action. - = 
P M¥6.co. 
a urnem 


. . — 
For example, the Steber main plant in 


Broadview is nearly three times the size 74 ta att ACE ey 
it was just seven years ago... . In Cali- i _ | ome i= ES nee 

fornia (for service to the West Coast and =F >" | é 
Mountain States), a Steber manufactur- ; ; : Srey ren: 
ing plant was set up at Los Angeles in —-.6 : ; sot fa 


1952: and the Canadian Plant at Toronto, 


Canada, has been operating since 1955. 


Steber meets new lighting require- 
ments rapidly with able engineering, ag- 
gressive pioneering, modern plants and 
skilled personnel. You are thus assured 
products of uniform, sales-building qual- 


ity—at fair, competitive prices. 


The Steber Distribution Policies dis- 
cussed in open letters* in Electrical 
Wholesaling (February and April) pro- 
tect Steber Distributors—mean better 


sales and profits with the Steber line. 


Some of the popular Steber Lighting 
Units are shown here. Through active 
selling of these top-quality, fairly-priced 
Steber Units, your business too can 


grow with Steber! 


“Reprints of these letters are available for the asking 


STEBER MANUFACTURING CO. 


Dept. 71, Broadview, Illinois 
Sold Through Leading Distributors 


STEBER 

















. Steber Elliptical Spaceliters 


10. 
11. 


S OF P 
eb® "96, 


WSTEBERW 


STEBER 
ER MANUFACTURING COM 


STEBER MFG. CO. OF CALIFORNIA, Inc. 
242 So. Anderson St., Los Angeles 33, Calif 


STEBER-WOODHOUSE, Ltd. 
33 Ingram Dr., Toronto, Ont., Canada 








. Steber Fluorescent Floodlights mounted 


on Steber Poles 


. Steberlite S-333 mount singly or 


in clusters 


4. New Steber SuperLOK RLM Reflectors 
. Gymlites—and high bay lighting units. 


6. Floralites—a complete line for outdoor 


and garden lighting 


7. Steber Floodlight Poles 
8. Series 4000 Sports and 


Industrial Floodlights 


. Reflectors for home, farm and 


commercial use 
Chrome-plated Steberlite $-5003 


“Curvettes” for display and 
home lighting 


- Vaportite Fixtures 
. 80,000 candlepower Steberlite $-400 
14. 


Steber Orblites—newest display light for 
home and commercial use 


. Steber Angle Reflectors—RLM Labeled 


STEBER 





6 


AC “CM” BUZZER 
cat. No. 284 Mi 





AC UNI-PACT HORNS 
Cat. No. | J Two-Way 
Projector 


i 


AC UNI-PACT HORNS 
Cat. No. 121-U Megaphone 
Projector 





AC WEATHERPROOF 
KODAIRE HORNS 
Cat. No. 136 


AC “CM” VIBRATING BELLS 
Cat. No. ATL-700 





. & 
— 


Ry» 
‘ 


Compressor 

Type 
AIR TRUMPETS 
Cat. No. 109-DC 
Cat. No. 110-AC 





é 


KODE MASTER 
Page-Boy of your 


rgamization 
cat. No. 805 
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ii il 
ff te 


Industry 
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Pa 


Office Buildings 


Our business is 
communications 


a ge ntle chime a blasting horn 


. ’ . ; 
OT a complete audio- sual communicatio? 


Sperti Faraday leads in the instant sound or sight 
communication systems that speed today’s business or 
institutional contacts. Whatever your problem, 
whether simple or complicated our engineers are at 

your service to assist you in designing the system that 
suits your needs. 

This service is available to users without obligation 
Simply call your nearest Sperti Faraday representative 
or write to Sperti Faraday, Inc., Adrian, Michigan 

In Canada, write Sperti Faraday, Ltd., Montreal. 


SINCE 1875 DESIGNERS AND PRODUCERS 
OF VISUAL AND AUDIBLE SIGNALS 


Adrian, Michigan 


Specialists in: FIRE ALARM SYSTEMS e ELECTRICAL CLOCK SYSTEMS « HOSPITAL PATIENT OBSERVATION © CLOSED CIRCUIT TV e 
AUDIBLE SIGNALS ¢ ANNUNCIATORS * CODED PAGING SYSTEM ¢ SYNCHRONOUS CLOCKS « TRANSFORMERS « CONTACT DEVICES 
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NEWS FOR THE INDUSTRY 





Ist Quarter Economic Report 


e Present state of business—soggy. Tax cuts, more consumer 


spending, could revive things. 


e@ Outlook for housing future—sunny. 


e More steeples may rise. We can look forward to a church 


building spree. 


While the nation-wide teamup of 
industries is swinging away at reces- 
sion curves and business drops, econ- 
omists and pollsters are agreeing that 
business may be “on the droopy side,” 
but there’s an upturn in the making. 

From the McGraw-Hill monthly 
business report, and from other vari- 
ous economic sources; here’s the 
business outlook, as of the first quar- 
ter—1958. 


Taxes 


This is open season on taxes. Citi- 
zens in Washington, D.C. (who are 
looking homeward for a season of po- 
litical campaigning), and citizens in 
the states are firing the same question 
into the air and at each other. To cut 

or not to cut? 

Experts feel that a logically planned 
cut could liven the economy and 
point its nose towards an upturn. Cur- 
rent opinion of the pollsters is that 
the time is ripe for a reform in the 
Federal tax laws in permanent 
ways rather than the stop-gap changes 
of the so-called “anti-recession” vari- 
ety. On the contrary, the permanent 
changes are the ones that would have 
the anti-recessional effect, they feel. 

$30 billion of corporate and excise 
taxes expire June 30. A cut in this 
area, though logical, is too imper- 
sonal to provide fuel for any elec- 
tioneering. The Washington dilemma 
then, according to a prominent econ- 
omist, is this: the present tax laws 
must be rewritten in the next month 
or so to: 
@ maintain 
levels; 


all tax rates at the present 


most tax rates but cut a 
tempting ones, such as 
(which coincidentally are 
heavy on the hardest hit products), 
and the lowest personal income tax 
rate; 


@ maintain 
of the 
excise taxes 


few 


@ cut income taxes generally, and in 
the process, get some other 
overdue tax reforms, particularly 
speeding up the 2% reduction on in- 
come taxes per year for “deprecia- 
tion,” and any other reforms that 


across 
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would encourage investment in new 
producing facilities. 

Any wild tax cut that would drum 
some people out of the army of tax 
payers and leave the others to pay 
for the massive government spending, 
has a strong potential of frightening 
the deep thinking citizen out of both 
investment and consumer markets 


Investment 


Private investment, probably the 
most basic of all sectors in determin- 
ing the health of business, is on the 
“droopy” side. The decline in this 
area still has a long path to travel, 
with 1958's year-end predicted at i2% 
below 1957 (see Business Plans 1958- 
61. May EW). If these plans hold 
for the entire year, then the quarter- 
ly rate of capital expenditure will be 
smoothing out towards the year-end- 
or at worst, by early 1959. Therefore, 
we can see greater stability in the 
capital goods industries, although it’s 
still too early to look for an upturn. 
e Electrical equipment producers are 
reticent about their prospects for the 
near future. From January to March, 
of 1958, their earnings dropped 22% 


($68,538,000 in the first 
"58 against $87,876,000, 
quarter of 1957) 
programs have been started by lead- 
ing manufacturers, to try and counter 
the softness in sales and the down- 
trend in plant and equipment 
spending by the industry. 

e New orders to manufacturers, a 
good barometer of production trends, 
continued falling in March, but it was 
the smallest decline since last Novem- 
ber. Falls in orders were concentrated 
about the hard goods industries, but 
a recent increase in orders may in- 
dicate that the business slide is slow- 
ing. Unfilled orders also dropped and 
were down 28% from January of 
1957. Backlog fell to 46.6 billions in 
March, from 47.8 billions in February. 
All decline was in durable goods. 


quarter of 
in the first 
Major new sales 


new 


Inventories 


Private investment in inventories 
lately has consisted in drawing the 
inventories down. In the first quarter 
of the year—and the second quarter 
to date—business has been using up 
inventories at the annual rate of 
nearly $8 billion, which subtracts that 
much more from the required rate of 
new production. It will take months 
of cutting to bring inventories down 
in line with the current sales, states 
one economist. Even the rate of cut- 
ting will be the months 
wear on 
e There is nothing in the key area of 
business that indicates collapse. As a 
matter of fact, new orders for ma 
chinery have i 


slower as 


increasea 
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sROSS NATIONAL PRODUCT 


—seasonally adjusted annual rates— 


Ist qu 


1958 


Types of Spending 


Federal Government spending 
(including military) 
State and local spending 
Housing 
Consumer spending 
Capital goods 
(including farm equipment) 
Investment abroad (net) 


43 
Less: Reduction in inventories 


Total GNP 


1. 
_ 


424.0 


Increase by 
4th quarter 
(billion) 


4th quarter 
1958 


arter 


(about) 


$52.5 
40.5 
15.0 
284.0 


41.0 
0 


434.0 
—4.0 


430.0 


The McGraw-Hill monthly economic report shows how business may emerge 


from the present slump. Possible error i 


n any GNP calculation is $5 billion. 
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"Have we got conduit benders?!" 


Ist Quarter Economic Report 


Continued from page 193 


Machinery 


In both January and February, 

contractors increased their orders for 
new construction machinery. Accord- 
ing to the New Orders Index of the 
McGraw-Hill dept. of Economics, 
January’s index was 202 (1949=100), 
up 2% from December 1957 and 12% 
over the low point of November. The 
February index was 200. Despite 
price rises in construction equipment, 
Manufacturers are forecasting sales 
upturns in the second and third quar- 
ters of 1958, and a dip in the final 
quarter. 
e Machine tool producers are run- 
ning out of the backlogs that they had 
accumulated in late 1956 and early 
1957, and with production and ship- 
ments still declining, could turn in an 
even poorer performance than in the 
first quarter, when their earnings fell 
41% below 1957. However new orders 
have turned up a bit, which suggests 
output and sales may level off in the 
next few months. 


Government Spending 
The most important force behind 


the business upturn, according to one 
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prominent economist, is the scheduled 
rise in government spending for de- 
fense, higher postal wages, urban re- 
development and rural power projects. 
Meanwhile, state and local spending 
on schools and highways and othe! 
municipal projects is due for an in- 
crease over the coming months. The 
easy money markets, because the 
states and cities are taking advantage 
of them, are producing more con- 
struction bonds. In addition, the states 
and cities are also getting stepped-up 
federal aid from the treasury. 
e Government spending may increase 
as much as $5 billion by the end of 
this year and continue rising strongly 
in 1959, 


Housing 


We may see new housing starts at 
an annual rate of 1.1 million before 
1958 is over—and up to 1.2 million 
in 1959, The housing upturn will fur- 
thermore, provide support to business 
generally. Its future growth—and sta- 
bility—are important to a wide range 
of related industries. In fact, housing 
may be the forerunner of an eventual 
upturn in private purchases of goods 
and services. 

e Housing Bill—The government 
gave a powerful new stimulus to hous- 
ing with the passage of the 1958 hous- 
ing bill. Briefly, the provisions are: 

Continued on page 196 


Robot COP” Automatic Reset. Built-in, thermal- 
operated device cuts flashing or non-operating 
lamp out of circuit. When defective lamp is re- 
placed, starter automatically resets to operate 
new lamp. Designed for hard-to-start conditions 

such as high humidity, ungrounded fixtures, 
low line voltage. Features ceramic condenser! 














COP* Manual Reset. Circuit-breaker element 
cuts flashing or non-operating lamp out of cir- 
cuit until new lamp is installed. Push button at 
top of starter permits manual resetting of circuit- 
breaker for proper lamp operation when re- 
lamping. Features ceramic condenser! 


cut maintenance costs... 
protect against expensive 
ballast burnouts! 


Sylvania COP(*Cut-Out Premium) start- 
ers offer money-saving advantages. The 
circuit-breaker device AUTOMATICALLY 
cuts out failing lamps—starter life is not 
““used-up” trying to start defective lamps. 

This automatic starter service saves 
time and work .. . eliminates annoyance 
of flashing lamps, postpones the need for 
‘amp replacement, thus permitting group 
lamp replacement at less cost. 

Sylvania COP starters protect equip- 
ment against ballast burnout from ex- 
cessive heat produced by flashing lamps. 

You get longer service with COP start- 
ers because, like all Sylvania starters, they 
have ceramic condensers. Condensers 
don’t break down due to temperature or 
moisture—the cause of failure in starters 
with paper condensers. Order a stock 
today from your Sylvania Supplier. 

SYLVANIA ELEcTRIC Propucts INc. 
Lighting Division, Dept. 8L-2706 
60 Boston Street, Salem, Mass. 


In Canada: Sylvania Electric (Canada) Ltd. 
Shell Tower Building, Montreal 


VYSYLVANIA 


-»-fastest growing name in sight! 
Lighting + Television + Radio + Electronics 
Photography + Atomic Energy + Chemistry-Metallurgy 
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NAVEL / 


With no change in tube shape or size, new Sylvania VHO: 
delivers as much light as 2% standard fluorescent tubes 





VHO means Very High Output 


Another reason why 
Sylvania Fluorescents give more light 
at lower cost than all other brands 


No other very high intensity fluorescents cost so little to buy 
and use — or maintain greate! brightness throughout lamp 
life. The new VHO fluorescent lamp looks like any stand 
ard lamp—yet it delivers more than 2'2 times as much light 
as lamps of identical size and shape. The initial cost of 
Sylvania VHO 1s appreciably lower than any other high 
intensity fluorescent lamps, and at no sacrifice in service or 


performance. VHO lamps keep operating costs to a mini 


mum by giving more effective, useful light than other high 


intensity fluorescent lamps. 
SYLVANIA LIGHTING PRODUCTS 
Division of Sy i 1 Electric Products In« 


60 Boston Street iler \lassacl 


SYLVANIA Lighting Products 
make light a better too/ for profits 


LIGHTING e TELEVISION e RADIO*e ELECTRONICS ¢ PHOTOGRAPHY # ATOMIC ENERGY + CHEM 





START-STOP 
STATION 
with pilot. 
For surface 
mounting. 


COMBINATION 
STARTER with 
fusible disconnect 
and local 

control. 


SELECTOR SWITCH with pilot. 
Brass plate for flush mounting. 





eRe cS SEN (een ene 


SIZE 1 MAGNETIC STARTER 


with selector switch 
in cover. 


MANUAL STARTER 

with pilot. For 

surface mounting. 
MANUAL STARTER 
and selector switch. 
For surface mounting. 


We Help You Sell 
These HEATING and 
VENTILATING Controls! 


You can sell the profitable, fast-growing heating 


and ventilating market, because Arrow-Hart 


gives you real sales help right down the line. 
Here’s what we’re doing: (1) A-H Engineers are 


constantly uncovering new heating-ventilating 


business... 


and channeling it through you, the 


A-H Distributor. (2) Arrow-Hart offers you the 
only complete line of motor controls and pilot 


devices for all heating and ventilating applica- 
tions including fans, blowers, unit heaters and 


ventilators, compressors and pumps. (3) Arrow- 


Hart is regularly promoting all these controls to 


the heating and ventilating market. 


Start selling this profit-building line now! 


ARROW AH) HART 


a. Dudd&e since (EGO 
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1. Lower down payments on new 
homes, 2. increases the size of the 
mortgages that may be covered by 
FHA guarantees, 3. gives lenders a 
more attractive interest rate on VA 
mortgages, 4. puts up a considerable 
sum of federal money for the pur- 
chase of mortgages in the low-priced 
housing field. 

e Additional Bills—tIn case the hous- 
ing bill is not enough, Congress is ex- 
pected to pass additional bills that 
will give direct federal aid to the con- 
struction of homes for the aged and 
indigent, and for slum clearance. 

e °58-°59 Outlook—tThe large stock 
of existing homes means that the 
building industry must continue to 
fight for its share of the tight con- 
sumer dollar. Family tastes shift. If 
builders are successful in designing 
their product to meet these tastes, 
they will have a good chance to sell 
more homes in 1958 and 1959 than 
they did during their recent “reces- 
sion,” of 1955-57. 

Expanded urban redevelopment and 

highway programs will be encourag- 
ing more demolition, and the new 
urban expressways will be opening 
new areas for homebuilding. These 
newer sites may have lower land costs 
and still be as near to cities in terms 
of travel time, because of the im- 
proved highways. 
e Factors to Persist—Some of these 
factors may persist beyond 1959. With 
enough mortgage money, attractive 
design and pricing, fast-pace highway 
programs and urban redevelopment, 
the potential housing market may 
stay at 1.2 million units for several 
years ahead. 

Lighting standards, according to a 
recent report, have virtually doubled 
in the post-war building boom. 20-ft.- 
candles in office lighting have been 
replaced by 50 to 80-ft. candles. Low 
power fluorescent lighting provides 
three times as much light as incandes- 
cent lighting for the same current 
cost, and requires smaller wires. High- 
er voltage circuits allow the use of 30 
instead of 15 fixtures per circuit, with 
a further reduction in wiring require- 
ments. Wiring and fixture productivity 
have been boosted by the introduction 
of stud-guns and power tools. This 
major upgrading in lighting and elec- 
trical standards have raised the qual- 
ity, and changed the character of the 
new buildings to such an extent, that 
they are no longer comparable to 
older buildings. 


Church Building 


In case anybody is unaware of it, 








there’s a boom going on m church 
building. Like the sudden storm of 
home building and construction, the 
new churches will need everything 
from public address systems to central 
air-conditioning. 

e Boom’s Full Scope—Church build- 
ing gained 589% between the ten 
years, 1947-57, (private construction 
was 130% Last year the U.S. De- 
partments of Commerce and Labor 
reported a 13% or $100 million gain 
in church building, which put the 1957 
total up to a record $868 million! 
Even allowing for increased costs, this 
was almost five times the level of 
church building in 1947. The total 
then was $126 million. 

It is estimated that 400 new 
churches will be needed in the next 
ten years—in Philadelphia! Multiply 
this by the rest of the nation and you 
get a long-term outlook of $900-950 
million in 1957 prices, being spent on 
the church building market in the 
next ten years. 

What’s behind this sudden surge in 
church construction? A 20-year back- 
log built up from the depression, ac- 
cording to one economist. The war 
years had something to do with it too, 
so that even with the sudden spurt 
(it took a slight dip this year due to 
the economic conditions) of building 
in recent years, the American church 
is still underbuilt. 

According to one survey, 66% of 
our churches are over 25 years old, 
35% are over 50 years old—and about 
two-thirds of all churches are debt 
free and in a sound position to 
expand. 

Another factor is the population 
growth and, even more important, the 
rush into the suburbia. Such move- 
ments are two big thorns in the side 
of the U. S. churches: the excess ca- 
pacity of the big city churches, some 
of which are “losing” as many as 
1,000 members a year, and the mush- 
rooming surburban churches that are 
filled as soon as the last nail is ham- 
mered into place. 

Other factors are the high level of 
consumer income, and the increasing 
percentage of church membership 
throughout the country. In 1957 the 
per member contribution averaged 
$56.74—a percentage gain three times 
as great as the growth in U. S. per 
capita income. 

It looks like a growing church- 
minded population will sustain the 
boom in church building. 


Consumer Spending 


The American consumer and _ his 
spending habits could determine in 
large measure how long the recession 
lasts, and how severe it becomes. 12 

Continued on page 198 
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ARROW-HART 
LOUVRE LIGHTS ana 


uiette TAP ACTION 
SWITCHES 


Wiring devices that help your customers offer im- 
portant extra value always sell better. And no value 
is more widely appreciated than ADDED SAFETY. 
That’s why A-H Louvre Lights will move from your 
shelves fast! Installed on stairways and landings and 
in bedrooms, nurseries and sickrooms . . . everywhere 
that darkness can be dangerous . . . these devices pro- 
vide subdued illumination that insures safety. Avail- 
able in several switch and pilot light combinations 
with brass, stainless steel, brown or ivory plates and 
brown or ivory handles. 

Ideal companion to the Louvre Light--and to every 
fluorescent or incandescent light and convenience 
outlet—is the A-H Tap Action Quiette Switch. Turn- 
ing quietiy on or off with a touch of the finger-tip, hand 
or elbow, these switches provide your customers a 
lifetime of electrical convenience at no additional 
cost. Fits any standard toggle wall plate. Available 
for 15 and 20 amp, 120-277 volt service, ac only. 
Write for free literature to The Arrow-Hart & Hegeman 
Electric Company, Dept. EW, 103 Hawthorn Street, 
Hartford 6, Connecticut. 


ARROW @« HART 


hud AME JE 


MOTOR CONTROLS « EN SED SWITCHES 
APPLIANCE SWITCHES WIRING DEVICES 


SELLS, You'll 





Meeting Your 


Rigid Specifications::: 


BUILDING 75 Lexington Avenue — 34-Story 
OWNER AND BUILDER: Sam Minskoff & Sons 
ARCHITECT ivan Bien and Robert Bien 
ELECTRICAL ENGINEER: Sears & Kopf 
ELECTRICAL CONTRACTOR: Consolidated 

I ruction Co., Inc 


BUILDING: Fa stitute of Technolog 
OWNER: Board of Education, City of New York 
BUILDER: Depot Construction Cory 
ARCHITECT: DeYoung, Moscowitz & Rosenberg 
ELECTRICAL ENGINEER: Albert Stucky 
ELECTRICAL CONTRACTOR: 


Public Improvements Inc. 


LEviTtTonNn 
\ 
SPECIFICATION GRADE 


THREE MAGNIFICENT 
STRUCTURES: Every detail 


of their financing, architecture 


/ and construction has been 
planned with extreme care. And 
the well-deserved choice for 
electrical wiring devices— 

f) Leviton 5000 line specification 


grade. Look for the 5000 num- 
ber, your assurance of top qual- 
ity, easy installation, long and 
dependable service. Send for 
catalog. 


your best jobs are done with... 


LEVITON MANUFACTURING COMPANY, INC. 
Brooklyn 22, N. Y. 


BUILDING: 
630 Third Avenue—22-story 
OWNER: Atlas Terminals, Inc 
and Arthur Belfer 
GENERAL CONTRACTOR: 
Diese! Construction Co., Inc 
ARCHITECT: Emery Roth & Sons 
ELECTRICAL ENGINEER: 
Alfred J. Kieinberger 
ELECTRICAL CONTRACTOR b 
Nager Electric Co., Inc 


BCom 


Chicago * Los Angeles * Leviton (Canada) Limited, Montreal 


For your wire needs, contact our subsidiary AMERICAN INSULATED WIRE CORP. 
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Federal Reserve banks told the Senate 
Finance Committee prompt tax cuts 
and more public works outlays would 
be indicated if consumer spending is 
substantially curtailed. 

The rate of spending on personal 
consumption in the first quarter of 
this year was at an annual rate of 
about $281 billion, according to the 
President’s Council of Economic Ad- 
visers. This figure 1s up from a rate 
of $276.7 billion in the first quarter 
of 1957, but down from the record 
breaking $283.6 billion pace and the 
$282.4 billion rate in the third and 
fourth quarters. Economists are of the 
opinion that this year’s first quarter 
spending is buoyed up by price in- 
creases, and that well defined changes 
have taken place in the pattern of 
spending 
e The Pattern—Most of the spending 
seems to be on soft goods and services. 
A new surge of installment buying 
does not seem apparent for some 
months to come, according to the 
McGraw-Hill monthly business report, 
because “there does not seem to be 
enough enchantment in the new autos 
or home appliances.” It is stated that 
wage increases this spring and summer 
will help to maintain the soft goods 
uptrend. And if business conditions 
generally look better, some of the 
current respectable rate of consumer 
spending might be transferred to the 
purchase of new model durables. 

e Why Buy?—According to recent 
report, Americans have been stash- 
ing their money away in_ banks 
at a swifter rate than a year ago. 
Savings rose $719 million, or 2.2%, in 
the first quarter, compared with 
1.4% rise a year earlier. Reasons? 

e Prices are deterring many from 
buying what they want—most hope 
they'll get “better deals later on,” so 
they’re holding off for awhile. 

e Consumers are reluctant to take on 
new installment debts. In March, con- 
sumers continued to repay their out- 
standing installment debts at a faster 
clip than they took out new loans. 
They did not take on as much new 
debt as they did in February, the 
Federal Reserve Board reported; and 
when people are fresh out of debt, 
they are not so eager to take another 
plunge again 


Toll of Warehouse 
Fires High 

BOSTON, MASS In 1957, there 
were 55 warehouse fires that amounted 
to $250,000 or more of damage. The 
total loss was close to $30,000,000, 


an tncrease of $175,000 over 1956. 
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TWO GREAT NAMES 
IN FITTINGS 


The 


most 
competitive 
line of 
pressure 
cast 
economical 
fittings 


The HIGHEST QUALITY 
LINE 


| Distributed by DURO SALES COMPANY, Los Angeles, California 
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_INDUSTRY- WIDE PROGRAMS 


te 


Fe by iS be , WIRES ° roy. : 1 8 3 GE’s “Operation Upturn” 
CORD SETS Off to Whirlwind Start 


e of General Electric’s 
400 plants and offices are poised be- 
hind, and ready to give the big push 
to, Operation Upturn 
It is described as a company-wide 
program of aggressive action by all 
departments to accelerate the upturn 
in business by bringing extra values 
and renewed confidence to customers, 
thus building sales and jobs in 1958 
C Each department of GE develops the 
le sel general plan in its own way—but con- 
c forming to the policy and principles 
Overnight service ANYWHERE, from owr 15 of the executive office 
conveniently located branch warehouses 
sSyvering » our from coast to coast. . m 
Wii nere acai sh a etack en avy Basis for Action 
CORNISH wire products. GE has not started its move with- 
out reason. The start of the second 
quarter of 1958 finds the nation in 
the sharpest period of readjustment 
since World War II, and the time is 
ripe, they claim, to throw a running 
block at the business slide 
e King Customer—According to GE 
we are at the highest peace-time level 
of savings in history. Why? The total 
disposable personal income of Amer- 
df al 4 icans has risen $229 billion in the past 
> ten years, and personal savings at the 
i O * l an le present time ae about $20 billion 
Portable Service Cords) in popular sizes dollars a year. Cash is piling up in 
packed four 250-f1. spcols to a carton, in the form of savings—more and more 
ndividual containers thot eliminate costly 
repacking. This modern puteup speeds ship- each month 
ping, receiving, over-the-. ounter ACTION, Now the cu er 1s King He 


vants to be “wooed” and reinstated 

- —— a ee — a ~ ine Boke a a : “a 
COROPRENE 18/3. + ~TYPE SJO 300 VOLTS to the high position he held in pre 
vious years not, “ignored and 


kicked around DY salesmen for some 


tc Jelentify pom of prodact 


e The Salesman—GE states, that in 
CORNISH makes it easy for you to distinguish the 
nstantly the Service Wire ‘wanted —by print- 


. 


capital goods field, plant expan 

ing specifications plainly right on the jackets sion has suffocated chances for sales 

~ facilitating handling in stock and on the job. man to go out, search for, and sell 
cost cutting and modernization pro- 
grams. High costs and high labor rates 
provide except | opportunity for 
sales in this field 

~ e Expansion Opportunities With 
more long-term inflation inherent in 


(Mi the very measures being taken by the 
te government to combat the recession, 
ae (: Me Ys | the company says that electric utilities 


and industrie inked to the needs of 


This nationally known, all-inclusi e line of Cords the expanding populatios so sili tein 
he expanding population can ga - 
and Cord Sets—in rubber, plastic and neoprene—makes aM 

‘ portant cost advantages by carrying 
it possible for you to fill all requirements of Farm, 


Home and Industry — with a-complete QUALITY line, 
easy and PROFITABLE to sell. 


forward th long-term construction 
} 


programs on a steady basis at today’s 


favorabl 


CORNISH WIRE CO., inc. 


50 Church Street New York 7, N.Y. Booth 715 GE 1 


hea ; stated that the key to suc 

REPRESENTATIVES - meee Civic Auditorium cess will be their ability to marshal 
@ CHARLOTTE CHICAG NCINNATI San Francisco all the resources of the company and 
es A "PITTSBURG? June 8th—12th bring them to bear upon the challeng- 


h cavtie Continued on page 202 


Program of Action 








ELECTRICAL WHOLESALING—June, 1958 





Like the SMELL OF NEW MONEY? 


THEN GET ACQUAINTED WITH 
m Nv (Gadlically tiproved 
RRB LN TT Te. 


ROTARY IMPACT 
DRILL ATTACH ME 


C—O WORK 


REVOLUTIONARY, POSITIVE GRIP 


Aolo-Loc.  —— 


Simple, rugged — no wrenches or set-screws 
— bit can't work loose on roughest, most pro- 


longed jobs. 
. 
SELLS FAST ° 
for a fraction the price of a heavy electric 
or pneumatic tool! NOTHING ELSE LIKE 
IT! 


Insert IDEAL Bit in- 
to Roto-Lock Chuck. 


Turn knurled collar. 
Cam locks bit in 
place. 


J E22. 


CONVERTS ‘an 


any HEAVY DUTY |,” electric drill into ; 


a HIGH SPEED MASONRY IMPACT 
Z, NEW IMPROVED MODELS 


DRILL that works twice as fast, twice as 


easy ! 

Corll — 
LOW COST, 
GOOD-PROFIT 
KITS! 


Each kit contains IDEAL 


FOR FREQUENT USE 


Heavy duty unit has threaded shaft 
that screws onto drill shaft. 


June, 


Rotary Impact Drill At- 

tachment in choice for 

either occasional masonry drilling or 
frequent drilling (see panel at right), 
4 bits (3/16 to 1"), adapter bushings, 
and zipper-closure carrying pocket. 


CATALOG No. 90-061 (Kit for occasional drilling) 
CATALOG No. 90-062 (Kit for frequent drilling) 


GET STARTED TOWARD 
PROFITS FROM THIS 
NEW BUSINESS NOW! 


Call your IDEAL Representa- 
tive, or mail this coupon. 
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IDEAL INDUSTRIES, Inc., 


Please send me complete 
information on IDEAL Ro- 
tary Impact Crill Equip- 


1047-F Park Ave 


fone a 


- 7 


FOR OCCASIONAL USE 


Has triangular chuck-in shank. Slips 
into drill chuck like a bit. Leaves 
drill instantly available for other 
work. 


Sycamore, Illinois 


Name 
Company 
Address 


City 





POWERFUL GREENLEE 
PROFIT BUILDERS 


new, high-speed, high-power, 


lightweight hydraulic tools 


in the quality line electrical 


contractors know and want 


Hydraulic Conduit and Pipe Benders 


Here's the finest new heavy-duty lightweigh 
bender available anywhere! Makes 90° ben 

in one ram stroke... handles 14” to 4” pip 
. «. ¢asy One-man setup, Operation, and port- 
ability. Operated with Greentee Power 
Pump as shown. Smaller mode] available for 
14" to 2" conduit — hand-pump or power 
pump operated. Greenvee ful! line of conduit 
and pipe benders meets all of your customers’ 
necds. Bend all standard sizes 4%" to 6”. Attach- 
ments, for bus-bar, tubing, thin-wall conduit 
bending. 


t 
Ss 
o 
Cc 


Hydraulic knockout punch driver 
and full line of punches » 


Easy to sell because they pay for themselves 
quickly on electrical contracting jobs! Cut 
to a fraction the time spent making conduit 
Openings in junction boxes. Complete line of 
punches to sell for hand or hydraulic opera- 
tion... fast hydraulic driver sells separately 
Or in sets with punches as shown here. Line 

, luit, quickly 


meets all needs tor 14" to §” 


cuts through metal up to 1 


Timesaving power boring tools 


= HHS 
<< ae) 


Green.ee Power Bits and Extensions, like 
Green.ee Auger Bits and Auger Bit Exten- 
sions, are known everywhere for their fast, 
smooth, dependable performance on the job. 
This complete line is one of your steady profit- 
pullers and meets all your customers’ needs 
with the top quality your customers want. 


Fast-approach hydraulic power pumps 


Exclusive Greenee fast ram approach fea- 
ture minimizes costly time loss wt ile opers 
ator waits for ram to contact work! 
This and numerous other special advantages 
put you far ahead of competition with these 
’ ¢, fast, completely modern pumps. 
dependable, fast mpletely mod 
Easy one-man portability and operation. 
JREENLEE hydraulic power pumps operate 
Greentee hyd [ 
JREENLEE Hydraulic Benders three to five 
Greenvee Hyd Bend tk to f 
times faster than hand pumps. Built-in 


electric motor. 


000) 0 teat 


Hand benders for conduit, tubing 


Form small-radius bends without #attening 
or kinking, eliminate many manufactured 
fittings, save up to 75% in time and material 
Models for rigid and thin-wall conduit 


WRITE for catalog, data sheets, and 
prices. Catalog shows many more time- 
saving GREENLEE tools for electricians. 


GREENLEE TOOL CO., 1846 COLUMBIA AVENUE, ROCKFORD, ILLINOIS 
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ing task of providing extra values to 
the customer, convincing him that he 
should buy now. Customer confidence 
and enthusiasm are needed in this 
“buy now” campaign. GE plans to 
“prove-in” these extra values (thus 
building customer-confidence) by: 

New Promotion 

Exciting Dramatization 

Shoe-leather Selling 

The company states that this is not 

price-cutting program. Full par- 
ticipation by distributors, dealers, sup- 
pliers, and other businessmen, will be 
stimulated 


Wiring Bureau Survey 


NEW YORK The National 
Wiring Bureau has conducted a coun- 
try-wide survey to determine the types 
of sales promotion employed by the 
various elements that comprise the 
electrical industry. Utilities accounted 
for 59% of the response to the sur- 
vey—but all industry branches and all 
sections of the country were heard 
from. 

e Local Shows and Meetings—70% 
of the all-industry total participate in 
local shows and meetings. Out of this, 
76% offer literature; 63% make 
speeches to promote adequate wiring; 
62% maintain exhibits, and 13% give 
away premiums 

e Direct Mail—69% of the industry 
uses direct mail. Of those who use 
this method, 55% distribute Bureau 
literature; 52% send form letters; 48% 
their own folders; 29% postal cards; 
73% send other promotion pieces (in- 
cluding materials supplied by EEI, 
manufacturers, publishers, etc.). 

e Newspapers—The southeast is as 
ardent as any other section, if not 
more so, in the application of direct 
mail, local shows and meetings, and 
advertising in newspapers. Of all sec- 
tions of the country, 58% advertise 
in newspapers 

e Cold Calls—Of the 54% of those 
who go out on “cold calls,” 85% of- 
fer literature in their approach; 69% 
make wiring layouts for prospects a 
part of their sales presentations; 66% 
shows customers photos and testimo- 
nials of their work and 27% use other 
means such as rates, policies, lighting 
layouts, working with architects, res- 
taurant equipment dealers, etc. 

e Radio—53% 
commercials. 

e Television—34% advertise in TV 
In this, the southwest shows a greater 
interest than other parts of the coun- 
try. 


advertise in radio 


Continued on page 204 
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NEW 


EKMCON 


remote control switching with 
pilot-lite indication 


EASIER TO WIRE 


REMCON means simpler wiring. Since a 
separate low-voltage power source does 
not have to be installed in the attic or 
basement, you simply hook the three wires 
of the relay to the three terminals of the 
switch. It’s that easy! 





EASIER TO SELL 


REMCON provides 


, adequate 
switching... mult 
remote-control and master-control swit 


ing... features that are evident through 


nandsome 


REMCON’'S 
Velvet Touch 


ut the house. 
Hi-Fashion swit witl 


add richness to d r of every 








Built-in transformer means elimination of external trans- 
unit control... Each 


the REMCON method 


relay in former makes installation of 


operates even one switch and one relay 


independently from and has practical. 


no effect upon other relays. 


2 “Pilot-Lite” 


out using additional wiring or 


No annoy- 


only REMCON — 


Operates silently... 


indication with- ing magnetic relay hum. 


has these 


features: 


transformers. Substitute 
REMCON “‘Pilot-Lite” relays 
and switches for standard... 
the “Pilot-Lite” 
ploys the same three wires 


circuit em- 


used for wiring switch to 
relay. 


Ideal for 3-way or 4-way 
switching. REMCON’s complete 
flexibility means greater econ- 


omy, broader application... 


Unique 6-volt method replaces 
heavy armored cable with 
light, pliable #18 wire, making 
handling and stripping easier 

.and with only 6 volts at the 
switch, REMCON is as safe to 


use as the family flashlight 


Extra safety features built in 
...-Cannot burn out if low- 
voltage switch legs are shorted 


for extended period 


a product of PYRAMID INSTRUMENT CORP 
630 Merrick Road, Lynbrook, New York 


REMCON REMOTE CONTROL SWITCHING 








Mr. Wholesaler: (, 








More Than 
Just a 

Pipe Vise 
nS ae 


; 
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Yoke or Chain Vises 

s’’ to 6’ capacities 

Bench, Stand, Post 
or Kit 


Pipe Vises give your customers 
most utility for their money 


RIGID LonGrip jaws take a firmer grip on conduit 
and without chewing it up. Most of these vises 
have handy work-tray bases, conduit rests and 
benders, doing far more than merely holding conduit. 
For sure sales, order these popular mtmarip vises today. 
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e Open-House—Of the 27 who 
hold open house celebrations, 39% 
find these affairs useful in introducing 
new developments, or to celebrate 
special occasions. The figure of 39% 
was in answer to the question: what 
merchandising techniques do you find 
most useful in securing new  busi- 
ness? Other returns on this question 
showed 

e 67' encourage and educate em- 
ployees to promote adequate wiring 
with their customers 

e 40% use company truck panels; 
e 30% help customers obtain loans 
to finance modernization; 

e 27% offer little gift premiums with 
their name, address and telephone 
number 

e 24% lend equipment, hold House- 
power forums, mass demonstrations, 
subsidize the service entrance if cer- 
tain equipment is installed, and ad- 
vertise with builders and contractors. 


Trade Magazines 


[he southwest shows a greater in- 
terest in this media than in othe! 
areas. Country-wide, 18% of the in- 
dustry idvertises in the local trade 
publications 


Westinghouse Christens, 
Launches, Spring Campaign 


PITTSBURGH, PA. —The West- 
inghouse Electric Corp., has launched 
their Appliance Sales spring cam- 
paign for 1958. Five hundred terri- 
tory managers of Westinghouse Ap- 
pliance sales in every district of the 
country have started competing in a 
four-month program christened, “Sell 
for Prosperity.” 

In announcing the competition, 
Chris J. Witting, Westinghouse vice 
president said that “the promotions 
we recently staged in New York, 
Chicago, and Detroit leave no doubt 
that President Eisenhower is correct 
in asserting that, ‘better salesman- 
ship,’ will help check the recession, 
make jobs, and go a long way towards 
swinging the country back to pros- 
perity.” 

“In New York, distributor sales to 
dealers were six times the volume 
achieved in the same period last year, 
and Chicago and Detroit results were 
nearly as impressive. These successes 
substantiated our confidence that con- 
sumers are well positioned, financially, 
to buy electrical products for the home 
and that they would do so if dealers 
aggressively merchandised the splen- 
did values they had to offer,” Witting 
stated 


Continued on page 206 


ELECTRICAL WHOLESALING—June, 1958 





What The Ridge Tool Company Thinks 


About Its Business With The 


Electrical Wholesaling Industry 


We agree with “Electrical Wholesaling’’ magazine 

the entire business of creating, distributing and 
using electricity isin a dynamic state. . . it’s ‘‘a force 
not in equilibrium’; active, energetic, growing, chang- 
ing —as compared with some “‘static’’ industries. We 
think it has an enormously useful and expanding 
future .. . and we’re glad to be important furnishers 
of tools to utilities, contractors and plant mainte- 
nance crews via Electrical Wholesalers. 

In such a rapidly developing industry, the Whole- 
saler is likely to be caught in the middle of its 
dynamic forces: the competition of manufacturers 
battling for a share of the market; new or improved 
products that insist on being sold, one way or 
another; rising costs of warehousing and selling; 
breakdown of once well-established methods of dis- 
tribution, which threaten to by-pass the Wholesaler 
and his function. These are days when distributors 
need cool heads, courage and a stubborn grasp of 
fundamentals. We think most Electrical Whole- 
salers have these qualities. 


Policies That Are Successful 


The Ridge Tool Company is strong on fundamentals. 
We believe it’s our basic policies of doing business 
that have made RIG&ID Pipe Tools, Power 
Drives and Machines first in the electrical fields, as 
well as in many others, in popularity with the men 
who sell and use them. For instance . . . 


1, We believe in constant research and product 
development. From the original pipe wrench, no 


RIGO product has been sold that was not 
demonstrably superior to any of its kind on the 
market. We have stopped many a production line to 
get an improved product as soon as possible to our 
customers. Out of this have come such new and 
revolutionary ideas as the RIGa(D pipe wrench 
that obsoleted the Stillson, the first threaders with } 
set of self-contained dies for 4 sizes of pipe, the first 
jam-proof threaders, the first true-centering work- 
holder that assures straight threads on over or under 
size pipe, the first portable oiler for threading pipe 
anywhere .. . and a host of others. 


2) We believe it is part of our job to pre-seu 
Rieti Pipe Tools and machines to users 
through advertising of all effective kinds— trade and 
consumer publications, direct mail, calendars, prod- 
uct literature, etc. For years we have backed our 
Distributors with more advertising than all other 
pipe tool manufacturers together. It is this Pre- 
Selling plus the unmatched quality of our products 
that have made RIGID the most popular, 


easiest-to-sell line. 


3. We believe in the Wholesaler as our partner in 
the local warehousing and selling of RIGID 
products. Our most successful Supply Houses are 
the ones that standardize on dependable pre-sold 
fast-selling lines and stock them for prompt delivery, 
by this concentration giving their salesmen the 
responsibility of selling, cutting their handling and 
warehousing costs and making better profits. 


These are policies that are most successful in all kinds of business weather, as 


we know from 35 years of experience. We recommend them to all our 
friends who are ‘Distributing Electrical Products in a Dynamic Economy.” 


The Ridge Tool Company ° Elyria, Ohio - U.S. A. 
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The World's 


MOST COMPLETE LINE ELECTRICAL WIRING DEVICES 


IM GLAD | SWITCHED 


SAYS THIS CONTRACTOR 


“| tore your +827 receptacle apart and there was 
not a bit of difference between your guts and 
which cost me more. 


“| now only want Eagle +827 and my wholesaler 
had better keep it because | can save money and still 
do a swell wiring job.” 


AND THIS IS THE FABULOUS 
EAGLE #827 HE SWITCHED TO... 


EAGLE PARALLEL U GROUND 
DUPLEX RECEPTACLE 


WITH 


DOUBLE WIPE PHOSPHOR BRONZE 
T CONTACTS 


FIRMEST 
MOST RIGID 
DOUBLE WIPE 
CONTACTS 

< EVER MADE . 
RETAIN EXCELLENT 
CONTACT AFTER 
6000 


TEST INSERTIONS 
ee me (SA APPROVED 


aa" UNDERWRITERS LISTED 


Cat. No. 8678—Brown Cat. No. 8274—lIvory 15A-125V 
SPECIFICATION GRADE—COMPETITIVELY PRICED 


The Eagle +827 has everything a contractor needs 
in a U Ground Receptacle—including a competitive 
price. That’s why they're switching to the Eagle +827 
—and that’s why you should too. 


STOCK IT—SELL IT 
CASH IN ON THE DEMAND 
SOLD THROUGH WHOLESALERS ONLY 


EAGLE ELECTRIC MFG. CO., INC. 


LONG ISLANI Ad NEW 
"PERFECTION IS NOT AN ACCIDENT" 
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¢ Distributor Sales, Prime Force— 
L. G. Berger, general manager of the 
company’s appliance sales, said the 
competitions were based on the idea 
that an enthusiastic distributor sales 
force was the prime force for selling 
in the field 

e Awards—Prizes will be based on 
the step-up in orders from dealers. 
Winners will be determined monthly. 


Distributors Open 
Campaign 

PROVIDENCE, R. I. Fifteen 
Rhode Island distributors opened an 
air conditioning selling campaign, de- 
signed to stimulate consumer buying 
and to get dealers busy on the carry- 
over problem. In 1957, 90 percent of 
the season’s business was done by the 
end of June, and carryover in the 
hands of distributors and some dealers 
was substantial 

Forty percent of last year’s sales 
were in the 7.5-amp, *4-hp model 

The project is being conducted by 
the Electrical League of Rhode Island 


Standards Distributed 
by AHLI 


CHICAGO, ILI “History mak- 
ing acceptance,” of the lighting in- 
dustry’s first set of minimum residen- 
tial standards was reported by AHLI. 
45,000 copies of the Light for Living 
standards have been ordered by archi- 
tects, builders, decorators, utilities, 
manufacturers, and distributors since 
August, 1957. 

The standards call for at least one 
lighting fixture in every room and de- 
tail minimum requirements for every 
area in the home. According to Ed- 
ward H. R. Blitzer, president of AHLI, 
“increasing use of the standards from 
coast to coast indicates thousands of 
1958 homes will be equipped with far 
better lighting than the average home 
of the past. This means we're finally 
on our way to abolishing the gloom 
which prevails in the 80% of all 
homes which are far below the low- 
est Minimum requirements. 

Commenting on the standards, Blit- 
zer went on to say that the requests 
were unsolicited and came spontane- 
ously from people in the building and 
electrical industry who “apparently 
wanted a workable set of standards 
for many years.” 

In the beginning, the Institute 
planned a small distribution of the 
standards among its 16 manufacturer 
and 111 distributor members, but im- 
mediate requests flooded them from 
other areas in the industry. 


Continued on page 208 
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= Electrical 
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- Want? 









































Much has been written and said about 
what electrical distributors need and 
want. We have known many distribu- 
tors very well for a long time and it has 
been our experience that most of them 
know what they need and want. 


1. They want good merchandise to 
sell, merchandise that does not give 
them trouble, merchandise that builds 
their good reputation with good profits. 


2. They want merchandise that sells 
readily, merchandise by known and 


respected manufacturers . . . advertised ses wht 
merchandise. : <- i 


3. They want to do business with sup- 
pliers who are not vague about their «el la hie . Welcome te San Franciene 
policies. They prefer to have these pol- 7 
icies stated in their instrument of 
agreement ...so they know what is : og convention of the 
expected of them and what they have dee 
a right to expect from the supplier. 
Cutler-Hammer has always done busi- 
ness with distributors according to these — Stop in and see us 
principles. We are proud of the fine dis- 

tributors representing Cutler-Hammer at Booth 1201-2 
and we are sure our record of long 
association with most of them shows June 8th-12th 
Cutler-Hammer gives distributors what ‘ F 
they need and want. 

CUTLER-HAMMER Ine., 1327 St. 

Paul Avenue, Milwaukee 1, Wisconsin. 














and the 50th anniversary 











National Association 
of Electrical Distributors, 


Civic Auditorium, 
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(Dual-Element ) 
The General Purpose F 


*interrupting Capacity 
25,000 Amps. A.C. 


This is the first low voltage fuse with a published inter- 
rupting capacity of 25,000 Amps. (15,000 (mps. more 
than required by U.L. Standard for fuses) For real 


protection use it in place of all ordinary types of fuses 


HIGHER INTERRUPTING CAPACITY. 25.000 A 
a 250 V & 600 V. Handles short-circuits 21, 
times larger than ordinary fuses. Expands fuse ap 
plication into 25,000 Amp. zone. Use it on bus 
plug-in duct. bus-ways. feeders. motor control 
panels. branch circuits 

LONG TIME-DELAY. Safely starts heavily loaded 
motors without blowing. Prevents circuit “outage” 
caused by heavy motor-starting currents or load 
swings, Provides “matched” protection for your 


motors 


COOLER OPERATION. Runs cool because of silver- 


plating and low I°R losses throughout. Opens at 


286° F. or 500° lower than ordinary zinc 
links. Ideal for distribution and panel 
boards. motor branch circuits, 
knife and enclosed switches 
* U.S. Patent N ba Insist on TRI-ONIC. 
; Ask for TRI-ONIC Bulletin today. 





© The Chose Showmut Co. 1958 
Trione) - Mluabe “tt The Suiloh™ 
THE CHASE-SHAWMUT co. 


374 MERRIMAC STREET + NEWBURYPORT, MASSACHUSETTS 
Subsidiary of |-T-E CIRCUIT BREAKER CO., Philadelphia, Pennsylvania 


Amtpirap * C-@-T wont” O-T we 


Amptrap 
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Competing Producers Unite 
to Give Better Electrically”’ 


NEW YORK, N.Y.—LBE is spear- 
heading the organization of the “big- 
gest and most spectacular,” Christmas 
gift promotion in the history of the 
electric housewares industry. The pro- 
motion, uniting for the first time the 
Christmas merchandising efforts of 
participating manufacturers, retailers, 
and utilities on a nationally wide 
basis, will have as its theme, “Give 
Better Electrically.” 

During the “Give Better Electri- 
cally” promotion, participating man- 
ufacturers will feature this slogan in 
their own gift folders, promotion and 
display material, and bulletins. Manu- 
facturers’ distributor and _ dealer 
newspaper advertising will also fea- 
ture the promotion theme and will 
follow an “advertacular” format. 

LBE will provide liaison between 
manufacturers, utilities and associa- 
tions. In addition, the fall “Live Bet- 
ter Electrically’ newspaper supple- 
ment will feature a special “Give 
Better Electrically” section, consist- 
ing of both editorial and promotion 
material 


AHLI Publishes 
Two Booklets 


CHICAGO, ILI Two new book- 
lets, “How to Cash In On LBE’s 
Medallion Home Program,” and 
“Here are the facts About AHLI 
And Your Profits,” were announced 

Managing director of AHLI, Ted 
Cox, said that “In compact form, these 
two booklets give residential fixture 
manufacturers and distributors the 
facts on the rapidly-expanding fixture 
market, and tell them how they can 
vie for bigger profits.” 

In the first book, “How to Cash 
In On .” the institute explains 
that a Medallion Home is one which 
meets specific requirements for good 
lighting, wiring, and electrical appli- 
ances established by the local electric 
utility. The campaign is promoted na- 
tionally by LBI 

For local lighting requirements, 
utilities are being urged by LBE to 
use the Light for Living Standards 
established by the American Home 
Lighting Institute 

“This fact gives distributors and 
manufacturers a chance to sell more 
fixtures on the local level,” Cox said. 
“LBE expects 100,000 Medallion 
Homes to be built in 1958. Each will 
have about double the 11 fixtures 
found in the average home.” 

Continued on page 210 
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“JIC” Wireways 
and Fittings 


Flanged Hinged-Cover Wireways and Fittings 


Flangeless Screw-Cover 
Wireways and Fittings 


“JIC” Enclosed 
Wiring Troughs 


Flangeless Hinged-Cover 
Lay-In Wireways 
and Fittings 


Whether you're a distributor, contractor, end user—or enclosures—plus a full range of “JIC” equipment manv- 
an original equipment manufacturer, you'll find that factured to the electrical specifications of the Joint 
Keystone offers you a complete line of quality wiring Industry Conference Standards. What's more, all items 
installation equipment designed to meet your exact are stocked at factory and regional warehouses 
needs, U.L, listed wireways and auxiliary to give you exactly what you want 
fittings, boxes, cabinets and when and where you want it! 


’ a “JIC” Terminal and 


_ Pull Box Enclosures 


Single and Double Door Type “A” Hinged-Cover 
Current Transformer Cabinets Type “PF” and “PS” Type “SC” and “FC” Surface Cutout Boxes 
Telephone Cobinets Screw-Cover Pull Boxes 


NEMA Type 12 — “JIC” 
Control Panel Enclosures 


YOURS FOR THE ASKING WITHOUT OBLIGATION! . 
Three new easy-to-read, easy-to-use ; 
catalogs describe and illustrate the 
entire Keystone line —contain com- 
plete specifications and comparative 
data. Send for your free set today! 


Oil-Tight 
Pushbutton 
Enclosures 


Special facilities for producing custom wiring in equip t 
to your specifications. Send print or sketch for prompt quotation. 





ae 


EYSTONE MANUFACTURING COMPANY PERS Fe 


23328 Sherwood Rd., Warren, Michigan * Phone Slocum 7-4400 built te your specifications 


~—/ 
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MNISE ST 


THAT STANDS FOR SERVICE 


COMBINATION 
DESIGN 


Engineered so yoke 
vise parts (%” to 
24’) can be replaced 
by chain vise parts 
(’%" to 4” or vice 
versa. 


CARRYING 
POSITION. 
LEGS SE- 
CURELY 
LOCKED. 











LEG handle formed at spot for 
carrying in perfect balance. 


ry 
Stand has double socket CK 


A 


benders for /2 and hall SELF-LOCKING 
pipe; and slots for holding VISE 


tools. 1” tapped hole rear 
of base to allow extension 
pipe rest. Also ceiling 


5 NEW PIPE VISES 


With the ORIGINAL long 
jaws. Sizes Ye’ to 142"; 


Ye" to 2”; Ve" to 242"; Ve" 
to 3%"; and %" to 42”. 
All self-locking, with built- 
in benders and pipe rest. 


wb @ Dis UO) 0) Fn O10). 87 VB 


4125 WEST FULLERTON AVE. CHICAGO 39, ILLINOIS 
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In the second booklet, “Here are 
the Facts... ,” the Medallion Home 
program and the Light for Living 
Standards are cited as two of the 
Institute's accomplishments in the 
past three years. 

Also described are the institute’s 
achievements in helping raise industry 
sales 44% since 1954, developing a 
publicity campaign making nearly 2 
billion reader impacts, stimulating 
allied industries to devote more ad- 
vertising space to lighting, and help- 
ing distributors develop better light- 
ing showrooms. 

Copies available from AHLI 


Sylvania Fixture Program 
Unveiled at Sales Meeting 

NEW YORK, N.Y.—Stepped-up 
fluorescent fixture sales promotion 
and marketing programs of Sylvania 
Lighting Producers were unveiled at 
five regional sales meetings recently. 

Alton C. Kendall, general manager 
of the firm’s fixture operations, out- 
lined plans for the introduction of 
new fixture lines soon to be an- 
nounced. 


Contract Signed for 
451 Medallion Homes 


LOS ANGELES, CALIF. - A 
contract calling for construction of 
451 “Medallion” homes was signed 
in Los Angeles by representatives of 
Rossmoor homes and Southern Cali- 
fornia Edison Company. This is the 
largest such contract to be concluded 
since the electric industry began its 
nation-wide program 

Additional contracts are expected 
to be signed later, boosting the total 
to approximately 1,000 all-electric 
homes in the Rossmoor project near 
Long Beach. A bronze medallion will 
be attached to each home, signifying 
that it meets the industry’s highest 
electrical standards 

Bill Cheney, Rossmoor’s general 
sales manager, signed the record 
breaking contract, along with Ralph 
C. Kiser, Huntington Beach district 
manager of Southern Calif. Edison 
Co. 

“We are proud to take part in the 
Medallion campaign to improve the 
electrical quality of American Homes,” 
declared Cheney. “We feel it renders 
an important new service to the pub- 
lic, enabling prospective house-pur- 
chasers to tell at a glance what they 
are getting for their money 

“At the same time, it provides an 
incentive for builders to achieve 


higher electrical standards 
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F hoor Boxes provide ready access to below-floor circuits, 
for receptacles and fittings. They’re an important factor in the overall effectiveness of 
electrical wiring systems in building projects. But they are not standardized—different makes 


vary greatly in quality, design, component constructions and performance. 


Architects, consulting engineers, contractors and builders prefer and specify R & S Floor Boxes 
in the floors of the finest buildings here and abroad, to make certain of obtaining R & S 
quality and design features. They know this is the best way to avoid any possibility of costly 


failures and replacements. 


The group picture above, depicts the different types of R & S Floor Boxes and accessories 


required to meet every type of building construction. 


f of the 24-page R&S Fioor Box Bulletin No. 4A-A-81 





125 BARCLAY STREET, NEW YORK 7, N.Y. v.19 
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Double-barrel solution — 
to all wiring problems! 


£ 





75 Years Old and 
Still Growing 






The electrical industry had a dark 
beginning 75 years ago. That was in 
1882, when electricity was first sup- 
plied to a small group of offices for 
the purpose of lighting Edison’s 
novel, but practical incandescent 
lamps. Now the industry has grown 
into something dazzling—a significant 
segment of the national economy 
which has contributed far more to 
20th century living and working than 
anyone could have possibly envi 
sioned—save perhaps Edison—in that 
earlier age 

The Growing Giant 

1957 saw the electrical industry's 
seventy-fifth birthday. During its an ‘ 
niversary year it spent a record total 
of $4.7 billion on new facilities, more 
than 25% greater than in the previous 
year. 

For 1958, the industry plans to 
budget for a $5.2 billion spending 
program, of which 50% will be ex- 
pended for power plant capacity. New 
generating capacity of 16.5-million 
kw. is scheduled to be put in service 
during 1958. This represents the same 
amount of capacity added by the in- 
dustry in the ten years, 1937-47 


Longer lasting CHESTER Plasticord-Plasticote wires, and Planned additions to generating facil- 
nvlon and teflon* insulated conductors, are available in stand- ities for 1959 amount to 13.7-million 
ard or custom constructions for every requirement. All are kw., and for 1960 total 12.1-million 
service-proven for complete reliability for the specific appli- oe: 


cation for which they are engineered. And equally reliable, is 




















a a hte ah ac ary During 1957, a total of over 8.5- 
sie amcaaaiae eas i os feos tty ‘suiea af million kw. of new facilities were 
special purpose constructions! added, bringing the industry total to 
ee ) more than 128-million kw at the year 
Nala end. 
» 4 ; e New markets—While 98% of all 
Li homes in the United States are con- 
UW nected for electric service, the favor- 
—for Smooth Pliability with Super-Durability able growth trend in population and 
ant in new families are strong indicators 
ALARM AND SIGNAL WIRE OFFICE ANNUNCIATOR CABLE that a high level of new residential 
ARMORED BUSHED CABLE OIL BURNER IGNITION CABLE customers will be added to the lines. 
Ww N The leaks which exist at the city lim- 
CONTROL WIRES SWITCHBOARD WIRE its are letting segments of the popula- 
FIXTURE WIRE TELEPHONE WIRE tion flow into the suburbs. This cre r 
FLEXIBLE CORD THERMOSTAT CABLE = ie markets for — €s- 
; tablishments, requiring new outlets to 
FLEXIBLE STEEL CONDUIT TV LEAD-IN WIRE fill the needs of the new suburbanites. 
HEATER CORD TW BUILDING WIRE e Postwar Growth—One of the most ! 
, amazing things about the postwar 
MACHINE TOOL WIRE UF NON-METALLIC SHEATHED CABLE growth of the electrical sy has 
NEON SIGN CABLE WEATHERPROOF WIRE been the rising increase in the use of 
electric service . the pushbutton 
world has captured us. The labor 
Tiolerame | SAVing, pleasure giving appliances, 
~ «> bof t ST Ee Fe have enlarged their average consump- 
/ ( P tion by 73% in the past seven years, 
C Cc A BL E Cc Oo R P. while the commercial customer has 
upped his average usage by 66%. 
e Lighting a “Stepchild” —Lighting 
20 HILL STREET, CHESTER, NEW YORK, U.S.A. : was at one time the principal use of 
PIONEER PRODUCERS OF PLASTIC INSULATED WIRES AND CABLES Continued on poge 214 
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BULLDOG ROTOR SWITCHES are compact 


efficient, general-purpose. Available with two or 


three poles, with 


plug 


or cartridge type fuse 


mountings, they are rated 30 amperes, 120/ 
v AC. BullDog Rotor Switches provide posi 


tive, safe operation 


Laboratories 


are listed by Underwriters’ 
































Here’s safe, low-cost circuit control for homes, stores, small 
industrial plants and tool shops. The small, easy-to-stock 
BullDog “Little Giant”’ proves a rugged operator for machines 
ind appliances . . . can also be used for service entrance. 


The fast-selling switch is available with a dead front shield 
which prevents accidental contact with live metal parts . 
comes with or without insulated (groundable) neutral. Spring 
tension contacts at switching points assure a tight, positive 
connection. 


You'll find BullDog’s “Little Giant’’ Rotor Switch provides 
real customer satisfaction . . . puts profits in your pockets, too. 
Get detailed information about all BullDog switches from your 
BullDog field engineer or write direct 


HEAT BETTER ELE 


Booooeoss 


Bull Dog Electric Products Company ision of I-T-E Cis t aker Company 
Detroit 3 Mich. BullDog Export Division: 13 East 40th Stree ev ork 16. New York 


( d Bull Dog Electric Products C« Canad Ltd., 80 ¢ yson Rd., Toronto 15, Ont 


We invite you to visit the BullDog Booth at the NAED Convention, June 9-12, Civic Auditorium, San Francisco 





1. ONE PIECE FRAME 
WITHOUT WELDING 
MARKS 


4. Frame attachments 
are invisible. Torsion 
spring frames keep 
ceiling line flush 


Superior lighting design and 
construction plus low cost make 
Atlite the value line in 

recessed fixtures. 


7 Finishes—Chrome ... Copper... 
Brass ... White...Grey... 

Satin Aluminum Anodized. . . 
Satin Black Anodized. 


6 Glass Designs 


Plus 


Asbestos lining .. . highest 
efficiency reflectors... 
spring tension lens clip that 
cushions glass while 

holding it firmly in position. 
Union-made, U.L. Approved. 


Installation is easy with 
Atlite Pre-Wired Box and 
Adjustable Bar Hangers: 
Just pull ‘R’, ‘T’, or ‘TW’ 

wire directly into J-Box. 

No asbestos or slow burning 
wire required. 

No additional pull boxes 
necessary. Pre-wired box 

is always accessible. Bar 
hangers eliminate framing-in. 
Housing is easily 

centered after 

nailing up hangers. 


Send for 
NEW ILLUSTRATED CATALOG 
of the complete ATLITE line. 


75 Years Old 


Continued from page 212 


electricity in the home. Now it’s an 
“also-ran,” representing less than one- 
third of the present residential load, 
Of the 98% of the homes wired for 
electrical service, a recent report 
shows that 97.3% have refrigerators, 
96.8% have radios, 88.5% have 
washers, and 86% have television. 
The greater use of service by com- 
mercial establishments is augmented 
by a wide use of modern lighting and 
air conditioning, plus a wide variety 
of computers and other office equip- 
ment. According to a current report, 
in an endeavor to improve the declin- 
ing rate of productivity, industrial 
customers are turning more and more 
to automation and mechanization. 

e Strength in Industry—The elec- 
trical industry is not only a growing 
giant, it is also a stable one. The proof 
of this is its rock-like strength in times 
of economic reversals. These two 
qualities, growth and stability, have 
provided a solid base for the secur- 
ities of the investor-owned component 
of the industry. The importance of 
the industry lies, not only in its service 
functions, but in its financial aspects 
as well. The major portion of the se- 
curities, according to a recent survey, 
are owned by banks, insurance and 
investment companies, and pension 
funds. 

e Electrical Future—The great flood 
of bank depositors, each insurance 
policyholder, pensionees, and _indi- 
vidual investors are dependent on the 
income from the securities of electric 
companies. They have a vital interest 
in the future continued growth of the 
electrical industry. 


{ 
i 


Sprague Named Man 
of the Year 

NEW YORK—Robert C. Sprague, 
chairman of the board of the 
Sprague Electric Co., North Adams, 
Mass., has been named “Man of the 
Year” in the 27th annual award con- 
ferred by the alumni association of 
Hotchkiss School, Lakeville, Conn. 

Sprague received the award before 
some 200 guests at the famous pre- 
paratory school’s annual dinner. Him- 
self a former student (class of 1918), 
he joins Henry Ford II, Archibald 
MacLeish, Charles Edison, and Henry 
R. Luce, in the list of recipients— 
those who “through personal achieve- 
ment have brought distinction and 
honor to themselves and to the 





school.” 
Following the presentation, Sprague 
New York gave a talk on the national defense 


problems which face us today. 


LAS ELECTRIC PRODUCTS CO. 
6, 


315 Ten Eyck Street, Brooklyn 


“The Line With Light Appea 
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= SS : V0 LTM FTE R Read what jobbers 

ae =| all over the country 
>= SS 4 AM M FTE ~ are writing us about the RS-3: 
= — : 3\ - “It’s a success, all right! Set the 
a = trade show on its ear here.” SK, 


. “Reception has been excellent—early 


sales nearly 50°% stronger than ex- 


$ Hf) pec ted.”’ LLA, Mir neapolis 
. “Just what we need now that people 
are looking twice before they buy 
The RS-3 is filling a very definit 


need in the industry.” PV W, Chicago 


IN 





ATTULUUUUABAB RB OOLT) Win, 


TUII 
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' 
“hl, 
why 
‘ » 
PUNE ala pl alleles lala! elplnlela® 


PERRET RRO RE DEES 


. “Darned clever—but then we’ve come 


pe! 
i} 


| 


to expect this of Pyramid.” NK, 
Newark, N. J. 


| 
\ 


.“‘New England’s lapping it up!” 


se TESTS “sey po 
TEST: ) MAKES MOTOR CJ, Bridgeport, Conn. 
LENOI 


FIXTURES 
DS FOR SHORTS WINDING TESTS . ‘Why in the world didn’t you have 
a unit like this before?” BMR, Los 


MAKES , Angeles 
CONTINUITY ae a | 
TESTS FOR OPENS .“You’ve done it this time, boys. 


Here’s the ticket we need to put 
I 


TESTS 
MOTOR CONTROLS 





DETECTS WILL DETECT sales back up there where they be 
SWINGING OPENS long.” EF, Long Island City 


FLUORESCENT LEAKY 
LIGHT FIXTURES INSULATION PS us Sige a ae Ti, 
" erring le crew go a 1g CICK 


out of the whole introduction, and 


CHECKS SHORTED CHECKS 
AND LEAKY HI-RESISTANCE better yet—it’s ; 


oing over big at the 
FRACTIONAL CHECKS FUSES ETWE going over big 
CAPACITORS ws : — counter, too.” JC, Fort Worth 


RELAY CONTACTS 














9.“Just about the best thing any elec- 


if 


trical test manufacturer has eve) 


done.” HS, Pittsburgh 


display 
it! 


sea Oh 


Pyramid Instrument Corporation, Lynbrook, N. Y, 


In Canada: Atlas Radio Corp., 50 Wingold Ave., Toronto 








ARE YOU MISSING A BET? 


There’s extra profit in 
this combination 
plier- wrench 


SELF-GRIPPING 
HEAVY-DUTY 
PLIER 


This Heavy-Duty, self- 
gripping plier is a prime 
favorite of mechanics. 
They like its terrific 
gripping power in tight 
places they can’t reach 
with a pipe wrench. They 
buy it and use it asa 
combination plier and 
wrench... the finest hand 
tool of its kind on the 
market. And they'll buy 
it from you if you stock it IT’S PROFIT-WISE TO 
... Catalog it... display it. STOCK THE GENUINE 


CHAMPION DeARMENT | CHANNELLOCK LINE 
TOOL COMPANY | 


MEADVILLE, PENNSYLVANIA 


Soud for Our How Catalog ) 











Sunbeam Backs U.S. 
Fair Trade Bill 


WASHINGTON, D.C.—The Sun- 
beam Corp., Chicago, Ill., urged Con- 
gress to enact a strong Federal fair 
trade law that will permit brand name 
manufacturers to choose their cus- 
tomers and clearly control resale pric- 
ing of their products. 

Sunbeam charged that price cut- 
ting today is restraining and mo- 
nopolizing national brand name prod- 
ucts trade, and false Anti-trust policy 
is destroying small dealers and dis- 
tributors. The entire appliance indus- 
try has suffered severely, they stated 

In a statement filed by Herman T 
Van Mell, vice president and general 
counsel, Sunbeam supported the 
Harris Bill, but stressed to the House 
Interstate and Foreign Commerce 
Subcommittee on Commerce and Fi- 
nance, that this measure’ needs 
strengthening 

Sunbeam recommended strengthen- 
ing of the Harris Bill by amend- 
ments that would: 

e Permit a brand name _ producer, 
who elects to distribute by contract, 
to select his own customers and spec- 
ify the conditions and markets for re- 
sale, to refuse to deal with those not 
selected and to exclude all noncon- 
tracting parties from participation in 
the distribution of such products, to 
specify resale pricing at all levels of 
distribution up to the point where the 
product is sold to the consumer for 
whom it was intended 

e Prohibit any middleman from ad- 
vertising or using a producer’s trade- 
mark, without the continuing written 
consent of the trademark owner. 

@ Require the Federal courts to pro 
tect such rights. 

e Amend the Anti-Trust laws. 

Unless the Harris Bill is strength- 
ened, Sunbeam stated that State laws 
hostile to nonsigner Fair Trade would 
create serious enforcement problems. 
The doctrine that contractual control 
of the distribution and resale price 
maintenance of one’s own product is 
a per se offense under the Sherman 
Anti-Trust Act, resulted from a Su- 
preme Court decision, not from any- 
thing in the act, the firm contended. 

The collapse of Fair Trade has 
fixed prices at such low levels, that 
retailing is rapidly being concentrated 
into the big hands of the giants and 
only the larger producers have a 
chance to compete with them. 


NAED Elects 


FOLEDO Commercial Electric 
Co., has been elected to membership 
in the National Association of Elec- 
trical Distributors 
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Note how ordinary EMT split early in pressure test while induction weided 
CIRTUBE EMT (shown here unplated) held fast, surpassing UL requirements. 


BETTER WELDING 


on new CIRTUBE EMT means 
easier, split-free bending 


HERE are many reasons why new CIRTUBE EMT will 

help you get faster, cleaner wiring jobs. Most of 

them are listed here. 

One big reason, however, is continuous induction 
welding — by far the best technique available for making bead-free, 
split-free welds on high quality EMT. 

It is virtually impossible to split an induction-welded EMT no matter 
how severe the bends. And the perfectly clean weld means uniform 
roundness — easier, neater bending without the slightest kink or flat- 
tening. Your men get it right the first time around. 


Order induction-welded new CIRTUBE EMT soon as you can. It’s in 
stock now — bundled with distinctive orange colored tape to identify 


the EMT manufactured to Circle’s standards. 


WIRE & CABLE 

a subsidiary of 

CERRO DE PASCO 
CORPORATION 


PLANTS: Maspeth and Hicksville, N, Y. SALES OFFICES & WAREHOUSES: in all principal cities 
RUBBER COVERED WIRES & CABLES * VARNISHED CAMBRIC CABLES © PLASTIC INSULATED CABLES 
NEOPRENE SHEATHED CABLES © “‘CIRTUBE"’ EMT 


1TuUBe emt (gb fort! 


cl R 





oe ‘Se. il 


Proper steel plus! The best cold 
rolled steel plus the right handling give 
CIRTUBE EMT its natural bendability. 


Easy fishing! A baked-on protective 
coating gives CIRTUBE EMT a built in lubri- 
cation for easier wire pulling. 


Lifetime exterior finish! Hara 
galvanized finish for durability; polished 
satin lustre for lasting good looks. 


Automated quality control! 
Automatic controls assure compiete and 
continuing uniform quality of product. 


Tight, easily handled bundles! 
Bright, orange tapes hold CIRTUBE EMT 
securely for easy handling on and off the job. 


Fast, friendly service! weii-known 
Circle service through a nation-wide network 
of well stocked nearby warehouses. 





Chromalox 


Electric Heat... 


your hottest market 


Chromalox 
Electric Unit Ventilator 





Chromalox iIn-Duct Heater 


Cash in with CHROMALOX— 





Chromalox 
Automatic Wall-insert Heater 


Chromalox Floor Drop-in Heater 


the complete quality line 


Wherever heat is needed for com- 
fort, electric heat is finding new uses. 
In homes, churches, factory offices, 
schools, motels. 

And not just new structures, but 
existing structures are finding electric 
heat the modern method of heating 
Electric utilities are promoting this 
new, big market. Are you tying in? 
With the conversion market, as well 
as the new institutional construction, 
there’s a double-barrelled market 
waiting. 

Although the Chromalox line is 


renowned for quality everywhere, it 
isn’t more expensive. The built-in 
quality Chromalox offers assures you 
of customer satisfaction, without call- 
back for complaints. Attractive ap- 
pearance, long life, and fast instal- 
lation are all in your favor. 

Why not learn the electric heating 
story now? Write for full details. 
You'll find nation-wide distribution 
and local Chromalox engineering 
assistance to back your efforts. 

Write now so that you can 
heat better — electrically. 


Chromalox Electric Heat 
Edwin L. Wiegand Company 


7595 Thomas Boulevard 
Pittsburgh 8, Pennsylvania 


CHurchill 2-6400 
See our complete line in Sweet's Catalog 


Z, uvE sera S 
“Corgyce™ 


| 


Lighting for Tomorrow 
Seen in New Trademark 

LOS ANGELES, CALIF. Ecko 
Products Company’s new subsidiary 
Lighting Dynamics Inc.—introduced 
its new trademark to the electrical 
industry. Commenting on the design, 
Don Burns, West Coast general man- 
ager for Ecko, “We want to 
dramatize in visual form the objec- 
tives of this to design 
lighting fixtures for the whole man, 
satisfying both his emotional needs 
and physical requirements. Our over- 
all aim is to produce lighting for to- 
morrow’s man.” 

Lighting Dynamics is 
Whittier, Calif., 


said 


company 


located in 
and Dallas, Tex. 


Rome Cable Adds New 
Diamond Die Making Shop 


ROME, N.Y.—Rome Cable Corp., 
is adding $8,000 worth of new equip- 
ment at its main plant in Rome, N.Y. 
The new set-up is for continuous pro- 
duction of “custom made” diamond 
the needs of its man- 
ufacturing equirements. Current esti- 
mates that diamond pro- 
duced within the company will effect 
major economies both in reduced cost 
of diamond life in 
service. According to vice president 
Charles H. Ellis, closer control of the 
quality of the wires drawn with the 
dies will be allowed 

Part of the calls for 
copies of all in-coming orders 
to be sent to the die department. A 
quick check of the existing supplies 
shows if additional dies will be needed 
to produce the order. Work can start 
immediately so the are ready 
when the order through the 
mill explains Ellis. 

William E Roux, formerly 
president of the Roux Wire Die Works 
in Oriskany, N.Y named 
to head the combined and 
carbide department 


dies to exact 


are dies 


dies and greater 


new set-up 


sales 


dies 


Starts 
vice 
has been 


diamond 


Copper Consumption At 
Lowest Level Since ‘54 


NEW YORK—The copper industry 
is reported to be on the spot. Stocks 
of refined copper in the hands of the 
their highest level 
in a Combine this with 
the level since 
1954, and you have production head- 
ing down. Little or no rise in demand 
is predicted until the fourth quarter 
comes around. 


producers, are at 
generation 


lowest consumption 


EEl Moves 

NEW YORK the 
Edison Electric Institute was changed 
on May | 


750 3rd 


The address of 


now located at 


York 17, N. Y 


They are 
Ave New 
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gyertising 


n 


at 


Pe 
---for all these HIDDEN VALUES 
im EVERY UNION PRODUCT 


" SERVICE. Prompt factory shipments plus strategically located warehouses 
in major distribution centers assure outstanding service 
PRICE PROTECTION POLICY. A liberal price protection policy assures 
you increased profits on this fast moving line. 
je 
t 
y 


ACCEPTANCE. Universal acceptance based on high quality standards 


and backed by our 100% wholesale distribution policy. 


PROMOTION. Active field promotion with contractors on the job, plus 
i J Pp 


point of sale displays and a liberal sample service. 


ADVERTISING. A continuous advertising campaign, directed through 


national, regional and local trade journals, helps you turn your inventory. 
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Here is why more 
distributors are 
turning to Furnas Electric 


LOWE! VEN Y HIGHER 

With “in-between” sizes a 15% lower inventory 
cost enables you to offer a starter for nearly 
every horsepower requirement. You are per- 
mitted to sell all classes of customers and main- 
tain a rapid turnover. 


Furnas Electric motor controls are designed, 
manufactured and tested for superior perform- 
ance and maximum service. 


“In-between” starter sizes (giving 10 instead of 
usual 5 starter. choices through Size 4), ease of 
installation, dual voltage coils on starters, inter- 
changeability of parts and many others. 


There is a minimum number of distributor ap- 
pointments in a given trading area. 


Our field representatives and factory sales engi- 
neers are always ready to help you with diffi- 
cult applications. Our testing and research fa- 
cilities are also available. 


WRITE TODAY FOR FREE PORTFOLIO 5412 
for full information on Distributor Franchise advantages. Furnas 


Electric Company, 1069 McKee St., Batavia, Illinois 
A49 


FURNAS ELECTRIC COMPANY 


BATAVIA, ILLINOIS 
SALES REPRESENTATIVES IN ALL PRINCIPAL CITIES 


Electrical Trade Conference 
To Show Latest Equipment 


WASHINGTON, D. ¢ The sec- 
ond biennial Electrical Trade Confer- 
ence and Exposition will be held in 
Washington, D. C., on February 17, 
18, 19, 1959. 

The three-day event will be under 
the joint sponsorship of the Electrical 
Manufacturers Representatives Asso- 
ciation of Baltimore and Washington, 
and the Electric Institute of Washing- 
ton. Exposition of exhibits, which will 
be limited primarily to industrial elec- 
tronic equipment, will be in the 
Sheraton Park Hotel’s new convention 
and exhibit hall, and will offer manu- 
facturers an opportunity to show their 
latest equipment, materials and serv- 
ices to people in the Washington, Bal- 
timore, and Richmond markets 

The 1959 Exhibit will be opened 
immediately after each day’s lunch- 
eon, and closed at 8 P.M 

Roy \ Gordon, representing 
EMRA and Paul O. West representing 
the Electric Institute are co-chairman 
for the event. H. L. Robinson will 
again be general chairman. Space 
sales and management will be han 
dled by the Electric Institute 


Graybar Announces 
Personnel Changes 

NEW YORK Graybar Electric 
Co., Inc., New York, has announced 
the following changes in the organi- 
zation: 
e National Advertising and _ Sales 
Promotion Manager Edwin Lex 
Bacon. 
e Assistant Secretary and Assistant 
Comptroller R. D. Paine, at gen- 
eral dept. headquarters in New 
York. 
e Managers—H. Bryson (Indianapo- 
lis); J.A. Kirk (Minneapolis); R.K. 
Jenson (Duluth, Minn.): J.P. Majors 
(Jacksonville, Fla.); R.P. Grosse 
(Philadelphia), district sales man- 
ager; H. M. Bridges (Kansas City), 
district operating manager; J.R. 
Ernest (Chicago), district operating 
manager; Kenneth Brown (El Paso, 
Texas); A.C. Larson (Springfield, 
Ill.); E. W. Bonnet (Los Angeles), 
district appliance sales manager. 


New Showroom, 
Warehouse for Springfield 


SPRINGFIELD, ILL.—Springfield 
Electric Supply held a formal open- 
ing of its new showroom and ware- 
house facilities in Bloomington, III. 
William R. Schnirring Sr., president, 
announced that over three hundred 
customers and friends participated in 
the two-day affair. 
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CHASE TAPES 


Call the friendly Counterman at your nearby Electrical Distributor 
for prompt, dependable service on every Chase Tape order! 


answer every roll call! 
e CHASE FRICTION TAPE 
© CHASE RUBBER INSULATING TAPE 
~ CHASE PLASTIC ELECTRICAL TAPE 


© CHASE NEOPRENE SPLICING TAPE 


CHASE OZONE-RESISTANT BUTYL SPLICING TAPE 


Chase & Sons, Inc. salutes the NAED on the anniver- 
sary of its 50 years service to the electrical industry. 


Reprints of this advertisement, with suitable imprint space, 
are available free on request. Write Chase & Sons, Inc., 
26 Spruce Street, North Quincy, Massachusetts. 
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an 
ELECTRICAL 


prod uct 










STEEL CITY’S KINDORF LINE 


Designed by electrical engineers specifically for the use 
of the electrical trade... manufactured and sold by 
Steel City Electric Company, an established electrical 
manufacturer with complementary product lines and a 


reputation for quality and service. 











an 

ELECTRICAL 
WHOLESALER’S 
product 











Sold to the electrical trade only through regular elec- 
trical wholesale channels — never direct or through 
factory-owned outlets. Available to any Steel City 
distributor who agrees to stock and promote the line in 
accordance with Company recommendations. Steel City 
protects its Kindorf distribution against unfair compe- 
tition from non-stocking, non-promotional distributors, 
and guarantees that unsold stocks may be returned for 


full credit less a small service charge for handling. 








an 
ELECTRICAL 
WHOLESALER 
SALESMAN’S 
product 






















a product of 


STEEL CITY ELECTRIC COMPANY 


PITTSBURGH 33, 


So versatile that you will constantly find new uses for 
it... with unique product advantages that are not 
matched by competitive makes. Top quality at a com- 
petitive price ... plus the finest catalog of its type and 
plenty of sales aids and literature. Backing you up is a 
field sales and service force totalling 135 national repre- 
sentatives, plus a factory team of Kindorf specialists 


who are on call at all times for special assistance. 





PENNSYLVANIA 


1958 
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Justice Department 
Against Federal Fair Trade 


WASHINGTON, D.C.—The Jus- 
tice Dept. is against Federal fair 
trade. In a statement filed with the 
House Interstate and Foreign Com- | 
merce Subcommittee on Commerce | 
and Finance, the department op- 
posed the Harris Bill and warned 
congress to consider seriously 
whether or not it wants to act such 
legislation. 

[he Harris bill, the department | 
asserted, has language so broad that | 
it could cover virtually all the items | 
purchased by consumers in their day 
to day living. In addition it would 
enable persons to use State and | 
Federal courts in states which did | 
not have fair trade laws or which 
have declared them unconstitutional } 
as a means to enforce resale price | 
maintenance. 

[his would appear to be an en-| 
croachment on the sovereignty of 
states. The power of Congress to| 
confer such a right is open to serious | 
question, the department warned. 
The Justice Dept. signaled thumbs 
down on the bill, on the grounds 
that it would virtually repeal the 
Sherman Anti-Trust Act and suppress 
competition at all levels of distribu- 
tion. 


Thomas Ind. Report Decline 
in Sales, Net Earnings 
LOUISVILLE, KY.—Thomas In- 


dustries, Inc., first quarter sales for 
1958 amounted to $4,723,451, com- 
pared to sales of $4,781,156 for the 
same period in 1957. Net earnings 
after tax were $149,268 for the first 
quarter, compared to net earnings of 
$197,580 for the same period last 
year. 

Lee B. Thomas, president of the 
board of directors, said that the cur- 
rent outlook for the second half of 
the year was more favorable, and 
while the year as a whole will prob- 
ably show lower earnings than in °57 
it should reflect considerable improve- 
ment over the first six months. He 
said that steps have been made to 
effect reductions in overhead and ex- 
penses throughout the company, but 
that research and development pro- 
grams will be continued. 


Whitehead Wholesale 
Has New Home 


OGDEN, UTAH—tThe Whitehead 
Wholesale Electric Co., Ogden, Utah, 
completed construction on its new 
building and opened for business on 
May 3. The firm deals with standard 
lines of lighting and wiring materials. | 
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4c TOLEDO 
CAM-TYPE DIE HEAD 


FASTER... EASTER... MORE ACCURATE 


2 Sizes 
NO. 44 4” to %" PIPE 
V%4" to 1¥e” BOLT 
NO. 66 1” to 2” PIPE 

1%” to2 
BOLT 







Faster Sales 
Quicker Turnover 
Bigger Profits 


@ Fully adjustable to cut oversize, undersize and 
standard threads. 
Floating scroll acts only to control thread size. Back 
plate and body bolted securely together—assuring 
maximum bearing surface for chasers. 
Elongated jaws in centering device grip pipe se- 
curely—prevent die head from dropping on com- 
pleted thread when dies are moved to open position. 
Easy-to-read size gauge . . . even through oil film. 
Bolt threads in all sizes set to same mark. 
Dies can be instantly released from completed 
thread—no slow backing off. 
Optional pipe centering device insures accurate 
threading. Can be quickly removed if desired. 


Mr. Distributor . . . make your selling job easier .. . 
stock TOLEDO's new cam-type die head. Send in your 
order today . . . you'll be glad you did. 





CD big Geb 


BUILDERS OF THE WORLD'S FINEST PIPE TOOLS 


she) BD e) 


PIPE THREADERS + PIPE WRENCHES + PIPE MACHINES 





THE TOLEDO PIPE THREADING MACHINE CO. 
TOLEDO 4, OHIO 
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Nepo ‘'600” series 
A.S.A. Standard 
head luminaires 
for mercury -vapor 
or incandescent 
lamps 


» 


pa 

ne Nepo ‘“400P" perimeter 
floodlight all-purpose mer 

aera cury-vapor luminaire 


+ - 
Nepo ‘500 G” series mercury 


vapor luminaires for express 
woys, intersections, streets, etc 


Nepo “300M” mushroom 


orea light for full mercury- 
vapor lamp efficiency 


Nepo “200F” wide- 
sweep Fresnel flood- 
light for daytime light 
protection at night. 


Nepo 


“hinged panoramic 
4-way'” pole lights 


Nepo ‘complete package’ 
mercury-vapor lighting 
NEPO Catalog includes details on the following new products: 
@ Mercury vapor floodlight for high-intensity illumination 
e@ Higher efficiency mercury vapor area light 
@ Mercury vapor wide-sweep Fresnel floodlight 
® Panoramic 4-luminaire single-pole light 
@ Hinged and pedestal poles 
e Visualization of our service potential on specialty brackets poles, 
luminaires. 


NEPO MANUFACTURING COMPANY 


4230 NORTH SAYRE + CHICAGO 34, ILLINOIS 


Sylvania Net Sales, Net 
Income, Below ‘57 Period 

BOSTON, MASS.—Sylvania Elec- 
tric Products Inc., reported today 
that its net sales and net income for 
the first quarter of 1958 were below 
those of the corresponding i957 
period, reflecting the drastic inventory 
adjustment in the national economy 
during the past few months 

The 2nd quarter is anticipated to be 
better than the first, with the third and 
fourth comparing favorably with last 
year’s corresponding periods. Don G. 
Mitchell, Sylvania chief executive, 
stated also that “we anticipate . . . that 
our earnings for the year will be suf- 
ficient to maintain the present divi- 
dend rate.” 

Net sales for the first quarter of 
1958 were $72,132,543, compared 
with last year’s figure of $87,549,674. 
The net income was $1,167,818, com- 
pared with $3,069,944 in the first 
quarter, °57 

Lighting products suffered, but vol- 
ume in incandescents, fluorescents, 
and special lighting products, held up 
relatively well in the first quarter, and 
is improving. The parts division’s sales 
to electronic customers were substan- 
tially affected, but a relatively early 
recovery “seems extremely likely,” 
Mitchell stated 


Spring Upturn Seen 
In Material Handling 


PITTSBURGH, PA.—“The chance 
for a Spring upturn in the material 
handling industry now appears brighter 
than it has in the past two months,” 
declared R. L. Fairbank, president of 
the Material Handling Institute, Inc., 
and vice president of Towmotor Corp., 
Cleveland. 

Fairbank based his optimism on the 
fact that the dollar volume of orders 
booked by manufacturers of material 
handling equipment in February, took 
a slight upturn over the bookings re- 
ported in January 


ALCOA Turns to 
Electrical Industry 


PITTSBURGH, PA.—A move to 
open a major new market for alumi- 
num in the electrical field was an- 
nounced by the Aluminum Co. of 
America. 

ALCOA has purchased the trans- 
former division of Automation Instru- 
ments, Inc., Boulder, Colo., along 
with the technical data and research 
and development equipment in pos- 
session of that unit 

ALCOA’s objective is the applica- 
tion of aluminum foil and sheet strip 
windings for transformers and mis- 
cellaneous electrical equipment. 
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ANNIVERSARY. 


SUBJECT: CONGRATULATIONS N.A.E.D. 


ear Wr. Electri lL Distributor: 


YOUR FIFTIETH ANNIVERSARY INDICATES THA 
GROUND. Sierra, likewise, 
products, ava 


Sierra invites all con 
greet you, and to tell 
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HOW MANY 
STEP DOWN 


TRANSFORMERS 
AND 


STEP UP 


TRANSFORMERS... 


fi 
1.5 


. . ARE YOU SELLING? 


The easiest way to provide 115 volt 
service from a 230 volt source ol 
supply is with an Acme Electric 
Stepdown transformer. Innumerable 
applications in factories, commer 
cial buildings, offices, where 115 volt 
service is required for lighting, small 
tools, portable tools, office machines 
and only 230 volt supply is avail 
able 

Step-up transformers fill a definite 
need for increasing a 115 volt source 
of supply to 230 volt—needed by 
certain types of office equipment and 
iir conditioning units 

Inadequate 42 ton or *4 ton air con 
ditioning units are frequently in- 
stalled in offices because 230 volt 
service is not available or the cost 
of such wiring too high to justify 
the installation of recommended and 
required l-ton air conditioner! 
There is plenty of opportunity for 
every electrical dealer to make 
money with Acme Electric Stepdown 
transformers and Acme _ Electric 


Step-up transformers 


ELECTRIC CORPORATION 


676 WATER STREET CUBA, NEW YORK 











Triangle Conduit & Cable 
Makes New Appointments 


NEW BRUNSWICK, N.J.—John I 
McAuliffe, president of The Triangle 
Conduit & Cable Co., Inc., New 
Brunswick, N. J., has been elevated 
to chairman of the board of directors 
McAuliffe will continue as chief 
executive officer. Joseph G. Slater, 
executive vice president and treas- 
urer, is now president of the com- 
pany. Carl S. Menger, vice president 
in charge of sales, moves to the 


executive vice president post, and 
will continue to head sales. Menger, 
whose name has also been added to 
the board of directors, is currently 
chairman of Rigid Conduit and Thin 
wall Section of NEMA 

Jack M. Slater is now treasure! 
He is also vice president in charge 
of industrial relations, and assistant 
secretary. Other officers, are: Henry 
D. Hohl and Estelle G. Gold. Clyde 
V. McKay has been appointed mem 
ber of the board of directors 


Ontario Plans 
Medallion Homes 


ONTARIO, CANADA—According 
to the Electric Service League of 
Ontario, a great deal of interest is 
being shown by the builders in the 
Medallion Home promotion. Sched- 
uled production areas of ten to 
twelve blocks have been set aside by 
several of the larger concerns in the 
area 

Ontario’s first Medallion Home be- 
longs to J. R. Carter, Utilities Com- 
missioner of Kingston, Ontario. The 
other belongs to S. Myles, an electrical 
contractor of London 


Two Companies Join 
Material Handling Institute 

PITTSBURGH, PA [wo midwest 
companies, Lathrop Paulson Co., Chi- 
cago, Ill., and The Paltier Corp., Mich- 
igan City, Ind., have joined the Ma- 
terial Handling Institute, Inc. 
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Here's how contractors net: 


top profits per job with 
new Murray MP ‘breakers 


Finest protection 
possible... at 
competitive prices 


Superior branch circuit protection 

Carries full rated load 

No nuisance tripping © No waiting to reset 
Only two switch positions 

Tungsten silver alloy contacts 

Sturdy plug-in design e Safety trip-free handle 
Backed by full line of “mp” load centers 


SEE THE NEW “MP”"’ BREAKER AT 


MURRAY BOOTH 515 NAED CONVENTION 














Jobs go up faster, easier with minimum wiring 
runs—and no nuisance callbacks afterwards 


How come? Because “MP” breakers are 
fully magnetic and contain absolutely no 
limiting thermal element. They work 
strictly on current alone — not heat. 

Think of the profit advantages for you! 
Now you can put up load centers any- 
where near steam risers, oil burners, 
even in kitchens over stoves — wherever 
it’s most practical for quick, easy wiring 
with minimum runs. 

That’s not all! Fully magnetic breakers 
have always provided superior branch 
circuit protection without nuisance trip- 


Murray Manufacturing Corp., 1250 Atlantic Avenue, Brooklyn 16, N.Y. 


Please rush me 
Name 
Company 
Address 

City 


Type of business 


] full information on new “MP” line 


ping. Advantages to you: no unnecessary 
callbacks, satisfied customers, repeat 
business — and finally, additional] profits. 

Best of all, “MP” breakers — backed by 
a full line of plug-in “MP” load centers — 
cost no more than ordinary breakers. 

So next time you order circuit breakers, 
ask for new fully magnetic “MP’s” — and 
see what a difference it makes in your 
operations. Available now at your Mur- 
ray wholesaler’s. 

For more information about “MP” 
breakers, mail coupon today! 


Dept. EH2 


new 1958 Murray Catalog 





Easy to install . . . requires shal- 
low hole . . . fixture can be re- 
moved and replaced without 
loosening anchor...a few ham- 
mer blows set anchor firmly .. « 
conical-shape nut expands lead 
sleeve to provide strong holding 
power .. . widely used by elec- 
tricians, plumbers, carpenters, 
ornamental iron workers, main- 
tenance men, awning and sign 
men and other tradesmen. 


Cutaway drawings show how 
setting tool expands lead 
I ict-ha-meldel lilemaoliliac) Malthe 





HAMMERLESS SETTING TOOL 


De 
Expander hammerless 
setting tool for easy installation of Arro Machine 


Screw Anchors in hollow tile, bottomless or weak-bottom holes. 


a 











THE ARRO LINE OF MASONRY 
ANCHORING AND DRILLING DEVICES 





STaCcecee 


ARROFLUTE CARBIDE MASONRY DRILL 


=) 


eye A! i 


R-FLUTE HAND STAR DRILL 


SE TWO WING T — BOLT 


GF TYPE 
TOGGLE BOLT 


See your industrial, 
hardware or electrical supplier 


ARRO EXPANSION BOLT COMPANY 


DEPARTMENT 8B, P. O. BOX 388, MARION, OHIO 


LEAD SCREW ANCHOR 





NAED Joins NAW, Backs 
Eisenhower Plea 


WASHINGTON, D.C. — President 
Eisenhower's plea to business to get 
cut and sell its products as a step 
to tie down the sliding economy, re- 
ceived unanimous endorsement of the 
National Association of Wholesalers, 
which recently accepted NAED into 
its organization. 

According to George W. Kauffman, 
retiring president of the NAW, the 
members “will actively back up its 
pledge to the President by a recom- 
mendation to all its organizations and 
individual members to accelerate their 
efforts and to sell and service their 
outlets to enable them, in turn, to 
better serve the consuming public.” 

Executive vice president, Paul | 
Courtney, said that in addition to 
other media, educational literature for 
students in high schools and colleges 
will be prepared. Also planned is a 
film for television and private use that 
will portray the key role of the 
wholesaler in the world’s most mod- 
ern and economical distribution sys- 
tem. According to Courtney, the film 
will “demonstrate the true essentiality 
and economy inherent in the whole- 
sale method of service to the con- 
suming public.” 

The association also approved a 
new program of cooperation with the 
distributive education division of the 
Dept. of Health, Education and Wel- 
fare. Under this plan, 35,000 “work 
and learn” students in over 1,500 co- 
operative schools attend classes about 
half the time and train on the jobs 
of their choice the balance of the 
time 
e Wholesale School Wholesale 
courses will be developed for these 
schools, and wholesalers will employ 
the students while in school, on a 
part-time basis. 

[he association also urged the Bu- 
reau of the Census to undertake a 
sample survey, later this year, to 
measure the “value added by whole- 
saling,” in order that comparable 
Statistics be made available to manu- 
facturers and producers. 


Reliance Electric to Spend 
$500,000 on New Center 


CUYAHOGA HEIGHTS, CLEVE- 
LAND—A $500,000 Reliance Electric 
& Engineering Co. distribution center, 
covering an area of 50,000-sq ft, will 
be erected in Cuyahoga Heights. The 
building is expected to be ready by 
the end of the year and will be a 
distribution center for electric motors 
and variable speed drives to serve 
western Pennsylvania, Ohio, Indiana, 
and Michigan. 


ELECTRICAL WHOLESALING—June, 1958 





FOR KITCHENS! 


Model 1090 
Ceiling Ventilator illustrated 


ILLUSTRATED 

ABOVE ARE ONLY TWO 

OF VENTROLA’S COMPLETE LINE 

OF VENTILATORS and PUSH-BUTTON 
RANGE HOODS 


The 1400 Series 
Solid top hoods 


The 1500 Series 


Range hood ventilators 


The 1600 Series 


Twin blower range 


products of 


A baie) &.\ 
MANUFACTURING 
COMPANY 


oh £oh-+ tem ile itey.\, | 
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FOR BATHROOMS! 


Model 410 Comb. Light and 
Ventilator illustrated 


| 


UL and CSA 


approved 


SP 


NEW CONSTRUCTION 
OR REMODELING... 


Remember the name Ventrola . . 
for the “New look” in contem- 
porary design, and engineered to 
Ventrola’s famous standards of 
beauty, performance and dependa- 
bility. These superb ventilating prod- 
ucts will reflect your good taste and 
judgment in selecting them for that 
next job ... and they’re competi- 
tively priced, too! 


All Ventrola units have been designed for easy removal 
of grille, motor and blade assembly for cleaning and 
servicing. Fully guaranteed for 5 years. 


Write for COMPLETE Information 


Ventrola Manufacturing Co., 
Owosso, Michigan 


Please send catalog of Ventrola products 


Nome...... 
Firm 
Address 
City 





J. 1. C. Boxes and NEMA Type 12 Cabinets 


BOSS Boxes 


Smooth corners . . . all sizes 
from 44%” x 5” to as large 
as needed. Surface or flush 
mount, with hinged or screw- 
on covers. 


“The Line of Least Resistance” 


BOSS 


BOXES AND WIREWAY 


Be sure of QUALITY, positive of excellent SERVICE on stock 
or ‘‘specials'’, with the complete line of BOSS Boxes, Wireway 
& Fittings. UL approved. 


BOSS Flangeless Hinged Cover Lay-in 


— -_ Assemble and lay 
in wire after wire- 
way is installed — 
no wire pulling or 
risk of damaging 
insulation! 


BOSS Flanged Hinged Cover 


a lolalel to MolsMolel is) 
ends .: . any 
number of sec- 
tions can be put 
together. Knock- 
outs on sides 
olale Ml ololal & 


BOSS Flangeless Screw Cover 


Equipped with 


protective screw 
shields. Cover has 
keyholes for easy 
removal without 
entirely removing 


screws. 


Sold thru leading distributors. Write for new complete line Catalog. 


THE HUENEFELD CO. 
2703 Spring Grove Avenue CINCINNATI 25, OHIO 
Visit the BOSS booth #215, N.A.E.D. Convention 








Summary of Lamps, 
Ballasts, for 1957 


According to data received trom 
the Bureau of the Census, Industry 
Division, production of electric lamps 
during 1957 (this report excludes cold 
cathode fluorescent) totaled 2,627,- 
000,000 lamps, down 3% from the 
number produced in 1956. Shipments 
of electric lamps in 1957 amounted 
to 2.533,000,000 valued at $396,000 
OOO, representing a decrease of 4° 
in the number of units and a 6% in 
crease in the value of lamps shipped 
relative to the previous yeal 
e Shipments—The shipments figures 
represent lamps shipped from the fac- 
tory or factory warehouse and do not 
represent sales of lamps to the ulti 
mate consumer. The percentage in 
dicated on the value of the shipments 
represents the net selling value of 
lamps shipped 

Inventories of lamps on December 
31, 1957, totaled 696,000,000. 16 
above stocks it the end of 1956 
These figures are unadjusted for sea 


sonal variations 


Lamp Ballasts 


[he value of manufacturer's ship- 
ments of fluorescent lamp ballasts 
amounted to $67,000,000 in 1957. a 
decrease of below the shipments 
of $73,000,000 in 1956. The quan 
tities of fluorescent lamp ballasts 
shipped decreased from 27,891,000 
units to 24,507,000 units between the 
two years. Corrected power factor 
types accounted for 55% of the quan 
tity and 87% of the value of ship- 
ments of all fluorescent ballasts dur 
ing the veal 


Du Pont Cuts Prices 
on Hyper-pure Silicon 
NEW YORK Ihe Du Pont Co 


announced price cuts ranging from 
$5 to $40 per Ib., on all grades of 
hyper-pure _ silicon retroactive to 
May | [ he company said the price 
cutting coincides with the starting 
up of a full-scale production of a new 
silicon plant near Brevard, N.¢ 

The new plant is reported to have 
a capacity to produce 50,000 Ibs. a 
year of semi-conductor grade silicon 
and 20,000 Ibs. of solar grade. New 
prices for semi conductor grade for 
use in such devices as transistors, 
diodes and power rectifiers, range 


from $130 a pound to $355 per Ib 


GE Receives Award 
PHILADELPHIA, PA The Gen- 
eral Electric Co. received the Sales 
Manager’s Association of Philadelphia 
22nd Howard G. Ford Award for out- 
standing performance in marketing in 


1957 
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New concept in construction fastening means 
continuing profits for you—when you sell the 





REMINGTON 


siz 


wer-Mate pia — 





K-1. CAPTIVEGSTUD KiT—designed to pre- K-2. LIGHT-DUTYKIT—producesall-purpose K-3. MEDIUM-DUTY KIT permits use of %” K-4. MEDIUM- AND HEAVY-DUTY KIT for 
vent free flight of studs when base material is tool. Handles 80% of your fastening in con diameter Remington Studs with low-cost 22 toughest fastening jobs. Designed for use with 


" 


nadequate. Used with ‘“Power-Mate,”’ this crete or steel. K-1 and K-2 use 4%” diameter aliber Power Loads. This assembly gives s” diameter Remington Studs and scientif 
is safest Stud Driver ever designed. Remington Studs and 22 caliber Power Loads. top performance economically raded 22 or 32 caliber Power Loads 


Most versatile tool ever designed for ; 

; 
fastening wood or metal to concrete or steel Se 
Now you can stock one basic unit—Remington “Power- 

Mate”—which is adaptable for a// light, medium or heavy- S$ ¥ UD DRIVER 
duty construction fastening jobs! Your customers have the FOWER-MATE” tn ats aol P 

power they want, the stud size they need. Operation is I ton Arms ¢ I Shed | 
fast and simple. Just a squeeze of the trigger anchors ie cai da yaar orig 

wood or metal sections to concrete or steel with alloy 
steel Remington Studs. Scientifically graded Power Loads 


furnish exact driving force needed. No pre-drilling, no 
outside power! 


i Remington Arms Company, In 
i Industrial Sales Division, Dept. EW-6 
1 Bridgeport 2, Connecticu 
! Please send me full information about 
! the Remingtor Power-Mat 
; 1 

It pays to demonstrate and sell this nationally adver- \ 
tised tool. You not only profit on original sale, but you I 
continue to profit through repeat sales of Remington ! 
Studs, Power Loads and accessories. For complete infor- 
mation about this profit-making tool fill out and mail \ 
the coupon today! L 
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No matter how hard 
to find elsewhere, here’s the 


ith INJoRMANDY 


one source that’s always ready with... 


IMMEDIATE DELIVERY 
of HEAVY DUTY, HIGH VOLTAGE 
POWER CABLE & PORTABLE CORD! 


Whether it’s Type RR 5-15KV... 
or S-SO or W-G up to TOOOMCM 
... you're always open for “big” 
business because 


NORMANDY BACKS YOU WITH 
ONE OF THE WORLD’S LARGEST 
CABLE STOCKS UNDER ONE ROOF! 


@ Heat and Flame Resistant Control 
Cable 

@ Interlocked Armor Cable 

@ Commercial Power Cable 

@ Neoprene Covered Direct Burial or 
Duct Cable, Type RR 
Government Pre-inspected Cable 
AIEE and Commercial Specs 


WRITE MR. E. W. BARROW FOR FREE CATALOG 


showing latest engineering data on the cable your customers need 


Niormanpy ELECTRIC WIRE CORP. 


Brooklyn 31 N 


125 Second Street 


CABLE ADDRESS NORMWIRE 


Exclusive Distributors of 
Shipboard Cable for 


National Electric Ihe 
UCTS CORB FCReAaTIOCN i) 


S 


TRiang e »-9B63 


NEW YORK 


“Anchor Hall of Fame” 
Established by A. B. Chance 


CENTRALIA, MO.—The A. B. 
Chance Co., has established the “An- 
chor Hall of Fame” in memory of the 
late A. B. Chance, founder of the 
firm. The award is to give recogni- 
tion to individuals who have made 
outstanding contributions to the earth- 
anchor field 

The first award was presented re- 
cently to Jackson T. Isbell, assistant 
to the president, A. B. Chance Co., 
“for his contribution in the develop- 
ment of the Wej-Lock Anchor, and 
major contribution to the 
sales of all anchors.” Isbell received 
a plaque citing him for this, presented 
by F. Gano Chance, president 


for his 


NAW Elects New Officers 


WASHINGTON, D. C.—W. D. 
Jenkins, president, Radio Supply Co., 
Richmond, Va. and past president of 
the National Electronic Distributors 
Association, was elected vice president 
of the National Association of Whole- 
salers. A. H. Johnson, president, A 
H. Johnson Co., Pittsburgh, Pa., and 
past president of the National Heating 
and Airconditioning Wholesalers As- 
elected 
NAED Executive Committee member 
and president of Doubleday, Hill Elec 
tric Co. of the South, Washington, 
B. * Paul O. West, was elected 
treasurel 

From NAED: George Albiez, presi- 
dent, Englewood Electrical Supply 
Co., Chicago, Ill., Arthur W. Hooper, 
executive director, National Associa- 
tion of Electrical Distributors of New 
York, and Paul O. West, were elected 
to the NAW Board of Trustees and 
were chosen to represent active whole 


sociation, was secretary 


saler members 


Air Conditioner Ratings 
for ‘58 Models Now Ready 


WASHINGTON, D.¢ The Air 
Conditioning and Refrigeration Insti- 
tute room air conditioner ratings for 
1958 models are available now. Be- 
sides giving BTU (British Thermal 
Unit) ratings, the list gives cycle and 
phase of motors, total watts input, 
nameplate volts and amperage and 
refrigerant number for more than 20 
manufacturers’ various models 


BullDog to Build 
at Marysville, Ohio 


MARYSVILLE, OHIO — BullDog 
Electric Products Co., Cleveland, Ohio, 
plan to build a 40,000-sq. ft. factory 
in Marysville. The plant will be located 
on a 10-acre tract on Collins Ave 

The building is expected to be com- 
pleted by August 1, and production is 
scheduled to start on September 1. 
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DECORATE | 
LIGHT ® 
HOME 


aa 
‘pon sechmmaae 


ARETE Nae RECN IE OE He me Tm mR oe 
stops tS ee ae | 


HTING GUIDE 


Let G.E. help you cash in 
on Medallion Homes! 


It’s here! First Medallion Homes go on display all over 
America this month. Have you tied into this industry-wide 
Live Better . . . Electrically promotion? If not, you may 
be missing your opportunity to e install Light for Living 
e increase appliances installed e upgrade wiring in new 


homes e increase ai/ your electrical business 


HOW MEDALLION HOMES HELP YOU 


The Medallion itself on new homes that qualify gives 
shoppers a buying symbol to look for, gives owners a 
hallmark to be proud of 

Electrical content of homes must increase over present 
standards to qualify for a Medallion—an immediate f 
for you. 

Medallion promotion educates prospects, helps builders 
sell upgraded electrical homes, helps you to increase 
business. 

Visitors to Medallion Homes carry away Electrical 
Living ideas for their older homes, all bonus business 
for you 

Already well launched, this spring, Medallion Homes 
promotions are planned to continue indefinitely 

For further information on Medallion Homes in yout 
area. contact vour lo« al electric utility 


G.E. FIXTURE SALES KIT is yours, for 
only a dollar, to help you make more money 
out of lighting opportunities in Medallion Homes 
promotion. Here's a complete package of mer 
chandising help (worth many times the price) 
from outstanding experts in their fields. 
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YOUR FIXTURE SALES KIT CONTAINS: 


How to Advertise Residential Lighting Fixtures—Copy ideas 
mat proofs, a full year’s promotion calendar for your advertising 


How to Display Fixtures 
ning guide for both large and small dealers 


tion like how to build a suspended ceiling, how to get maximurn 


A valuable, detailed layout and plan 
Includes basic informa 


display effect in a 4’ x 4’ space and much, much more 
Merchandising Lighting Fixtures — Bedrock selling and layout 
information helpful tips f sales training, basic stock plans 
inventory control 


Lighting Fixture Guide —! illustrated pages of fixtures re« 


ommendations, plus all the 1 


Wall Lighting Guide 


How to go after bonus business in val- 
ance, wall bracket, and cornice lighting. Ar her practi al, “how-to 


specihcations you nee 


booklet, with detailed diagrams 


How to Decorate and Light Your Home 
originally a best-seller in deluxe 


50 pages with illus- 
trations, color photos and charts 
binding for $6.75 


Progress /s Our Most Important Prodvet 


GENERAL @@ ELECTRIC 


pon right now 
General Electric Company, Large Lamp Dept. EWH-68 
Nela Park, Cleveland 12, Ohio ity 


Here's my dollar on erm 


“ 
Please send me my lighting fixture sales kit cme 


Name 


Street___ 








No. 241 COMBINATION SWITCH AND RECEPTACLE 


BELL SAF-T-LOK 


(Pat. Pend.) 


Weatherproof OUTLET 


FEATURING &teladcue wavs ones | al 
SNAP-COVER | 


ACTION 








SNAPS SHUT AUTOMATICALLY 
WITH SLIGHT PUSH 


STOCK and SELL No. 219 SINGLE SNAP-COVER 


PARALLEL SLOT DUPLEX RECEPTACLE 


FAST MOVING No. 220 SINGLE SNAP-COVER 3-WIRE’ 


GROUNDING DUPLEX RECEPTACLE 


Grounds metal parts of portable 
electrical tools, lawn mowers, etc. 


for safety in use with Metallic or 
Non-Metallic wiring systems. 








..- the mast COMPLETE line 
with EXCLUSIVE selling advantages 


Exclusive SNAP-COVER locks open for easy, one-hand 
insertion of plug... yet snaps shut at a touch for weather- 
proof protection. Lid does not rest on wire or plug. Can’t 
damage insulation if cord is jerked out. Cover cannot be 


loosened or pulled off. 
No. 210-~ONE-GANG SAF-T-LOK SINGLE RECEPTACLE 


Bell—The Complete Line —The Only Line with SAF-T-LOK 
SNAP-COVERS OR SCREW COVERS in 1 or 2-gang Com- 


binations. ve 
lo @p |? 


No. 216 No. 228 No. 233 
us Flush Switch Combination Flush Switch 
Screw-Cover (Single pole, Flush Switch & ond Duplex 
Duplex T-rated) Snap-Cover Screw Cover 
Receptacle Outlet Duplex Receptacle 




















Make BELL your one source for the best in weather-proof and No-Shok 
devices, and Metal Wall Plates. Write for Catalog and Prices today! 


BELL ELECTRIC CO. 


5735 South Claremont Avenue @ Chicago 36, Ill. 


SEE US AT THE N.A.E.D. CONVENTION — BOOTH NO. 1014 


Leavitt-Colson Rebuilds, 
Opens—on New Site 


PROVIDENCE, R.1 The Leavitt- 
Colson Co., Providence, R.I., has 
opened an electrical supply house and 
lighting fixture showroom, only a few 
blocks from where a fire had de- 
stroyed its building in November of 
1956 ‘ 

The new showroom, which is on 
two levels, has more than 5,000-sq 
ft. of floor space, with 84 separate 
circuits in use. Five rows of under- 
floor duct make possible outlets every 
two feet. Time saving devices are em- 
ployed everywhere, the staff has 
reached 20, and 10,000-sq ft of park- 


ing space has been provided. 


New Memphis Distributor 

SYRACUSE, NEW YORK—A. 1 
Distributors Memphis, Tennessee 
were signed as distributors of the 
Carrier Corporation’s recently ex- 
panded air conditioning and heating 
equipment. The firm will handle all 
the Carrier product lines 


Circle Wire & Cable 
Open EMT Plant 
NEW YORK, N.Y What has 


been termed by the company as 
the nation’s most modern electrical 
metallic tubing plant was placed in 
operation at Hicksville, L.1., by 
Circle Wire & Cable Corp., wholly 
owned subsidiary of Cerro de Pasco 
Corp 

The new plant, built at a cost of 
$2,250,000 has a capacity of 80,000,- 
O00 feet of tubing per year, the 
company reports. In addition, Milton 
S. Cohn, president of the Corpora- 
tion, said that the plant’s capacity 
will be sufficient to meet over 17% of 
the nation’s annual requirement for 
electrical metallic tubing, which are 
estimated at approximately 470,000.,- 
000-ft 


Benjamin Electric Appoints 


DES PLAINES, ILI The 
Benjamin Electric Mfg. Co., Des 
Plaines, Ill., has announced the ap- 
pointments of three division sales 
managers, and three district repre 
sentatives 

Appointed were Warren J 
Prediger, eastern div. sales manager; 
D.M. Woodside and Jack Chrismer, 
division sales managers of the newly 
formed southeastern and southwest 
ern divisions respectively. 

District representative appointments 
were: Warren G. Meltzer, eastern 
division Mass. district; David T. 
Ostrander, central division — Ohio 
district; and Ere W. McCabe, south 
western division—Texas district. 
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CALENDAR OF EVENTS 





JUNE 
National Association of Electrical 
Distributors 
50th Anniversary Convention 
Civic Auditorium 
San Francisco, Calif 
June 8-12 


Edison Electric Institute 
Annual Convention 
Convention Hall 
Boston, Mass 
June 9-11 


National Materials Handling 
Exposition 
Conference and Exposition 
Public Auditorium 
Cleveland, Ohio 
June 9-12 


Conferences, exhibits 


International Automation Exposition 
New York Coliseum 
New York, N. Y 
June 9-13 


Construction Industries Exposition & 
Home Show 

Pan Pacific Auditorium 

Los Angeles, Calif 


June 12-22 


International Home Furnishings 
Market 

Chicago, Ill 

Merchandise Mart 

June 16-27 


National Association of Display 
Industries 
16th Annual Exhibition 
New York Trade Show Building 
and the Hotel New Yorker 
New York, N. Y. 


June 22-26 


Illuminating Engineering Society 
Great Lakes Conference 
Sheraton Hotel 
Rochester, N. Y 
June 23-24 


Fifth National Store Modernization 
Show 

Store Modernization Institute 

New York Coliseum 

New York, N. Y 

June 23-26 
American Institute of Electrical 
Engineers 

Summer General Meeting 

Buffalo, N. Y 

June 23-27 
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DROP LIGHT 
REELS 


Perfect portable industrial light- 
ing—ideal for warehouses, load- 
ing docks, construction jobs and 
dozens of other uses! Available 
in 20’, 30’ and 40° cord lengths. 


ELECTRIC 
BALANCE 
REEL 


for 


POWER 
TOOLS 


Eliminates costly 
“waste motion” on 
production lines! 
Completely elec- 
trical—does away 
with separate bal- 
ance wire cables. 


17th & Indiana Ave. 
Philadelphia 32, Pa. 


ee 


Here's your opportunity for 
the same high unit profits and 
easy sales that have made the 
Cordomatic line popular with 
automotive jobbers for years. 
Now, Cordomatic has developed 
a new line of products which is a 
“natural” for the industrial and 
electrical fields...and they're 
being pre-sold to all of your 
customers in the trade books they 
read most. The products are uni- 
formly high in quality ... fully UL 
approved ... yet, in keeping with 
Cordomatic's policies, are priced 
to sell! 


Warehouse stock available in all 
principal cities in U.S. and Canada. 
Write today for free illustrated 
brochure and price sheets. 


CORDOMATIC DEPT. 
17th & Indiana Ave. 
Philadelphia 32, Pa. 


Nome 


Address 





The Green Hornet Stud Driver 
for multiple fastening jobs 


The Lawco, Jr. Portable 
Pipe Threader for fitting 
conduit in a hurry 


These quality power tools 
save your customers 
time and money 


Velocity Power’s twin labor-savers—the new Green Hornet 
Stud Driver and the versatile Lawco, Jr. Portable Pipe Threader 

can do a whale of a job for your customers while returning 
a nice profit for you. 

The Green Hornet cuts fastening time with quick, easy 
|-2-3 operation. A flick of the wrist opens the breech. In goes 
the pre-assembled stud and cartridge. And a squeeze of the 
trigger safely and firmly secures wood or metal to concrete or 
steel. Eliminates time-consuming drilling. 

Profits for you keep rolling in even after the original sale. 
\ variety of steel studs are available to assure you plenty of 
repeat business. A selection of two interchangeable barrel sizes 
gives this unit a two-tools-in-one sales advantage. The many 
applications that can be performed with this versatile Stud 
Driver further increase its sales potential. 

The Lawco, Jr. Portable Pipe Threader offers its own variety 
of profitable sales advantages. It threads pipe, digs holes, 
drives nuts and bolts, works as a hoist, pulls cable through 
conduit. Threads 44” conduit in 20 seconds, 2” conduit in a 
minute and a half! Weighs only 20 pounds. It’s easy to operate. 

Both tools assure utmost safety. 

Territories are still open for distributorships. And authorized 
distributors are the on/y sales outlets for these quality tools. 
Write now for price and product information. 











ecociry-eowef] too. company 


201 North Braddock Avenue « Pittsburgh 8, Pennsylvania 
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PEOPLE IN THE NEWS 





STANLEY M. BIXLER was elected senior 
vice president and general manager of 
Day-Brite Lighting Inc., St. Louis, Mo 
In this newly created position, Bixler 
will direct operations of sales, finance 
and production. Formerly vice president 
f Day-Brite Lighting Inc., Calif., he will 
continue to manage the wholly owned 


subsidiary 


Jim Russell retired from his sales post 
after 21 years at Midwest Electric Co., 
Minneapolis. He came to the company 
from Graybar Electric Co., Kansas 
City. 


James E. Butler has been named 
manager, sales promotion, for the 
Ridge Tool Co., Elyria, Ohio. Butler 
will inaugurate a new and intensified 
sales program designed to aid distrib- 
utors in selling pipe tools. 


Irvine A. Hill has been named chiet 
cable design engineer of Western Insu- 
lated Wire Co., Los Angeles, Calif. 
Hill was cable engineer for Simplex 
Wire and Cable Co., Whitney-Blake 
Co., and as product engineer for 
Paranite Wire and Cable. He 
also. directed a two year study 
on flexible electrical cord life 


Alvin S. Levine has been promoted 
to manager, lighting sales of Sola 
Electric Co., Chicago, Ill. His re- 
sponsibilities will cover mercury lamp 
transformer, and fluorescent lamp bal- 
last sales. 


John Tracy has been named general 
service manager for Portable Elec- 
trical Tools Inc., Chicago, Ill. He will 
supervise the operation of PET’s 
service dept., and direct the opera- 
tion of its service stations across the 


USS. 


W. Walter Renberg is assistant sales 
manager of the Pennsylvania Trans- 
former div., McGraw-Edison Co., 
Canonsburg, Pa. Renberg has been 
associated with the division since 1947 
when he started as an electrical design 
engineer. 
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J. Walter Nyquist has been elected 
vice president of the Meletio Elec- 


trical Supply Co., Dallas, Tex. For- | 


merly director of merchandising, Mr. 
Nyquist joined the firm in 1930, and 
has held every position in the organ- 
ization. Meletio Electrical Supply Co.’s 
area of distribution is in the north 
Texas area. 


Harvey W. Odom has been named 
sales manager of Minneapolis- 
Honeywell Regulator Co.’s industrial 
branch office in New Orleans. Odom 
had been branch industrial manager 
in Wichita, Kans. Eldred E. Jones will 
succeed him there. 


Ted A. Bender has been appointed 
Seattle branch office manager for 
Century Electric Co., St. Louis, Mo. 
Baker Terry is the St. Louis branch 
office manager and succeeds R. A. 
Jervis who has transferred to Tulsa, 
Oklahoma. H. C. Knappenberger as- 
sumes managerial role in the Syracuse 
branch office. 


H. David Honan, former assistant 
sales manager, switchboard section, 
was named manager, industrial sales, 
at I-T-E Circuit Breaker Co., Phila- 
delphia, Pa. 


T. A. McLean has been listed as 
advertising and sales promotion mana- 
ger of Edwin L. Wiegand Co., Pitts- 
burgh, Pa. He _ succeeds George 
Sowash. 


Allan Schwartz is industrial sales 
manager of the Frankelite Co., Cleve- 
land, Ohio. 


Raymond P. Connors has_ been 
appointed director, national accounts 
for Sylvania Lighting Products, a 
division of Sylvania Electric Products 
Inc.. New York. Barry E. Colby 
succeeds Howard J. Martin as Phila- 
delphia district sales manager. Martin 
assumes new special accounts sales 
responsibilities. John F. Dill is new 
Milwaukee district sales manager. 


Richard J. Sargent, general man- 
ager of marketing and distribution for 
Westinghouse Electric Corporation’s 
Consumer Products div., Pittsburgh, 
Pa., has been named vice president. 
Sargent will continue with his present 
duties, planning and directing the dis- 
tribution program for the Appliance 
Division at Mansfield, Columbus, and 
Newark, Ohio, and East Springfield 
Mass; the  Television-Radio  div., 
Metuchen, N.J., and the Electronic 
lube div., Elmira, N.Y. Sargent 
started with the firm in 1936, 








Circle A-W 
Company 
Manufactur 
tenda hea ny 
| NAED mem 
their friends a 
the National 
Anniversary 
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ONLY by Electrical Wholesale 
* Wiring Gutter and Fittings 


* Hinge Cover Wireway 
and Fittings 


* Transformer Cabinets 
* Screw Cover Boxes 
* Hinge Cover Boxes 
* Cabinet Boxes 

%* Weatherproof Boxes 
* Meter Troughs 

* Utility Boxes 


Products 
and Alwalt 
ing Co. 
elcome to 
bers and 
ttending 
“Golden 
Conven- 
Francisco 


Above: Flush or Surface Cabinets; 
made in 10,12, 14, and 16 Gauge 


Circle A-W brand products are known throughout the 


West for quality; and Circle A-W Products Company 
1 i 


enjovs 


a reputation for speed and efficiency of service 


In addition to our rapidly-expanding line of off-the 


shelf products, we welcome an opportunity to work with 


you on 


Ata 
a ails ag} 


any special problems 


Write, today for our free full line catalog 
; & 


CIRCLE A-W PRODUCTS 


COMPANY 
P.O. Box 1171 *® Modesto, Calif. 
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F. I. Wilson, sales manager of The 
OIL-TIGHT and DUST-TIGHT Wakefield Co., Vermilion, Ohio, has 


: . obb Genesee. A. Bader bee ode 
st AND nor, ELECTRICAL basaregenyl : 
ETE Ll 


manager of the firm’s U.S. operations. 
FIR 
COMPL Raymond K. Watkins has been named 
vice president, sales and marketing, 
Slater Electric & Mfg. Co., Glen Cove, 
MADE TO JIC AND “ : New York. Watkins was formerly with 


c STANDARDS All seams ee ee : Yale & Towne Mfg. Co., and was 
HEA STAN worded sales manager of Pass & Seymour 





Rolled lip 
adds stiffness, Jerome H. Feig, vice president of 
mproves a earance f 
— PP : Progress Mfg. Co., Inc., Philadelphia. 
Cover pas Ses Pa., has been elected to the board of 
easy perate, , ° 
has no loose parts : directors, Harold Yoskin advances 
Continuous to vice president and retains his posi- 
hinge. Door is x | val 
pe heer : tion as assistant to the president. 
Oskar Riesmann is assistant secre- 
Removable 
panel mounted on re tary, and continues as assistant treas- 
shouldered studs urer. Herman Kesler is vice presi- 
Removable dent, marketing and merchandising, 
. | 7 = 
uaaeeie polet 3 and Arthur L. Foster is now director 
' of advertising 


John E. Puvogel is vice president 

Neoprene gasket ‘ 
seals out oil, |_ eee of manufacturing, Hoskins Manufac- 
water, dust in turing Co., Detroit, Mich. Prior to his 
2 present appointment, he was manage! 
SIZES A | of manufacturing. Puvogel is a 24- 
SINGLE DOOR Wall-Mounted ~ hs . . 
iaike VE steatada sicen year man, starting with Hoskins in 
ranging from 16"x12°x 6" to | 1934 as an office boy, and working 


60°x36"x8" NEMA 12 PANEL 


TWO DOOR Floor- his way up through the various shop 


Mounted Units. 8 ENCLOSURES and office departments Robert I. 


standard sizes rang- : a 
ae” These handsome units are ideal for housing Cratch and John M. Thomas are 
electrical controls, terminal strips and control vice presidents of marketing and new 
instruments. Strong, rigid, welded product planning and development, 
construction. Neoprene gasket on door respectively. Cratch has been with the 
protects against dust, dirt, oil, water. No company for 20-years and Thomas 
knockouts or screw holes. Units are frequently for nine. 
used in purged or pressurized systems for 
installation in flammable or dust-laden Joseph Lovett is manager of sales 
atmospheres. Standard stock sizes, one door for Fasco Industries Inc., Rochester, 
and two door units. Fast delivery. Made of 10, N. Y. He will direct the sales of 
12 and 14 gauge sheet steel. White baked portable fans, ventilating fans, and 
enamel interior, gray prime coat exterior. power range hoods in the greater 


; New York-New Jersey area 
Stocked and sold by leading 
electrical distributors Allen G. Smith 














, Jr., has been pro- 
moted to the position of zone sales 
manager of the Carey division of Por- 
celain Products, Inc., Carey, Ohio 
NEW STANDARD @e« oll jie Smith is responsible for all activities 
CONTROL CONSOLES BOXES — in Wisconsin, Michigan, Minnesota, 
Designed especially for industrial gee es Oil and dust- ; N. Dakota, S. Dakota, Nebraska, 
use, these cabinets pe a oe we ah orn ag we re mage lowa, northern IlIlinoi nd north 
oil-tight and dust-tight advantages sheet steel sizes no knockouts or a. ne e ois. anc C ern 
" ” losures. in 4 types—Standord, screw holes. 8 sizes. > ‘reated 
oe aed op pelle Extra Deep, Slim, and Pendent. Gasketed cover. 14 gauge Indiana. In this newly created posi- 
mood? a cou ~ d n Made to take from 1 to 25 sheet steel. Gray hammertone tion, Smith will assist manufacturer's 
shipped from stock, save age esig pushbuttons of any make. finish. Ponel optional iS oi 
expense and delivery a loping representatives handling the com- 
oO yo = ; 
See biliaies bo cua, 4 pany’s lines 


An additional upright instrument ( 











panel as well as handy writing desk SECTIONAL VISIT OUR Henry Zaccaria has been listed as 
can be added if desired. All units WIREWAY 


manage f the shi » de 
hove interior sub-panels. All doors Protects electrical wiring CONFERENCE BOOTH 9 » lee F ~ apes hasing de pt., In 
and panels gasketed. Standard size from oil, water, dust. Gasketed No 904 the iladelphia, Pa., International 


is 23°x17"x 40", or we can build joints and cover. Comes in | to Resistance Company plant. Zaccaria 
to your specifications. 10 foot straight sections, with A 


; ae had been associated with the Mode 
al fitings. S zes: 2%", 4 at the NAED 50th soc ec e fodern 
ond 6° square. Tool and Die Co., and was co-owner 
Anniversary Convention and business manager of General Tool 
& Die Co. Edgar M. Corson Jr. is 


ENGINEERING CORPORATION sales manager, computer components 
Dept. EW-92, ANOKA, MINNESOTA, Phone HArrison 1-2240 division 
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Herbert G. Blumberg was elected 
president of the National Electronics 
Distributors Association, Michigan 
chapter. Blumberg, who is executive 
vice president of the Ferguson Elec- 
tronic Supply Co., Detroit, Mich. is 
also chairman of the Motor Control] 
Committee, National Association of 
Electrical Distributors. He is a grad- 
uate of the University of Michigan 
Electrical Engineering School, and 
was recently appointed to serve on 
Detroit’s Industrial and Commercial 
Committee Development 


Robert J. Sloan has been elected 
president of Crouse-Hinds Co., Syra- 
cuse, N. Y. He succeeds J. R. Tuttle 
who continues as chairman of the 
board of directors. Sloan began with 
the company in 1923. Raymond W. 
Cummings is now listed as secretary 
of the company 


H. D. Miller, Salt Lake district man- 
ager of contract sales for General 
Electric Co., has retired. A forme: 
district sales manager for the Idaho 
Power Co., Miller became a GE em- 
ployee in 1932. From 1946-1953, he 
was appliance sales specialist. He was 
appointed to the position he held upon 
retirement last year 


Andrew S. Kariotis has been ap- 
pointed manager of the new office of 
Sprague Electric Co., North Adams, 
Mass. Kariotis will be in charge of 
sales and customer service 


W. H. “Wib” Newman is district 
manager for the State of Georgia, ex- 
cept Dalton area, for Electro Silv-A- 
King Corp., Chicago, II]. Newman has 
been in wholesale plumbing and heat 
ing supply in Atlanta 


Charles S. Allen, Jr., heads the new 
electric utility sales division of the 
Hill Transformer Co., Inc., San 
Carlos, Calif. The company is expand 
ing its manufacturing facilities 


Robert L. Lock, vice president, 
engineering, was recently appointed 
research director of Anderson Elec- 
tric Corporation of Birmingham, Ala 
bama 


E. B. Fitzgerald has been named 
apparatus sales manager on the mal 
keting staff of Cutler-Hammer Inc., 
Milwaukee, Wis. F. A. Wright is now 
general sales manager, and H. B. 
Phillips quantity sales consultant. G. 
A. Rauch has been appointed mana- 
ger, distributor sales, and R. C. 
Monahan is marketing research mana- 
ger. J. M, Cook was recently ap- 
pointed vice president, marketing 
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EASIEST 
FASTEST 


MOST ECONOMICAL 
CONTROL FOR) 
POSTER LIGHTING 


SERVICE AND TIME SWITCH 


. » « pre-wired in ONE raintight enclosure | 


Astronomic or Plain-Dial Time Switches with or without mech- 
anism for keeping time during power failures 


J Quick, easy, economical installation...lug terminals for line 
and load connections accommodate up to #6 stranded 
wire without bends. Time switch and disconnect are 
pre-wired 


7 Fuses for over-current protection easily changed to meet 
actual load conditions and local codes 


STANDARD DISCOUNTS APPLY... 
SEE YOUR SIGN SUPPLY OR ELECTRICAL WHOLESALER NOW 


TORK EE 
DOMINION ELECTRIC 


TIME CONTROLS, inc MANUFACTURING CO. LTD 
MOUNT VERNON, NEW YORK TORONTO, ONTARIO 





John M. Williams has been ap- 
pointed district manager for the Cin- 
cinnati office of The Edwards Co., 
Cincinnati, Ohio. He will supervise 
marketing and sales activities in 
southern Ohio and West Virginia, 
Indiana (except for the northernmost 
counties), and part of Kentucky. Wil- 
liam L. Bokhoven has been trans- 

s s * | ferred from Chicago to the Cincin- 
TV we irin ate rial Ss nati office. He is technical representa- 
tive and will aid Williams in the 

aig ‘ aa latter’s work 


Fred IT. Conboy, sales manager, 
has been appointed vice president of 
sales for Penn-Union Electric Corp., 
Erie, Pa. Morris Brenner is_ vice 
president, engineering. Brenner joined 
Penn-Union in 1956. Previously he 
had been with the Burndy Corp., 
Norwalk, Conn 








Don Brinks was named an associate 
to the Wm. J. Doyle Co., manufac- 
turer's representatives for audio and 
electronic equipment. Brinks goes to 
the Doyle organization from Bell 
Sound Systems, Inc., a subsidiary of 


. 
Pp rofita b H e fo Foeeee Thompson Products Inc., where he 
is advertising and sales promotion 


Electrical Wholesalers inedaabiee 


Increasing demand by the residential builder on the Electrical 
Contractor to supply concealed TV wiring with plug-in wall 
plates is providing new profits for the Electrical Wholesaler. 


Easy to handle with TeVco kits ee a 
oaenes KATOLIGHT 
ee WILL HAVE \ ‘ POWER 


THE BEST 


or 4 outlets with 
1 entenns: Prevents signi POWER PLANTS 
and interference. BLACKOUT ; 
2. Roof Jack and Flash B. PROTECTION 
TV mast holder and lead-ir 
e. . STANDBY 
POWER PLANTS 
. Wall Plates with Pl 1g. ? ° Katolight can fur- 
Matches other standard . ™ nish units to meet 
receptacle special as well as 
“er : standard _require- 
pa ‘ ; : . ments Built to 
. Heavy Duty 300 ohm TV Lead-in. 2 [highest standards 
for dependability, 
long life . . . yet 
Katolight prices 
help you clinch more profitable sales 
Sizes to 400 KW for every standby need 
PORTABLE POWER PLANTS 


Handy, rugged, low-cost Katolight 
Portable Piants provide power 


Convenient package at less than the cost of bulk materials a ah aie” Gane 
ity to handle surge of heavy 
: i ads and all tool 
There is a TeVco Kit containing all necessary materials to Saas mos 00 to 100,000 
completely wire a home with the specified number of wall Watts and up 
outlets. TeVco Kits are especially designed for the Electrical ° MOTOR GENERATOR SETS 


Contractor and requireno special tools or technical knowledge ‘ 1 Change D. C. to A. C.—A. C. to 
es : ‘ D. C. 15 to 1200 cycles. Wide 
to install concealed TV wiring in new construction. size range 


Supply for any nome. 


c Condu optional). 


TeVco Kits are sold only thru Electrical Wholesalers ROTARY CONVERTERS 
Change D. C. to A. C. Widely 


For complete information write: | used in communications, research 
aircraft, boats. 110 to 2500 
watts in standard or special 


Tel/eo INSULATED WIRE 108 Prospect Ave. Burbank, Calif. | frequencies or voltages 


WRITE TODAY FOR BIG NEW FOLDER! 


A HOUSE NOT WIRED FOR TV IS ONLY HALF WIRED | @ Vie Ricj,jmee) i e)'s- Bile), 


Box 891-92 Mankato, Minnesota 
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Gerald L. Phillippe, comptroller, 
General Electric Co,, New York, has 
been elected president of the New 
York City Control of the Controllers 
Institute of America. He has been 
with GE since 1933. 


Michael D. Bizzoco has been pro- 
moted to the new post of production 
manager at Tork Time Controls Inc., 
Mt. Vernon, N. Y. Bizzoco will be 
responsible for all production at the 
New York plant. 


Charles J. Brown has been ap- 
pointed plant manager of Prescolite 
Manufacturing Co.’s new operation in 
El Dorado, Arkansas. In his seven 
years with the company, Brown has 
headed every dept., his last being 
production manager. He is regarded 
by the industry as an authority on 
the production of lighting fixtures. 


Robert J. Marlatte is plant mana- 
ger of the Merkle-Korff Gear Co., 
Chicago, Ill. He assumes the post 
vacated by John D. Sims, assistant 
vice president, who has moved to 
administrative duties relating to sales. 
Marlatte, former vice president, 
manufacturing and engineering, Pro- 
duction Instrument Co. of Chicago, 
has been with the company for 18 
years. 


A. L. Nolan has been appointed man- 
ager, special products, for the BullDog 
Electric Products Co., Detroit, Mich. 
Richard R. Frede is listed assistant 
to the vice president of marketing. 
Other sales staff members are: R. D. 
Cleaves, utility sales; H. S. Conrad, 
market research and warehouse dis- 
tribution; F. T. DeCock general ad- 
vertising and sales promotion; H. P. 
Maxwell, distributor sales. 


Emmett P. Medlock Jr., has been 
appointed plant manager of Circuit 
Instruments Inc., St. Petersburg, 
Fla. 


ILLINOIS 





J. P. Sutton & Son, Inc. 
2525 Armitage Ave. 
Chicago 47, Ill. 
Phone: Spaulding 2-5110 


Direct Factory Suppliers to 
the Electrical Wholesaler for 
over 30 years. 
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MANUFACTURERS’ REPRESENTATIVES 





CALIFORNIA 


FLORIDA 





MADDOX SALES CO 
914 East Third Street 
Los Angeles 13, California 


Phone—Madison 4-2306 


HEXCEL PRODUCTS 


TRANSFORMER 


IDEAL INDUSTRIES 


Ad, page 20) 


IDEAL SIMPLET 


_— e 
FIT INGS 


Ad, page 16 


ILSCO CORPORATION 


REVERE ELECTRIC MFG. CO 


Ad, page 28) 





KANSAS 





WALTER ZIMMERMAN 


Manufacturers Representative 
Electrical Supplies and Equipment 
P. O. Box 2571, Hillside Station 
Wichita 8, Kansas 
Phone: MUrray 3-3161 


Salesman—Kansas City Area: 


RICHARD D. MERCER 
1607 Everett Street 


Kansas City 2, Kansas 
Phone: MAyfair 1-5405 








and nduit 
Ad, page 174) 

* 
TEPHENS CC 
+e Fitting 
Ad, page 244) 


ape 


Ad, page 181) 








FLORIDA 





SHANNON ASSOCIATES 
1204 E. Colonial Drive 


Orlando, Florida 
Phone: Garden 5.8520 


Berko Elec. Mfg. Co. 


Edwards Co. Inc. 
Ad, page 21, 22, 23, 24) 


Electric Time Co. 


Hoffman Engineering Co. 
Ad, page 238) 














John T. Thompson has been ap- 
pointed manager of the newly formed 
distributor products div., of Raytheon 
Manufacturing Co., Waltham, Mass. 
Thompson will join the firm on June 
1, coming from GE, where he has 
been manager of distributor sales for 
the Electronic Components div., since 
1950. He will be responsible for mar- 
keting all components sold to elec- 
tronic parts distributors. 





Howard C. Beyer, engineer and 
administrator in electric generating 
equipment field, has joined Jeta Metal 
Fabricators, Inc., Yonkers, N. Y. as 
general manager of the company’s 
newly formed Power Equipment div.. 
Bever is listed in “Who's Who in the 
East,” and in “Who's Who in Com- 


merce and Industry.” 








NOW — AN ENTIRELY NEW CONCEPT IN 
EXPLODED VIEW 


watertight 


service entrance which compresses into 


threaded meter hub 


THIS exclusive M&W fitting introduces a new 

high in simplified installation. The hex-nut cast- 

ing compresses the neoprene gland directly into 

the hub of the meter socket. This permits a 

faster, easier installation. The conical metal 

sleeve gives ample take-up around the cable, 

prevents cable-twisting, and mokes a more 

adequate seal with neater appearance INSTALLED VIEW 
New HNS-23 M&W Connectors save time, oa. ae tight 

cut costs, provide ONE connector to handle ALL 

sizes of 100-amp rated cable. Write today for 

sample fitting, prices and details 


Non-Water-Tight Connectors — Ground 
Clamps — Service Entrance Mast Kits 

Service Entrance Caps, Straps and Sill 
Plates BX and Romex Connectors 


y The M. & W. ELECTRIC MFG. CO., Inc. 


EAST PALESTINE, OHIO 











Selection 
and 
Specification 
Data 





Write for 
Bulletin 158 














Gy) THE Adalet MANUFACTURING COMPANY Gon 


14300 LORAIN AVENUE ° CLEVELAND 11, OHIO 


SALES REPRESENTATIVES 





Amperex Electronics Corp., Inc., 
Hicksville, L. I., has announced the 
appointment of Thomas & Sukup, In- 
dianapolis, Ind., as manufacturer’s 
representative for Indiana and Ken 
tucky. The firm will cover both dis 
tributors and equipment manufactur 


ers in the two-state area 


The Frink Corp., Long Island City, 
N. Y., names Virgil E. Marshall as its 
Indiana sales representative. Formerly 
he was with Westinghouse Electric 
Supply Corp., in Indianapolis 


Collyer Insulated Wire Co., Paw- 
tucket, Rhode Island, has named Wil- 
liam M. Selig as sales representative 
for the New England area 


Prescolite Mfg. Co., Berkeley 
Calif., has announced the appointment 
of Clyde Dodd to the staff of Donald 
S. Gleason and Associates, representa- 
tives of the company in the Washing- 
ton and Oregon area. Dodd will cover 
the Oregon territory Gordon Mc- 
Campbell is sales representative for 
the San Francisco-Oakland Bay area 
and Al Thompson for the Colorado- 
Wyoming territory 


=petY-Fittings Mean 
More PROFITS to You 


rigid conduit. 

. -» Cadmium 

plated iron 

construction 

complete with 

cadmium 

plated steel covers, screws and vellumoid gas- 

kets...shipped assembled....both ends female. 
. Sizes marked on elbows... . 42” to 2” 


Peco black oil- 
tempered high car- 
bon flat spring 
steel wire handles 
easily and runs 
smoothly. Will 
firmly hold and 
pull copper wire 
through the most 
complicated bends 
in conduit. 

Send for We can supply any size 
or length you desire 

complete catalog Separately Boxed 


PRODUCTO ELECTRIC CORP. 
932 ROGERS PLACE, NEW YORK 59, N. Y. 


MANUFACTURER REPRESENTATIVES: 
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way UPI!I!? 


SALES OF THE 
NEW INTERMATIC 
T-RATED SWITCHES 


. . . GROWN BY LEAPS AND 
BOUNDS SINCE THEIR IN- 
TRODUCTION. EVERYBODY'S 
switching to the T-Rated 
Switch! 


simple in design and engineered 
for long, trouble-free life; .. . “built 
to give smooth running operation;” ... 
a time switch my customers can de- 
pend upon” — ... and so they're 
saying — the men who KNOW and 
BUY time switches! 


TUNGSTEN RATED 10 
CARRY INRUSH SURGES 

UP TO 8 TIMES THEIR 
NORMAL AMPERAGE RATING 


Heavy duty Intermatics assure maxi- 
mum reliability on the toughest jobs. 
Easy to install—easy to set—they save 
time, money, and trouble! It all adds 
up to the biggest PLUS in time switches 
today. Are you making the most of it? 
Write for the new 8-page color catalog 
Bulletin 68-Bt, illustrating and describ- 
ing 63 Time Switch models’ 


Time CONTROLS 


INTERNATIONAL REGISTER CO. 





2624 W. Washington Blvd. - Chicago, Ill. J 
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Pittsburgh Reflector 
burgh, Pa., announces 


+ Se 
the 


for their Cincinnati 
This embraces Ohio, West 
and Kentucky 


resentative area 


Virginia 


sultant-lecturer for the Chicago Light 
ing Institute 


Pittsburgh Standard Conduit 
Pittsburgh, Pa., have named two mem 
bers to their sales representative force 

Gerald L. Cronan in Philadelphia 
His territory will include Eastern 
Pennsylvania and Southern New 
Jersey 

William T. Wright in New York 
City. His territory will cover Northern 
New Jersey 


Sunbeam Lighting Co., Los An 
geles, Calif., announces the appoint- 
ment of L. S. Reed & Co., as exclusive 
sales representatives for Colorado and 
Wyoming, and Perry G 
for the Georgia-Alabama area 


Sessoms, Jr., 


General Electric Co., Metallurgical 
Products dept., Magnetic Materials 
section, Detroit, Mich., has appointed 
Michael I Chater as West Coast 
representative for the company in 
Washington, Oregon, California and 
Arizona 


RIGID 


U.L. or 
V2" to 2” sizese HOT DIP GALVANIZED 


25 and 100 nipples in cartons 
of assorted lengths from 
close to 6” long 


Conouit Nipece Mes. co. 


1455 SPRING GARDEN AVE. PITTSBURGH 12, PA. 





Pitts- 
appoint- 


ment of James F. Ligon as sales rep- 


Prior to joining Pitts- 
burgh Reflector, he was lighting con- 


Co., 





You can see 

the difference 

in the NEW 
GEM CELLO-PAK 


Visual Display! 


rive 


GLASS 


Vie ce 
PLUC FUSES 


5 FUSES TO BOX 
(Amperage Clearly Indicated) 


They SHOW 
when they blow! 


BLOWN FUSES 


OVERLOAD SHORT CIRCUIT 
” 


ee 
Write for Complete GEM 
Catalogue on CARTRIDGE FUSES 
and other WIRING DEVICES 





GEM ELECTRIC 
MFG. CO., INC. 


237 37th St., Brooklyn, 32, N.Y. 





243 





M. STEPHENS 


Ae) PRECISION MFG. INC. 


ENGINEERED 
FITTINGS 





wT, 
ee 


























Manufacturers of Quality Electrical Fittings 
814 East 29th Street Los Angeles !1, Calif. ADams 1-9147 





Manufacturer's Representatives: 
Brenner Electrical W. I. Crichton 
Sales Co. Associates 
305 Velasco Riverview, Florida 
Houston, Texas 
A. M. Orlick 
3030 Josephine Street 
New Orleans, Louisiana 
Stocks Carried in Local Warehouses 





} 


/; —— 


YOU'LL KEEP COOL. | 





THE CUSTOMER | 
KEEPS COOL &~ 


because wy > RC é 


Renewable Fuses Keep Cool 


(DURING SAFE OVERLOAD) 
@ No unnecessary blows! e Longer fuse life! 
@ Vented for coolness! @ Quick-change links! 
@ Satisfaction — repeat business! 
MAIL COUPON TODAY 
SRR “EGR LR SR A SN A SN RE Te RON RE 
PIERCE RENEWABLE FUSES, INC., Leicester, N. Y. 








! Gentlemen | 
Please send details on the Pierce active stock plan. 
j Include a sample fuse for comparison with any other j 
make. 
{ Name | 
Company 
| Address | 


City...... supe , State ' 
SEs MK Ce EN ORE NA RR GENE OY OE om 


Arrow-Hart & Hegeman Electric 
Co., Hartford, Conn., announces the 
appointment of Howard Kennedy as 
sales representative in the company’s 
Houston, Texas, office. The company 
also announces the appointment of 
Harold G. Brennan, Jr., as its repre- 
sentative in the New Orleans, La., 
office. Brennan will represent the com- 
pany in the states of Louisiana, Missis- 
sippi and Arkansas 


Bill Critchon and Associates, River- 
view, Fla., have listed John T. Rob- 
erts as sales representative on the East 
Coast from West Palm Beach to Key 
West. Roberts has been situated in the 
Miami area for approximately seven 
years, working with VA as chief, con- 
tract and facilities section 


The Daniel Woodhead Co., Chi- 
cago, Illinois, announced the appoint- 
ment of Kenneth Anderson Co., Los 
Angeles, Calif., as sales representative 
in the southern California-Arizona 
territory 


Federal Lighting Corp., a div. of 
The Frankelite Co., Cleveland, Ohio, 
announces the appointment of David 
Dietz, Jr., as sales representative 
throughout greater Cleveland. 








Two New Minerallac Quality Products 
Designed for Jobs Too Heavy for 
Standard Jiffy Clips 


MINERALLAC 


Heavy Duty so Medium 
JIFFY CLIPS 


Also 
available 
without 
mounting 
hole for 

use with gun. 








THIS INVERTED RIB 
DOES THE JOB 


Made of heavier materials! Has exclusive 
inverted rib, that provides more strength at 
the bend of clip . and, of course, adds 
the benefits of famous “Snap On” feature! 


In stock in Zinc-Piated Steei for Th 

or Rigid Conduit up to 6”. (Hot Dipped 

vanized may be obtained on order) Can be 

substituted for malleable clips 

Order From Your Electrical Wholesaler 
SEND FOR LITERATURE 

MINERALLAC ELECTRIC COMPANY 
25 North Peoria St. Chicago 7, Ill. 


MINERALLAC 
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Thomas Industries, Inc., Louisville, | PROMPT SERVICE ANYWHERE IN THE U. Ss. 


Kentucky, has named H. H. Schwark, 
Jr., sales representative for the Moe 
Light Division of the firm. In addition, 
Thomas has also named the following 
representatives for the Moe Light 
div.: 


James E. Lathrop, Jr., of Virginia 
Beach, Va., and Lee T. Kimmel of 
Prairie Village, Kan. 


John C. Virden Co., Cleveland, 
Ohio, has appointed Donald Becker 
sales representative for the Central 
Indiana and Illinois areas. 


OBITUARY 





you handle 
Fred O. Carpenter If you sell Hevi-Duty transformers, your customer enjoys 


Fred O. Carpenter, 80, one of the | i EVI- DUTY quick deliveries and convenient, nearby service... and you 
. « > “ : | 
! 


, . ; benefit from his good will 
founders of the McCleery-Carpenter dry type H vi-Duty a and service representati are strat 
. . ze e Saies anda se ce represe é ves are strate 
‘lectric Co., Co ° ), ™ ; hi “ : 
pene Co., Cc lumbus Ohic whole f gically located throughout the United States. It takes only 
sale firm, died April 1 at his home in transformers , phone call to bring immediate personal service. 
that city. Carpenter founded the old You can quote delivery from stock on: Single-phase 
F. O. Carpenter and Sons Co., and units up to 100 KVA, 240/480 — 120/240 V. Three-phase 
was a member of the Fifth Avenue units up to 75 KVA, 480/208Y/120 V 
EUB Church. Write jor a complete Specialty transformers can be made to order 
= P catalog and details of our 
Surviving are his wife, Vesta E.; tocking distributor pro- 
\ g é : é S05 stocking dist pro 
two brothers, a sister, five grandchil- gram on dry type power HEVI-DUTY ELECTRIC COMPANY 
. r distribution, or control MEAT PROCESSING FURNACES ELECTRIC EXCLUSIVELY 
dren, and five great-grandchildren cneelaimeie 
= © fransjormers ORY TYPE TRANSFORMERS — CONSTANT CURRENT REGULATORS 
MILWAUKEE 1, WISCONSIN 











We stock 


every conceivable | AT BANY od B re 


type and size of RE LLING COMPOUND 
ELECTRICAL WIRE ™ ry : : 


and CABLE ... pulls all covered wires 
and non-metallic cables... . 


IMMEDIATE DELIVERY FASTER and 
WRITE » WIRE + PHONE ray EASIER! 


IT af | 
ONCE... e No mixing required 


: e Non-evaporating 
YOU'LL e Clean to use 


USE e Easy to apply 


EASTERN ELECTRIC IT e Listed Underwriter’s re-examination 


ALWAYS! service 
Sales Company 
3000 W. Columbia Ave. 


Phila. 21, Pa. ADAM COOK'S SONS, INC. 


POplar 9-0400 Electrical 
TELETYPE: PH 913 Products 


Division 


Order through your Electrical Supply House 


LINDEN, NEW JERSEY 
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POWERCRAFT = crocns 


PRIMARY FOR IMMEDIATE 


BUS SUPPORTS SHIPMENT 


* Contractors, Industrials, and 
Utilities rely on the accuracy 
of these Bus Supports to meet 
exacting service conditions. 
Available for Indoor and Out- 
door Service — flat or pipe 
mounting. Conform to NEMA 
standards. POQWERCRAFT  in- 
viles your inquiries on any 
special Bus Support require- 
ment. Other POWERCRAFT 
Products . . . Indoor and Out- 
door Disconnecting Switches, 
Bus Clamps, Power Connec- 
tors, Pipe Frame Fittings for 
1%" |. P. S. Pipe, and Clamp 
Insulator Supports. 


SEND FOR NEW CATALOG. 


POWERCRAFT CORPORATION 


2215 De Kalb St Phone Prospect 6-4532 ST. LOUIS 4, MO. 
Since 1932 


NEW Tool and NEW Display... Increase Sales! 


a. 


LYNN 


Solderless Terminal 
Display 


With the NEW 
1902 Bolt Cutter ~S 
Everyone Wants! & 


See 


e This new display makes it easy for af a | 
you to sell popular LYNN “C” PAKS . \ 
(100 terminals to the pak). Special ) PS . 
Cuts bolts and machine screws, 


cuts and strips wire, 
real profit! crimps terminals! 


st 
e 


electrical assortment gives you all 


4 fast-selling numbers at a 


FREE SAMPLE CARD —Terminal display card mailed promptly 
without charge if requested on your letterhead. 


> VACO PRODUCTS CO., 317 E. Ontario St., Chicago 11, Ill. 


In Canada: Atlas Radio Corp., Toronto 19 





NEW LITERATURE 


Ballasts—New ballast cross-reference 
chart bulletin GEL-1310 is de- 
scribed as a handy guide for quick 
selection of GE ballasts for fluores- 
cent lamps. Lists corresponding GI 
units for five competitive offerings 
Chart also includes numerical listing 
of all obsolete GE ballasts and then 
dimensions” with sgested replace 
ments. Color-coded end labels illus- 
trated on chart correspond to and 
identify labels on individually pack- 
aged GE ballasts. A table for deter- 
mining date of ballast manufacture 
is also included. Only single copies 
of the calendar type wall chart 

measuring 14 x 22-in—are available 
fol sacl request General Electric 


rectad\ NLY 


Housepower Controls —New guide 

listed as “58” Wadsworth Guide—is 
described as giving all the newest 
devices for the year 1958. Over 100 
pages of technical information for 
industrial switches to wiring troughs 
and fittings. Has more illustrations 
and wiring diagrams than previous 
catalog, and has simplified index 
The Wadsworth Electric Mfg Co 
Inc., Covington, Ky 


SLIP-ON GUARD 


GETS - A - LITE GUARD and 
GUIDE Offers Quick, Easy 
Profits in New, Untouched 


Market 


* Simply slip GETS-A-LITE GUARD 
AND GUIDE over the fixture, as illus- 
trated 


Made of indestructible spring steel 
wire Nothing to break, get out of 
order or replace. Will last indefinitely 


Once installed, GETS-A-LITE GUARD 
AND GUIDE is NEVER removed 
Nothing te unlock, fuss with or lock, 
when changing lamps 


GETS-A-LITE GUARD AND GUIDE 
actually steers lamp into socket, en- 
abling maintenance man to change 
lamp in 10 seconds! 


Available for 40 watt and 100 watt 
fluorescent lamps 


GETS-A-LITE Company, Dept. EW-68 
3865 N. Milwaukee Ave., Chicago 41, Ill. 
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Motor Couplings —New folder—2875 
—describes company’s MC geared 
couplings. Details pertinent applica- 
tion and selection data for new cou- 
plings, which are designed for use as 
motor coupling—for transmitting elec- 
tric motor power to pumps, genera- 
tors, etc. Folder may be obtained 
from district sales offices, authorized 
distributors, or by writing to com- 
pany. Link Belt Co., Chicago, III 


Direct Drive Blower Iwo color 
catalog covers general construction 
features, ratings, performance tables, 
motor construction, finish, extra fea- 
tures, dimensions and recommended 
specifications of non-overloading, 
class 1 direct drive blowers. Various 
types of direct drive blowers are also 
shown. The Peerless Electric Co., 
Warren, Ohio. 


Conduit Fittings—Twenty-eight page 
catalog in color—just published—is 
described as easy to read. Contains 
illustrations and descriptions of com- 
pany’s entire line of fittings and ac- 
cessories, and includes new pressure 
cast E.M.T. connectors and couplings 
and other new items. Conduit Fit- 
tings Corp., div. of U. S. Industries, 
Inc., Chicago, III. 


REFLECTORS 


Sold Only Thru 
Wholesalers 
Complete line 


1026 of Industrial— 


Rural — Farm 
— Garden and 
Outdoor Light 
ing— 

Send for 
CATALOG X58 


Manufacturers of 


+ Reflectors 

« Yardlights 

« Vaporproof 
Units 

« Weatherproof 
Sockets 

+ Available imme 


diately at your 
Wholesalers 








No. 8972 
8974 — 8976 
Porcelain Enameled Yardlight 
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U.A. ‘‘SEALFLEX’”’ 
Un Synthetic Covered — Liquid-Tite 
FLEXIBLE CONDUIT 





with 
Copper Wire 
Ground 
UL Approved 





Complete particulars in Catalog EPB-4 
Write for your copy 





Quality .. . ALL METAL FLEXIBLE HOSE PRODUCTS 
UNIVERSAL METAL HOSE CO. 


2107 South Kedzie Avenue, Chicago 23, Illinois 


FASTOLET EMT set screw fittings in NEW SIZES 


ONLY ONE SET-SCREW TO TIGHTEN. 
EXCEEDS U/L PULLOUT REQUIREMENT BY 150% 


1B— 1%" - 1%” 


ADJUSTABLE BAR HANGER 
to “snap-on” any type outlet box 


CONDUIT BEAM CLAMP 
with swivel base 


Made of ductile iron — 
40% stronger than molleable iron 


ATLAS No.1 % -% - 1" -1%" 
No.2 1%" 1%" - 2” conduit NEW 
SUPPORT for fastening outlet box to 


METAL DOOR BUCK. No loose parts. 
HAS THE GRIP OF A GIANT 


THE SS Jy Li) @ VV us Veit) ii icmaen CATALOG 
Ash Street at Bedford « Bridgeport 5, Conn. ON REQUEST 


247 





WE CAN PROVE THIS... 


CONNECTORS 


BAKELITE + SET-SCREW » PORCELAIN 


A TYPE AND SIZE FOR EVERY JOB! 
ee ie 


a 

& / Hi-4 & Hi-6 BAKELITE 
C / WIRE CONNECTORS 
L; NOW UL APPROVED 

= \FOR 600 VOLT USE 
AND THAT'S NOT ALL—also U.L. listed as 
pressure cable connectors for general use in 
all types of branch circuit wiring—conduit 
armored cable, non-metallic sheath, open and 
fixture hanging . . . machine hook-up, ap- 
pliance repair, etc. MILLIONS IN USE... 
MILLIONS MORE WILL BE SOLD! Full 


profits for you on every sale! 


BIG TRADE SHOW HIT... 


WEW "‘LOK-IT" 
WIRE CONNECTOR WRENCH 


vA \ 
Vv». 


FOR THAT \) 
FINAL TWIST! \\/ \# 


Slip "“LOK-IT'' over the end of a Hi Bakelite 
"Screw-On'' Wire Connector and twist LOK 
IT does the work! Saves fingers, makes terrifically 
tight connector joints easily. Thousands of elec 
tricians have seen and tested “LOK-IT."' Write 
today for details on FREE “LOK-ITS 


OTHER "'Hi'' QUALITY PRODUCTS 
®@ Plastic Screw Anchors @ Lead Anchors & 
and Kits Toggle Bolts 
@ Tape-Mate Winder AND MANY MORE! 
@ Fish Tape Reels f 


e Conduit 
Straps 


Snap- 


MAIL TODAY FOR 
1958 “Hi” CATALOG 


HOLUB INDUSTRIES, Inc. 


450 ELM ST. - SYCAMORE, ILL. 





Lighting Fixtures —Latest portfolio of 
lighting fixtures, 
be good communication device and 
tool for distributors and re- 
Colorful portfolio is intended 


decorative is said to 
selling 
tailers 
for architects, 
contractors and 
a complete guide to cus- 


Each group 


decorators, electrical 


dealers, and is de- 
scribed as 
tom like lighting fixtures 
of fixtures, from South Pacific to 
Magnifique, is shown in color with 
complete description and precise di 
mensions. Lightolier Inc., 
N.J 


Jersey City, 


Information for the 
use of the current-limiting Cordon 
circuit breaker for short-circuit pro- 
tection on low voltage systems is 
given in new, 20-page bulletin — 
No. 5043-A. It is described as giving 
examples of applications of the circuit 
breaker in switch boards, panel-boards, 
bus duct systems. In addi- 
tion to specifications, charts, graphs, 
tables, ratings and formulas the bul- 
letin also has a section on application 
of molded case circuit breakers in 
series with amp-traps. I-T-E Circuit 
Breaker Co., Small Air Circuit 
Breaker div., Philadelphia, Pa 


Circuit Breakers 


substations, 





Stringer Safety Equipment 


Our 15th year serving 
The Electrical Industry 


Sold through the Electrical Wholesaler— 
Attractive discounts — The finest and 
safest you can buy. 
catalogue No. 15 


UTILITIES SAFETY 
SUPPLY CO.., Inc. 


Lee’s Summit, Missouri 


Write for new 











Late > <-y 
Liquid -Tight 


ar > 4i-1r- 
ia P-yataata-] 
Conduit 


The Preferred Conduit 
for Easy Installation — 





Protection from Weather, 
Moisture, Oil, Dirt, etc. 


SALES ADVANTAGES 


Easily and quickly installed 
—reduces cost of planning, 
cutting, bending and fitting 
rigid conduit. 


Reduces pull through force. 


Absorbs motion and vibra- 
tion to mainte- 
nance and reduce noise level. 


minimize 


Resists corrosion. 


Neat, trim appearance. 


BASIC SPECIFICATIONS 


” 1.D. through 2” 1.D. 
Square locked 


Size Range: %& 
Construction 


Cover: Polyvinyl plastic, black or gray 


Write today for further information 
on the advantages of handling thé 
FLEXON Conduit line. 


c-1 


Fliexonic DP iporaton 
/ 


14195. THIRD AVENUE, MAYWOOD, ILLINOIS 


in Canada: Flexonics Corporation of Canada, Limited, 


Brampton, Ontario + Also Manufacturers of Rubber 
and Metal Hose Assemblies - Expansion Joints - 
Aircraft Components - Metallic Bellows 
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SALES AIDS 





Eagle Electric Mfg. Co., Inc., Long 
Island City, N.Y.—A new display for 
wholesalers’ showrooms, features 56 of 
the most popular types of wiring de- 
vices displayed on a 24-in x 32-in yel- 
low pegboard which has an attractive 
sign in blue, white and red. Catalog 
numbers are attached under each sam- 
ple, so that electricians and contrac- 
tors can easily identify the devices 
The display was designed to comple- 
ment the wiring device salesmen’s dis- 
play containing 33 types of wiring 
devices. The 12-in x 15-in case is de- 
signed for wholesalers’ outside sales- 
men and to whole- 
salers. 


is also available 


Mark Simpson Mfg. Co., Inc., Long 
Island City, N.Y.—The new point of 
purchase display carton for use by 
dealers and distributors has cartons in 
red, black and white, with company 
slogan “New Ears For Your Home.” 
Display tells model name; each dis- 
play package has a small handle at 
the top—shaped like the top of a 
house. Units are separately packed in 
polyethylene transparent bag stamped 
with company slogan, stating use for 
home or industry. 


WRITE FOR FREE SAMPLES 


Essential for Electrical Men 


Another FIRST FOR THIEL IN THE NEW HUMP DRIVE 
NAIL .IT STRAP. THE HUMP HAS A STURDY HEAD 
TO INSURE EASY ~- DRIVE WITHOUT BENDING OR 
PULLING OUT. MADE OF #8 HEAVY WIRE. ZINC 
PLATING PREVENTS RUST. 

COPPER PLATED FOR PLUMBER'S USE — AVAILABLE 
SOLD ONLY THRU LEADING ELECTRICAL WHOLESALERS 


THIEL TOOL & ENGINEERING CO.,INC. 


4 MARK 
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TRINE’S 


new electric 
push button 


DEAL 


“99 


COLORAMA" 


featuring 4 new 
push buttons 
including the most 
besutiful push 
button in the world, 
“THE SCROLL” — 
with “Welcome” for 
visitors engraved on 
its face! 


ae 


Only $33.93 list. 


SO UNUSUAL IT SELLS IT- 
SELF WHEREVER DISPLAYED 


Place one with every dealer—he'll 
profit with continuous repeat sales 


12 “most wanted’ 
display over 12 rich spectrum colors 


PACKAGED DEAL—includes palette display of 12 samples with separate wrought 
iron easel, and introductory “‘back up’ stock of 20 push buttons packed individually 
in colorful Trine boxes, for a total of 32 push buttons 


DISPLAY—authentically simulates artist’s palette, 17” 


TRINE MFG. CORP.., 1430 Ferris Place, New York 61, N.Y. 


SAFETY SWITCHES 
That Meet the New NEMA Standards 


KNIFE BLADE INDUSTIAL 
FUSIBLE AND NOT FUSIBLE 





30 
To 
1200 
AMPERES 








4” x 4” 
AND 
6” x 6” 
FULL INSIDE 
DIMENSIONS 
1 TO 5 FOOT 
LENGTHS 














WIRING TROUGHS 
With Knockouts and Without 
A COMPLETE LINE OF FITTINGS 


bell buttons dramatically presented on an 


for 32 push buttons 


Display and Stand FREE 


artist's palette 


Combination 
Retail Price 
Card, Dealer- 
Jobber Cost 
Card attached 
to display. 


wide—'%” thick panel 


SERVICE EQUIPMENT 
A Fusible Device for Every Need 


DRYER —- RANGE —- WATER HEATER 
HEATING PANELS —— AIR CONDITIONERS 











AND 
SWITCHING 
NEUTRAL 
15 to 50 Amps. 

THERMAL 
MAGNETIC 
QUICK 


MAKE & BREAK 


“E.7-RED”’ 
CIRCUIT BREAKERS 


40 to 210 Amp. Enclosures 
INDOOR & OUTDOOR 











VNU TP 





Combine Your 
Porcelain Orders 
with 
Mast Kits! 





SAVE 


Freight costs! 
Combine 

» PORCELAIN 
PRODUCTS 
MAST KITS with 
wireholders to 
make prepaid 
shipments. 





oh 


~~ 


, 


§ Tim ~ 
%- > 
“ee 





Send for 
NEW Mast Kit 


Brochure 


Electrical Porcelain 
Since 1894. 


Porcelain Products, Ine. 


CARLY, On10 


NEW PRODUCTS 





Continued from page 12 


New single pole “T” rotary canopy 
switch is in bakelite housing 1-in long, 
¥s-in wide, 7/16-in high over locknut. 
Has standard shank threaded %-in 
27 x ¥s-in long. Clearance allowed 
for mounting on s-in max. thickness 
of mounting shell. Hexagon locknut 
and decorative knurled outer nut are 
furnished, producet 
#18 plastic black 
stripped at both ends 
l-amp, 125-v-"“T,” 3-amp, 125-v; | 
amp, 250-v. UL listed e Eagle Elec- 
tric Mfg. Co., Inc., Long Island City, 
N.Y. 


Leads are 
6-in long, 
Switch rating 


Says 


wire, 


New lamp, designated GE-344, is low 
type tor 


circuits, 


current incandescent indi- 
transistorized 
size 


memorandum 


calor use in 
small indicator is 


Company 


and where 
needed 
bright enough to be seen under 100 
footcandles of surrounding illumina- 
tion 10-v, 15-milliamps, and 
has life in excess of 5,000-hrs. Bulb 
in diameter. Other 
overall length %- 
in; base is contact midget 
flange. e General Electric Co., Nela 
Park, Cleveland, Ohio 


rated at 


measures 7/ 32-in 


specifications: max 


single 


WRITE FOR 
CATALOG 


KRUEGER & HUDEPOHL, INC. 


1045 EVANS ST., CINCINNATI 4, OHIO 


Latrobe 
Electrical 


Products 


For long, smooth service “Latrobe” 
Floor Boxes and wiring specialties 
are tops. Years of performance have 


| proved that. And, “Latrobe” Boxes 
| are designed in a way that permits 


fast, easy installation—cutting labor 


| costs to the bone. 


Non-Adjustable 
Watertight 
Floor Box 


| Unique, practical design 
| cuts installation 
| makes 
| leaves more wire space 

inside box 
| is 314” 


time 
safer job and 
Cover plate 
diameter 


Adjustable 
Floor Box 
Designed for tele- 
phone outlet or where 
permanent connec- 
tions are made, or as 
a junction box. All 
adjustable boxes are 

fire proof 


“Latrobe” 
Pipe or Conduit 
Clamp 
This clamp is made 
with a double 
safety bite of case 


| hardened tool steel. 


Two models—Right 

Angle and the Par 

allel support. Each model comes in 10 sizes 
to handle pipe or conduit 2” thru 4”. 


Insulator Supports 
Fasten porcelain or glass in 
sulators to steel framework 
without punching holes. 4 
sizes—1”, 142”, 2” and 22 


Latrobe Products 


Non-Adjustable Floor Boxes 
Adjustable Floor Boxes 
Gang Boxes . . . Cover Plates 
Junction Boxes . .. Nozzles 
Pipe or Conduit Hangers 
Insulator Supports 
Cable Support . . . Fish Wire 
Staple and Cable Clips 


Write for new catalog 


Sales Representatives in all principal cities. 


Fullman 


Manufacturing Co. 


JEFFERSON STREET 


Pa. 


1215 


LATROBE. 


1209 
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MULTI 


DEPENDABLE 
LIGHTING 
EQUIPMENT 
ALWAYS 


i 


RLM PORCELAIN 
ENAMELED 
REFLECTORS 


QUALITY 
PORCELAIN 
ENAMELED 
REFLECTORS 


RLM HIGH BAY 
REFLECTORS 


i 


ALUMINUM 
REFLECTORS 
ALZAK 
FINISH 


a 


MULTI 
QUALITY 
THROUGH 
THE YEARS 
INSURES 
CUSTOMER 

SATISFACTION 


i a 


PREFERRED 
BY THE 
ENGINEER 


= = i. 


CEILING TYPE 
FIXTURES 
WITH HINGED 
GLOBE 


FLOODLIGHTS 


WHOLESALER 


CONTRACTOR S 


~ 


MAINTENANCE 
SEE OUR CATALOG 


IN SWEET'S 
RCHITECTURAL 
FILE 

= 


PARKING AREA 
POST LIGHTS 


OR WRITE FOR COPY 


FOR COMPLETE 
CATALOG 
ADDRESS 

REQUEST TO 


> 


VAPORPROOF 
FIXTURES 


= 





ELECTRIC MFG. INC. 


4237W. LAKE ST. CHICAGO 24 
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NEW PRODUCTS 





snap-around volt- 
ammeter-ohmmeter, the Amprobe 
Model RS-3, is billed as an all-pur- 
pose instrument permitting measuring 
of current and 
Manufacturer amprobe has 
built-in per- 
mitting selection of a wide variety of 
ranges flick of the thumb 
Comes equipped with ohmmeter bat 
tery attachment, voltage test 
and cowhide leather e Pyramid 
Instrument Corp., Lynbrook, N. Y. 


New pocket-size, 


voltage, resistance 
says 
selector 


recessed range 


with 


leads, 


case 


Termed by company as new concept 
in electrical underfloor distributions, 
Gateway Duct has junction box rang 
ing from one standard duct to 5-duct 
Interchangeable from stand- 
in short length of 
Maker 
marker to 

High 
coupling 


Capacity 


capacity 
ard to superduct 
time and color-coded also as 


serts each insert cap Is a 


eliminate error—cut costs 
points: duct 
and built into 
inserts for easier wire pulling 
in of New location of in- 
serts on 10-and 12-ft lengths. Manu 
facturer says inserts factory threaded 
with standard pipe thread. In 
serts from %-in to 35%%-in high 
e Gateway Engineering Co., 
cago, Ill. 


support and 


one; larger 
4-sq 


opening 


2-in 


Chi- 


New transistorized amplifier relay 
system for remote control of temper- 
atures has “virtually unlimited appli- 
cations.” cost system consists of 
compact transistorized amplifier serv- 
controller, and 
with ther- 

element 


Low 


ing as 
vibration-proof 


temperature 
mounting 
MIStor sensing 

Mountings can be as small as 3/32-in 
in diameter by 2-in long 


acting as 


and are 


| highly durable, manufacturer claims 


control air, 

temperatures; 
and amplifier 
located 2-mi_ apart; 
stable control point—with shift of less 
than degree for every 70-deg 
change in ambient temperature. One 
relay can be used with 
sensing units. Ampli 
either flush- o1 
box 5 x 7 x 
circuit is dc 
powered with no balance 
problem, produce Amplifier 
relays available in eight overlapping 
ranges of approximately 100-deg | 
to permit control from —60 to -+-520- 
deg. Has resistive load rating of 
1,500-w at 240-v. Accepted for listing 
\ e Minneapolis-Honeywell 
Regulator Co., Minneapolis, Minn. 


Users get: a system to 
immersion 
mounting 


can be 


surface, or 
thermistor 
relay 


one 
amplifier 


heat 


fer relay can be 


variety ol 


(using 


27 Bridge 


2%-in deep) 
capacity 


notes 


Continued on poge 252 


Combine Your 
Mast Kit Orders 


with 
Porcelain! 





eaSRteE SERS! 


| 
H 1933 


a 


1984 


SAVE Freight costs! 
Combine PORCELAIN 
PRODUCTS WIREHOLDERS 
with mast kits to make 

prepaid shipments. 


A complete, quality line of 
secondary service materials 


] 
i 


2 =e, 
Rss 
Electrical Porcelain PP) 


Since 1894. 
Porcelain Products. lie. 


CAREY, On10 





New! 
For Overhead 
Installations 


@ Rubber-covered 
“no-mar’’ cradle 


@ Safety-latch cable 
drum can’t slip 
or jump 


e@ Zinc coated, heavy 
weight steel thruout 


@ Disassembles into 
three parts for 
portability 


@ Will store in the 
trunk of a car 


@ Unconditionally 
Guaranteed 


e Lifts to a Full 13 Feet 


e Cuts Cost... Saves Time in 
Overhead Electrical, Plumbing 
and Heating Installations 


Sales potential is terrific on this 
new Hi-Hoist because it fills a 
need ... actually cuts labor costs 
in half where it takes one man to 
“thold”’ and one man to “‘do.”’ It 
hoists... it holds... it steadies 
all types of overhead installations 
and disassembles in a jiffy for 
transportation from job to job 


Phone, Write or Wire 
For Literature and Discounts 


Just drop us a note on your let- 
terhead. It’s a new item with 
dramatic sales possibilities. 


LANTZ Manufacturing Co., Inc. 


Dept.134-A Valparaiso, Indiana 
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NEW PRODUCTS 
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Type QO plug-in circuit breaker is | 


designed for protection against flash 
shorts resulting from frayed cords, 
loose wires, and accidental slips with 
tools or utensils. Manufacturer also 
time-delay feature of QO, 
which prevents nuisance tripping on 
momentary Overloads and motor start- 
ing. Available in single- and 3-pole 
forms. Ratings: 15- to 50-amps (15- 
to 70-amps in 2-pole). Each pole has 
own case—all cases are same size. 
QO’s are suitable for load centers and 
panelboards, 2 through 42 circuits. 
e Square D Co., Detroit, Mich. 


stresses 


New, non-overloading Class 1 direct 
drive blower unit, allows air to enter 
blower wheel and discharge over air- 
foil cutoff. Maker says there are no 
obstructions in air inlet. Volumes 
range from 1,110-cfm to 24,560-cfm. 
Sizes: from 12-in to 36-in. Construc- 
tion: heavy gauge metal (arc welded 
together into integral piece, and 
balanced welded construction wheels). 
Manufacturer claims no rattles or 
vibration during operation. Other fea- 
tures: Special finishes for handling hot 
gases up to 500-deg F: higher speed 
units available for two-speed opera- 
tion; automatic or motorized dis- 
charge dampers. drain fittings. Each 
unit tested and rated according to 
AMCA snecifications. e Peerless 
Electric Co., Warren, Ohio 


New line of comnanv sauare incan- 
descents offers wide variety of shield- 
ing and refractive media. 
with Holophane and Corning lenses. 
Highpoints: ALZAK aluminum re- 
flectors. plaster flange bead assuring 
snug fitting and elimination of light 


leaks. Maker also states units can be 
relamped from above or below. Has | 
self aligning thumb screw and floating | 


nut for easy servicing. Plaster frames. 
wired-in boxes, mounting straps and 


aluminum trim can be furnished on | 


recessed boxes. e The Edwin F. Guth 
Co., St. Louis, Mo. 


Latest feature in 200-amp service dis- | 
sub-feed lugs have been | 


connect: 
added to the load side of the pullout 
without increasing price, making it 
optional to wire two separate 100-amp 
circuits, producer states. Line side 
lugs still provide for single 200-amp 
service. Added highlights: pullout has 
pressure type connectors at all ter- 
minals; two blade, knife type rein- 
forced fuse clips for positive electrical 
contact and cool operation; easily 
removed ko’s, and maker claims plenty 


of wiring room. e Murray Mfg. Corp., 


Brooklyn, N.Y. 





Available | 


Can't Come Apart 
During Mounting 


Pioneers in the field, Newart 
has, been manufacturing solid 
switch boxes for over 30 years. 


Newart solid switch boxes and 
a full line of outlet boxes, covers, 
solid and adjustable bar hang- 
ers, available through your 
electrical wholesaler. 


See us at the convention 
at the Sir Francis Drake 


NEWART Company 


6725 MACHINERY AVENUE 
CLEVELAND 3, OHIO 
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NEW PRODUCTS YOU CAN USE 





Steel Floor Plate 

Steel Co., Til 
Steel Floor plate eliminates dust from 
spalling and loss suffered from loads 
tipping, company states. Each plate, 
consisting of 11%4-in square plate 
.068-in hot-rolled steel, has 100 small 
rectangular holes approximately '2-in 
x %4-in and 100 barbed prongs %4-in 
long. Prongs anchor plate to concrete 
100 times per sq. ft. Four rounded 
edges of plate form flanges that imbed 
in concrete. Plates have no sharp 
edges, will not work lose. Surface of 
floor reinforced with steel plate is 
74% % concrete. 


Acme Chicago, 


steel, 26% 


Reply Message Form 


Basil L. Smith System, Inc., P. O 
Box 8169, Philadelphia 1, Pa. 
Standard form for everyday 
spondence encourages brief, “telegram 
style” letters, saves dictation and typ- 
ing time, results in quick replies. Set 
of three colored (with dis- 
posable carbons) lets sender keep one 
copy, recipient write or type reply on 
while 
sender with 

no need to 


corre- 


sheets 


original and keep third copy, 
back to 
original message in view 
dig carbon copy out of file. 


VA 


answer comes 


WHEN YOU WANT IT 


From Chicago you can get immediate delivery on 


ASBESTOS CABLE 
EVERY TYPE 


Which is one of the many constructions 
carried in our Chicago Warehouse Stock 


Also all types of Power, Control, Lighting 
and Communication Cable. 


Let us supply your wire requirements 


vee WIRE & CABLE CO. 


N. Paulina Street 
‘eains 13, Ilinois 


Stocks carried in Houston 
and Los Angeles 





FLUX FOR 
BRAZING 
SODERING | 
WELDING 


raatt A LLE? 


 -MAKES SODERING EASY: 


L. B. ALLEN CO., 
9301 W. Berenice 
Schiller Park, til. 

(in Metropolitan Chicago) 








INC. 





ie 


| equipment desires to become partner. 
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CLASSIFIED 


ADVERTISING 


SELLING OPPORTUNI TIES 


AGENT A { LINES 
BUSINESS 
UNDISPLAYED 


$!.50 per ling minimum 3 lines. To figure ad 
vance payment count 5 average words as a line 


Box numbers—cou 4 ine 
Position Wanted ads 
Discount of 10% if full pores t is je in ad 


4 consecutiv 





Box 12 


WANTED 
OPPORTU 
RATES 


POSITIONS 


DISPLAYED 
The rate for Employment Opportunities is $13.50 
per inch for advertising appearing on other 
han a contract basis. Cx $ quoted o 
Min iggcar Subject to Ager nimission 
er advertising is $12.2 Not subject 
0 f y commission 
*. advertising rom is measuted %” vertically 


a column—3 ylumns 0 inches to a page 


Send —, ADS or Inquiries to sion'tys Adv. of ELECTRICAL WHOLESALING 
. o. ew York 36,N 


for July issue closing June 13th 





POSITION VACANT 


Wonderful Opportunity—Nationally known man- 

ufacturer of electric wiring devices and special- 
ties has opening for experienced salesman in 
Chicago territor Send omplete resume to 
P-7990, Electrical Wholesaling 


SELLING OPPORTUNITIES OFFERED 


Manufacturers Representatives Wanted: Outlet 
and Switch Boxes. Readjustment of territories 
Inquiries from representatives interested in a 
line invited RW-6911, Electrical Wholesaling 


representatives wanted by na- 
manufacturer of electrical 
switch and outlet boxes for open 
rinia, Pe w York State, Southern 
R W- Electrical Wholesaling 


Manufacturer's 
tionally known 
conduit fittings, 
territories —Vir 
New Jersey 


Sales Representatives wanted for New Jersey, 

Penna. and Maryland, selling panelboards and 
switchboards State qualifications RW- 
Electrical Wholesaling 


salesman 
Electrical 
Resume to 


Representative wants 
Florida selling 
Opportunity Partnership 
Box 6171, Orl Florida 


Manufacturers 

or Southeastern 
Systems 
ando, 


POSITIONS WANTED 


Representatives— 
representative 
position with 
College back- 
Excellent refer- 
company 
arnings are 


PW-7959 


Attention Manufacturer 

Young, creative, energetic 
with 8 years experience seeking 
reputable agency in Michigan 
ground, Married, Responsible, 
Will consider representing 
exclusively for State of Michigan if « 
above $12,000. Resume upon request 
Electrical Wholesaling 


sales 


ences one 


manufacturer, distributor, or re- 
Kitchen Specialist that 
show you or dealers how to sell, 
advertise and design custom kitchens 
PW-8064, Electrical Wholesaling. Will 


If you are a 


tailer and need a can 


your promote 
write t 


relocate 


Sales assignment with manufacturers reprenta- 

tive, 12 years proven record with a major 
manufacturer and distributor. Age 35, will con- 
option to buy arrangement PW -8066, 
Wholesaling 


sider 
Electrical 


SELLING OPPORTUNITIES WANTED 


Lines 
lowa and 
two men. RA-79 


Wanted.—Lighting or supply lines for 
Nebraska have 20 years experience 
Electrical Wholesaling 


Mfg. Repres. 
Mex., Ari desires 
Electrical Wholesaling 


calling on electr. distr., Texas, N. 
additional lines. RA 


7894 


Desires fluorescent line with Power Groove and 
Press Lighting fixtures for Michigan and 
Northern ( Ohio. RA-7975, Electrical Wholesaling 


" BUSINESS OPPORTUNITY 
Wanted To Buy % interest in small electrical 
supply business. Graduate Engineer 12 years 
proven experience selling electrical supplies and 
BO-8040, 
Electrical Wholesaling. 








SALES EXECUTIVE 
SALES MANAGER 


MARKETING—ADVERTISING— 
PROMOTION 
GENERAL ADMINISTRATION 


Fluorescent-incandescent Field. Seek association, 
Manufacturer or Sales Agency who requires top 
talent. Minimum starting remuneration modest five 
figures. Education; Engineering, Finance, Bus. Eco., 
Marketing. Experience — Retail — Wholesale — 
Manufacturing “Elec.” Fixture and Allied in- 
dustry. Creative Thinker—Agressive—Born to lead 
as | am in business and private life... Now ready 
for that final step to top or to be prepared for the 
final step up in sales or general management, Key 
Slot. Remuneration and future potential more im- 
portant than location. Presently in top management 
available on date mutually agreed upon. 

PW-7646 Electrical Wholesaling 
Class. Ady. Div., P.O. Box 12, N.Y. 36, N.Y. 











SALES & 
MARKETING MANAGER 
Available 
As V.P. in charge of a national sales force 
for an electrical manufacturer, possess a 
broad background in marketing, product and 
packaging development, distribution, hiring 
and training a sales force, developing a 
foreign subsidiary, etc. Increased sales 
volume 100% and gross profit 20% since 
1952. Desire top level sales responsibility. 

Mature thinking. Reply to: 
PW-8049 Electrical Wholesaling 


Class. Adv. Div., P.O. Box 12, N. Y. 36, MN. Y. 








MANUFACTURERS REPRESENTATIVES WANTED 
to cover wholesalers. A small number of excellent 
territories available, Complete line of built-in clocks 
for indoor and outdoor installations. Perfect for snow 
room of electrical supply wholesalers, kitchen cabinet 
distributors, building material suppliers. Also a 
beautiful line of specialty and wall clocks. Many 
leads. Display boards and other sales aids. Write 
RW -8048 Electrical Wholesaling 
520 N. Michigan Ave., Chicago t!, It! 








MANUFACTURERS REPRESENTATIVE WANTED 
of Electrical Wiring Parts, In- 
Portable Lamp Guards, Electric 
for Southern California 


Manufacturer 
spection Lights, 
Cord Reels, etc., 
RW-7933 Electrical Wholesaling 

520 N. Michigan Ave., Chicago 11, 








SALES MANAGER FOR WHOLESALE 
ELECTRICAL SUPPLY HOUSE 


least 10 years experience. Qualified 
given the responsibility of expanding 
the existing organization. Subsequently the super- 
vision of it. Located Southern Florida. Reply to 
Box P-7876 Electrical Wholesaling 

Adv., P. 0. Box 12, WN. Y. 36, N.Y 


Must have at 
man will be 


Class 











Your Inquiries to Advertisers 


Will Have Special Value 


advert is and the publisher 

s publica Advertisers value 
° of the publication you read 

s enable the publishers t 
nd—more advertisers mear 
re products or better 


if you 
highly 
Satisfied 
secure more ad 
more informa- 
service—mere value 


for you—-the 











If 
TIME 
Figures 
In Your 
PROFITS - 


Your wisest choice is the 


ARROLET 


Non-Gangable 


SWITCH BOX 


New line-up guides 
help you instal! box 
easier, quicker and 
more accurately 


Slotted cable knock-outs lift 
out clean anJ easy 


Square corners allow more 


wiring room 


Available with brackets 


—an excellent box for your next job 
Write for specification sheet 


Quality Needed for Tomorrow 


is in Arrolet Products Today! 


SWITCH BOXES 
OUTLET BOXES 
BOX COVERS FITTINGS 


ARROLET 


aed tie) 7 Bakes, | 


Montgomery, Penna 


Seles i & Warehouse Stocks® BALTIMORE, MD 
* "CHICAGO, ILL. © “CINCINNATI, OHIO © DALLAS, TEX 


* GREENSBORO, N.C. * “KANSAS CITY, MO. * *LOS 


AMGELES, CALIF. © *miAmI, FLA NEW YORK. WY. + 


. 
A. © ROCHESTER, N.Y. © *SEATTLE, wasn 
* "TAMPA, FLA 
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161 | api Radtantglass ELECTRIC HEATING 


205 
156 


, 153 


34 
21) 


) 


Easy to install, op- 
erates on 120 volts 


AC 


Ra-Grid glass panel 
furnishes 700 watts 


of radiant heat 


Designed by Ray- 
nd Loewy Asso 


crates 


Overall 


high 


Beautiful two-tone 
finish — silver and 
gold. Rust and tar 
nish proof 


This beautiful API Radiantglass No. 2200, the most advanced of 


1! 


Thermostatically controlled, it 


all bithroom heaters, turns pennies per hour into millionaire luxury 


features a night light and ladies’ 


electric shaver outlet right in the cont 


j 


Write today for ful 
on the complete API 


Ra 


format 


electric heating equipment. 


ALLIED PRECISION INDUSTRIES, INC. 


425 STEVENS ST. 





SAVE TIME- 
LABOR-MONEY 


"JIFFY" SOLDER 
DIPPER 


‘am 
FA 


JIFFY CONDUIT 
BENDERVISE 





Write for new Jiffy Catalog No. 68 
describing complete line. 


TROUBLE 
ESTABLISHED 1915 MONEY 


ClydeW Lint 


2323 W. 18TH STREET - CHICAGO 8, ILL. 
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GENEVA, ILLINOIS 


CONTINENTAL 

FOR THE COMPLETE 
LINE OF 

INSULATED 

POWER CABLE 
VOLTAGES: 

600 10 15,000 
SIZES: 14 AWG TO 
2,000,000 CM INCLUSIVE 


With a complete range of voltages and 
sizes, Continental Wire offers POWER 
CABLE in types V... AIA... AVA... 
AVB .. . SILICONE RUBBER .. . TEFLON 
TAPE .. . and VARNISHED GLASS TAPE 
for extremely high temperatures. For power 
cable with excellent current carrying 
capacities, resistance to oil, grease, 
corrosive vapors, moisture, as well as 
high temperatures—call 

CONTINENTAL, Wallingford. 


coxrrir2er72%crl 


(wrazaze corporation 


WALLINGFORD, CONN. / YORK, PENNA 
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Piymouth Tapes 


ALWAYS SOLD THROUGH 


WHOLESALERS 


iHere’s WHY... 


We would be compelled to increase 
our sales force by at least 300 men 
if we were to cover direct all con 
tractors, dealers and industrial plants 
now visited by the wholesalers’ sales 
men 


Our office force would have to be 
augmented tenfold to take care of the 
numerous small billings that would 
be required—also our packing and 
shipping force would have to be much 
larger 


We could not hope to furnish the 
prompt service and efficiency given 
you by your wholesaler who main- 
tains enormous stocks in your ter- 
ritory 


We save money by distributing Slipknot Friction 
Tape, P.R. Splicing Compound and Plymouth Plas 
tic Electrical Tape through your wholesaler— 
therefore, you save too The wholesaler is the 
backbone of American industry—without him the 
cost of distribution from manufacturer to you 
would in most instances be prohibitive. 


FOR the past 62 years, this has been our written policy for all to 
see. More than a million copies of this pamphlet have been distrib- 
uted to tape users throughout the world. A supply, imprinted with 
your name, is yours for the asking. 


One more reason why Plymouth Tapes lead the industry. 


We look forward to seeing you at the NAED Convention, San 


By dealing only with your whole- 
saler you save time by minimizing the 
number of salesmen you must in 


terview 


You can pick up merchandise when 
you need it, thus reducing your 
stockroom expenses and depreciation 


losses 


If you are located within the limits 
of a metropolitan free delivery zone 
your local wholesaler eliminates all 
charges for freight and cartage. The 
wholesaler buys in quantities to take 
advantage of lowest rates and his 
selling prices reflect these economies 


This bulletin is used in an 
attempt to explode the theory 
in the minds of some that 
direct buying is a privilege 


SOLD ONLY 
THRU 
RECOGNIZED 
WHOLESALERS 


Francisco, Booth No. 1007, and at the Mark Hopkins. 
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Found in all 
the Best Splices 


CANTON, MASSACHUSETTS 





Welcome 
N.A.E.D. Convention! 


STWORTHY NAMES IN 
ELECTRICAL PROTECTION 


Here's the BUSS Policy that helps 
make fuse sales move p. »fitable. 


r 
1. A quality product—the result of eOmtimuous research. BUSS 
and FUSETRON fuses lead the field. "Phéie Jeadership is based 
on engineering research conducted in thé“weorkd’s large-> ~ 
research and devéi 


~ laboratory. - 

A ean — s 2. A consistent policy of 
. k giving the Wholesaler the 
best in sales cooperation; 
Sales leads—Sales campaigns 
—Sales promotion material 
ZA 3. A continuous—and large 
scale—advertising campaign 


a — 


fi ae 
¥ © Sa®BUSETRON fuses, and to 
gne Wholesaler’s salesman. 
WSS Representatives to help 
en See to it that users get the type 
et Su. sou their protection needs. 
tithe years ahead—as competition grows stronger—this 
policy will, in our opinion, continue to prove its value to our 
friends in the trade 


to inform usc, 
pay 





McGraw-Edison Co. 


St. Louis, Mo. 





BUSSMANN MFG. DIVISION 








